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your sheet meta_ 
sales to industry profitable? 



STEEL 


A few years ago, a prominent western 
lumber company encountered serious cor¬ 
rosion trouble. Resin and creosote vapors given off by the 
wood quickly corroded and caused early failure of the dryer 
doors and ducts. 

There was but one thing to do—find an economical ma¬ 
terial that would resist corrosion—so they turned to Toncan 
Copper Molybdenum Iron—the alloy of refined open hearth 
iron, copper and molybdenum with the highest rust-resistance 
of any ferrous material in its price class. 

As has been the experience of thousands of' users of 
Toncan Iron, they found that it lasted three to four times 
longer than the metal they had been using. In fact, they 
were so well pleased that they specified Toncan Iron out¬ 
right for a new dryer recently installed. 

That’s how Toncan Iron builds good-will for supply 
houses that stock and recommend it—brings repeat business 
—and makes your sheet metal sales to industry profitable. 
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SILVER 

STEEL 


PRUNING SAWS 


WHEN IT’S TIME TO ORDER PRUNING SAWS- 

IT’S TIME TO THINK OF ATKINS 



_ No. 3 DUPLEX PRUNES 

blade. I^htaing tooth on one edsre for coarse erork; 
toe tooth on other edsre for finer enttinff. Seasoned apple wood handle. 
(No. a same except Sheffield steel.) 

I^arth, inches 12 14 13 18 2f 82 

PrlM tll^t tll^O $11.11 $11.$$ $11.$$ $iij$ 



N.. $ TAPERED PRUNER 

srade .tod fnme wMa 6/16' thick. Aeeommodatac 10' 
bU^ Bl^ mc4to of qaalltr SpceUl Steel. Air dried beeel 

handle with extra large grip. 

Length* inches 28 
Price $20.18 



Crucible steel frame wide* 3/16'' thick. Blade adjustable to 
angle. 8 poinU per inch. Seasoned beech handle* lacquered. 
Length, inches 16 18 20 

Price $15.70 $16.00 $16.38 


any 



No. 40 TUTTLE TOOTH PRUNER 
High grade Special SteeL Tuttle tooth pattern. Air dried beech handle, 
Davey style. Roomy grip reinforced with dowel pin making it rigid. 
Length, inches 20 24 

Price $10.40 $23.00 



Genuine SILVER STEEL bla]^. Concave es^e toothed for fine cutting; 
opposite edge for coarse work. Blade 2%" wide at handle and 1" at 
point. New style handle. 

Length, inches 12 • 14 16 18 20 22 

Price $11.20 $11.70 $12J8 $12A0 $12.80 $13.20 



No. 22 CURVED PRUNER 

Same as No. 12 except toothed on one edge. SILVER STEEL blade 
with teeth on concave edge. Rip style teeth, 6 point. Roomy handlo 
of lacquered beech. 

Length* inches 12 14 16 18 20 22 

Price $11.20 $11.70 $12.18 $12.80 $12A0 $13.20 



_ No. 18 FOLDING PRUNER 

SILVER STEEL blade* peg tooth. Folding handle enables user to eover 
tooth edge for carrying in pocket. Beech handle. 

Length, inches 10 12 14 

Price $1048 $10.90 $11.60 



No. 120 CALIFORNIA CURVED PRUNER 
Especially adapted for citrus pruning. Genuine SILVER STEEL blade 
with extra fine temper. Lacquered beech handle. 

Length, inches 12 14 

/ Price $10.38 $1148 



No. 129 CALIFORNIA CURVED PRUNER 
Similar to No. 120; blade wider and stiffer with more blunt point. 
Blade is wide at nose and 1%" wide at handle. Reverse rip 
Seasoned beech handle, lacquer^. A favorite among citrus fmH 
growers. 

Length, Inches 12 14 

Price $9.18 $9.80 



No. 100 PRUNING SHEAR 
(Licensed under Patent No. 1881609) 

Durable and compact. "Draw-in" or "Shear-cut” movement. Capneity 
1^". Duro aluminum blade anvil. Broad knurled grip handle and flncvr 
grip. Chrome plated; rust resisting. Spring steel handle lock.. 
Lenght, inches 8 
Price $13.80 


Order from your jobber. If he cannot supply you, write to us. 
Ask for Complete Pruning Saw Catalog, 


E. C. ATKINS AND COMPANY 


Home Office and Factory, 410 South Illinois St., Indianapolis, Ind. 


Atlantsi Gs. 
C3riea6o* Ill. 
Mcasphis* Tean. 


— BRANCHES — 

New York, N. Y. 

New Orleans* La. 

Klamath Palls* Ore. 

Sao Francisco. Calif. 


Portland, Ore. 
Seattle* Wash. 
Paris* Prance. 
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DEALERS/ 


here are almost unlimited 


SALES 

OPPORfUNITIES 


At least 25% of all Cream Separators in use 

should be replaced with NEW DE LAVALS 

♦ ♦ ♦ 

Thousands of good dairymen need and want 
DE LAVAL MILKERS 


I T is conservatively estimated that at least 25% 
of all the cream separators in use today are 
wasting enough butterfat to pay for new De Lavals 
in a comparatively short time. The possibilities for 
the sale of new De Laval Separators are simply 
enormous. Dealers who will aggressively follow 
a systematic campaign of demonstrating new 
De Lavals are certain to get a substantial business. 


De Laval dealers also have splendid opportunities 
for the sale of De Laval Milkers. There are thou¬ 
sands of dairymen who need and want milkers and! 
will buy them during the coming year. 

De Laval Milkers, just as De Laval Separators, 
are literally in a class by themselves. Nothing can 
compare with them when it comes to fast, clean, 
efficient and economical milking of cows. 


Nor was there ever a time in the 58 years of 
De Laval’s leadership when dealers had so much to 
get business with—^the best and most complete line 
of separators in the world; the most liberal selling 
terms; the greatest prestige, backed by widespread 
advertising and sales helps. 


If you now have the De Laval Agency there never 
was a better time for selling De Laval machines. 
If you do not have the De Laval Agency and are 
interested, we shall be glad to have you get in touch 
with us. There is always room in the De Laval 
organization for more good, aggressive dealers. 
Write nearest/office below. 


THE DE LAVAL SEPARATOR COMPANY 

New York Chicago / San Francisco 

165 Broadway 42.7 Randolph Sf/ GlBeafeSt. 


s 


JANUARY 2, 1936 


Digitized by ^ooQle 










CLEARED FOR ACTION! 



OBSTACLES ARE GONE! FRIGIDAIRE 
HAS SET UP A CLEAR ROAD 
TO SUCCESSFUL SELUNG IN 1936. 


• THE way Is cleared. Frigidoire is 
on the move! Never before hos there 
been such feverish activity because 
never before has there been the powerful plan that is to carry Frigidoire to record 
heights in 1936.... New methods — dynamic, forceful, sure-fire ways to get bxisiness. 
. . . A new product astonishing beyond every hope, new enthusiasm stimulated 
by the sensotional nature of the 1936 selling program. It's o program that only 
Frigidoire could sponsor . . . and only Frigidoire can fully take advantage of the 
enormous possibilities thot will be opened by this spectocular selling plan. . . . 
There ore indicotions of the greotest record-breaking year in Frigidoire history 
and Frigidoire is cleored for action 1 FRIGIDAIRE CORPORATION, DAYTON, OHIO. 
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BALL BEARING 
HINGES 


BUTT HINGES 


No. BB 1460 

Long, grseeful ball bearing 
Ui^ea of attractive Colonial 
dealfB. Hade in three lengths 
It. 34» and 32 inches. 


Wrought bronze ball bearing 
hinges for exterior doors. 
Beautiful in appearance, un¬ 
affected by weather, assure 
smooth, noiseless operation of 
a heavy door. 


ORNAMENTAL 

HINGES 


J^o. 1565 

In keeping with the modern 
trend in cabinets. Cabinet 
Hinges No. 1565 combine fine 
appearance with long, satis¬ 
factory wear. 


CORNER IRONS, 
MENDING AND 
T PLATES 

. 997 


STRAP AND T 
HINGES 


I 995 


A full line of these items in 
various sizes. Furnished^ in 
either plain steel or cadmium 
finish. 


READY TO BUY 


\ 9 % 


Already the pendulum is moving 
in one of the greatest swings this 
country has seen! Probably you’re 
already feeling it across the counter. 
Your customers have learned a les¬ 
son—a severe one—during the past 
six years. They’re tired of depres¬ 
sion-built, price-competition hard¬ 


ware. Tired of skimping here, sacri¬ 
ficing there. Today they’re demand¬ 
ing quality again. 

Sell Stanley in 1936 and you’ll find 
them ready to listen! Ready to buy— 
not hardware alone, but Service— 
enduring, smooth working, carefree 
service in every package that comes 
from your store. 


TELLING THE WORLD 
about ‘’CAREFREE DOORS” 

Architects, contractors and pros¬ 
pective home builders will read 
about "Carefree Doors” and 
Stanley Hardware in their favorite 
magazines 



They will be told about this in¬ 
teresting and informative booklet. 
32 pages packed full of information 
the home builder wants. Send for 
a supply so that you can benefit 
directly by all this advertising. 
Ask for Booklet No. B78. 




No. 937 and 935 
Made full gauge with cloac 
fitting joints and accurate 
countersinking. Corrugated for 
extra strength, packed in neat 
cartons with screws. Easily 
identified by their red tips. 


STANLEY Paves Your Way 

No single factor in the building industry is being 
neglected in this 1936 drive to help you sell quality. A 
total of more than two million people—architects, con¬ 
tractors and prospective home builders — will be told 
the advantages of ^^Carefree Doors.” 

Influencing the Architect and Contractor 

Each month in their favorite magazines, architects 
and builders will read new facts about **Carefree Doors,” 
and the part Stanley Hardware plays in their planning 
and installation. 

Convincing Prospective Home Builders 

Eager for authentic information, and tired of **depres- 
sion” hardware, prospective home builders will welcome 
**Carefree Doors” and the many items in the Stanley 
Line that make them possible. Every month in their 
magazines Stanley advertisements will show them the 
satisfaction and economy of Stanley Hardware. 

• • o 

Forge your link to this campaign now by sending for 
a supply of booklets. Identify your store as a source of 
supply for the hardware that assures '^Carefree Doors” 
and you’ll reap benefits in sales and profits. 

THE STANLEY WORKS 

New Britain, Comm^ 



JAM-PROOF SASH 
I PULLEYS 

Pulley is sn constructed that 
it keeps out drafts. Sash cord 
or chain cannot come off the 
wheel. For residences and 
apartment bouses. 


No. 1298H 

One of a full line of cabinet 
latches for flush or lipped 
doors, available in either 
wrought steel or wrought 


DOOR HANGERS 


T 


No. X-2650 

Ideal equipment for barn 
doors. Assures trouble - free 
operation. 



When fastened all screws are 
concealed and cannot be re¬ 
moved. Four sizes—3%, 4^, 
6, and 7 inches. 




DOORS USE STANLEY HARDWARE 
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Vhc Idea in Jkdhi tUst&M^ 


WITH WALLHIDE, WATERSPAR, FLORHIDE 
AND OTHER PITTSBURGH PAINT PRODUCTS 


The past year has proved that One- 
Day Painting is the best selling idea 
in the paint business. Dealers and 
painters who tied in with Pittsburgh's 
advertising last year cashed in merrily 
on the extra jobs this idea created. 

The One-Day idea and One-Day ad¬ 
vertising, together, can bring you two 
kinds of customers: Those already 
planning to redecorate naturally want 
to do it this easy, modern way. Those 
who have postponed repainting be¬ 
cause of the usual muss, inconve¬ 
nience and cost will forget their fears. 
Both groups will play tunes on your 
cash register IF you tie in your store 
with our big promotion. 

Another great advertising campaign 
is ready to go. Newspapers, national 
magazines, and a national radio pro¬ 
gram. C^et ready to go with it! Distinc¬ 
tive displays and store helps are ready. 
Make sure you have a full stock of 


Pittsburgh's famous four One-Day 
Paints—and push these quality prod¬ 
ucts for quantity prohts. 

FOR ONE-DAY PAINTING 

WALLHIDE: For walls and ceilinfca. Th« 
Vitoliaed Oil usrd only in Wallhide fcivea con¬ 
trolled penetration of oil. keeps the paint film 
alive, prevents orackinfc and peeling* 15 soft 
petal shades. 12 semi-ivloss colors. 

FLORHIDE ENAMEL: For painted floors, 
both exterior and interior. Ixing-wearing. 
quick-dr>'inR. 10 practical colors. 

WATERSPAR ENAMEL: Ma gic one-coat, 
quick-drying enamel for woodwork and fur¬ 
niture. One coat covers old surfaces solidly. 
Dries to china-like gloss. Pleasant odor dur¬ 
ing application. 18 colors to harmonise with 
Wallhide. 

WATERSPAR VARNISHES: For woodwork 
and floors, (^lear and colors. Varnishes and 
stains in one application. Dries in 4 hours. 

FOR EXTERIOR PAINTING 

Patton’* SUN-PROOF— the Field-Te.ted 
Paint. This famous paint is proved on test¬ 
ing grounds located in spots subjected to 
climatic extremes. No guesswork. We knout 
Sun-Proof lasts 1 to 3 years longer than poor 
imints. covers 25% more surface. 

SELL GOLD STRIPE BRUSHES 


TUNE IN: Pittsburgh Symphony Orchestra^ 
playing the music you love^ every Thursday, 
P.M, {E.S.T.), over N.B.C, titue Network 
and Associated Stations. 


Get full information on Pittsburgh’s Time Payment Plan—Paint 
Today, Months to Pay”—you can use it to increase your business. 




PITTSBURGH 

PLATE CLASS COMPANY 

PAINT DIVISION. PITTSIURGH, PA. 



Makers of Wallhide Paint • Waterspar Enamel 
and Varnish • Florhide • Sun-Proof Paint 
Gold Stripe Brushes • Polished Plate Glass 
Pennvernon Window Glass • Carrara Struc¬ 
tural Glass • Mirrors • Duplate Safety Glass 
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Headed 
for New 

SALES 

RECORDS! 


The NEW 1936 


INSTANT GAS FROM GASOLINE 


Y es SIR! — it’s another Coleman Year! The new 1936 Coleman 
Safety Ranges score a direct hit! They’re accepted and approved 
by dealers everywhere. Already they’re starting toward new sales 
records! Rightly so — because they have everything your customers 
want in a modern range: 

Unequalled Beauty... improved Band-A-Blu Burners... Closed 
Cooking Tops That Conceal Manifolds... New Positive^ Quick- 
Action Valves... Concealed Everdur Metal Fuel Tanks ... Ever- 
Dependable Cooking Performance at Lowest Cost. 

A full measure of Sales and Profits will come to Authorized Coleman Range 
Dealers this year. If you are not in the line > up, write at once for information 
regarding the Coleman Sales Franchise in your locality. 

BIG CATALOG —Just off the press ! The finest, most complete and colorful 
stove book you ever saw! Send today for your copy, also dealer prices. 

See this New Line of 1936 Coleman Ranges at Leading Hardware Conventions! 


Coleman Policies Conform With Independent Dealers’ 

Fair Trade Practices 

For more than 30 years The Coleman Lamp and Stove Company has operated under a policy 
of Fair Dealing — cooperating in full measure to the best interests of all its dealers and distributors. 

To Dealers this policy assures standard^quality products which they can sell at a fair price with 
a fair profit to themselves. Customers are assured dependable merchandise backed by an unqualh 
fied pledge of satisfactory service. This is the policy we propose to maintain. 


THE COLEMAN LAMP AND STOVE COMPANY 

ERAL OFFICES: Wichita, Kansas BRANCHES: Philadalphia, Chicago, Los Angoles, Tor 


JANUARY 2, 1936 


Digitized by i^ooQle 


9 







Entire Plant and Offices 


CORTLAND 


NEW YORK 


Cortland Wire Products are known the world over for their unvarying 
high quality and long, satisfactory service. All our steel products are 
made from Copper-Bearing Open Hearth Steel. We control every 
operation from raw materials to finished products. 

All grades of our Screen Wire Cloth are made to comply with speci¬ 
fications adopted by the Bureau of Standards, Department of Com¬ 
merce, S.P.R. 122-31. The Cortland Line sells readily and profitably 
—makes satisfied customers. 


Now ohipytd Ib 

■trooff faullvfduol 
roll ftbro cartowoi 


CORTLAND GRAY-WICK 


Dull finish galvanized — electro-zinc coated and 
enameled with a Pigmented varnish—a double pro¬ 
tection against corrosion. Made from Open Hearth 
Copper-Bearing Steel and full gauge wire—to in¬ 
sure greatest durability. Makes fine looking screens 
due to its extra heavy coating and attractive appear¬ 
ance. Every conceivable advantage is woven into 
this cloth which is one of the leading brands and 
most popular sellers on the market. 




Made in 12, 14, 16 and 18-mesh from .011 gauge 
wire both ways. All widths in even inches from 
18 to 42 ins. inclusive, also 48-in. double selvage 
as standard. Extra wide widths, 54 and 60 inches. 
Standard rolls of 100 lineal ft. Each roll shipped 
in strong individual roll fibre carton. 




Other Popular Cortland Brands — 

CORTIAND BLACK CORTLAND BRONZE 

A low-priced painted screen cloth that looks well and gives For customers who want the best Made of special alloy 

splendid service. Made from Open Hearth Copper-Bearing 90% copper and 10% zinc, producing the elasticity of hard 

Steel—strong, durable and uniformly woven. steel wire cloth with greater durabili^ than copper. Abso- 

t. r All All lutely rustless. Covered with transparent varnish. 14, 16 

Ma^ only m 12.mesh from 0,11 ga. wire both ways. AU Ig-mesh made from .0113 ga. wSe both ways. Also 

mdths m even mches fr<^ 18 to * heavy grade of 16 mesh made of .015 ga. All widths in 

double selvage as smndard. inches from 18 to 48 in. inclusive. Also 48-in. double 

60, 66 and 71 ms. 100 hneal ft. m roU. Shipped in mdmdual selvage as standard. Extra wide widths, 54, 60, 66 and 72 
fibre carton. Bright or antique finish. 100 lineal ft. in roll. Shipp^ 

in individual fibre carton. 

CORTLAND ULTRA-PREMIER 

A special, extra heavy grade particularly adaptable for 
doors. Made of 14-mesh, 30 gauge wire about 50% heavier 
than the standard cloth. Made from Open Hearth Copp^- 
Bearing Steel, electro-zinc coated and enameled with Pig¬ 
mented varnish—double protection against corrosion, 
widths in even inches from 18 to 42 ins. inclusive. Also 48-in. 
double selvage as standard. Extra wide widths, 54 and 
60 ins. 100 lineal ft. in roU. Shipped in individual fibre 
carton. 

Blue string woven in selvage. 

Ask Your Jobber for Prices 

STEEL PRODUCTS 

NATURAL GAS now used in our furnaces produces very low 
sulphur steel which, together with a copper alloy, reduces corrosion. 


CORTLAND COPPER 

We do not recommend pure copper wire cloth, but when 
customers insist you can sell Wickwire Cor^nd with every 
assurance that it is as reliable as can be made, considering 
the limitations of pure co]mer for screen purposes. Made 
from Special Hard Drawn Copper Wire covert with trans¬ 
parent varnish as an added protection in handling. 14,16 and 
18-mesh made from .0113 ga. wire both wa 3 rs. All widtlto 
in even inches from 18 to 42 ins. inclusive. Also 48 in. 
double selvage as standard. Bright finish only. 100 lineal 
ft. in roll. Shipped in individual fibre carton. 
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THE WORLD’S LARGEST 
FILE MANUFACTURER 

NICHOLSON FILE 
COMPANY 

i(ic (yvexUest 

in, ji^e c4rnsVt44jcturn. 
^ • 

a4!4ie^iMtccnt 


ut a 


PRODUCED IN THE 3 
LEADING BRANDS —- 








NEW CUTTING EDGES 

GO TO WORK AS OLD ONES 
WEAR DOWN 

At the time that other tiles begin seriously to lose their 
cutting ability, these New Nicholson Products gain a 
"second wind," For os the teeth which have been in use 
wear down, clean, sharp, brand-new cutting edges go to 
work to give the tile a new lecise of life and lower your 
tiling costs enormously. 



PATENTS PENDING 













THESE STATEMENTS . . ARE BASED 
ON RIGID TESTS .... PROVE TO 
TOURSELF TRET ARE TRUE . . 
MAKE ANY TESTS YOU WISH 


NEW CAPACITY TO 
REMOVE METAL 

Exhaustive tests on all lands of metal under 
widely varying conditions have proved to us 
the unusual cutting capacity of these New 
Files. Yesl You will find an entirely new 
filing efficiency with this new product. 

NEW RAPIDITY 
OF CUTTING 

This new cutting power, plus a smooth ease 
of operation, gives these New Files a roindity 


of cutting thot permits you to turn out a 
given job, complete, in far less time than is 
possible with any files heretofore available. 

ABSOLUTE FREEDOM 
FROM SIDE SLIP 

The new tooth construction of these files 
eliminates side slip, heretofore an objection¬ 
able characteristic in the performance of files. 
These New Files cut straight and true, without 
any tendency to slip off the side of the work. 









WE 

WANT 

FILE 

USERS 


To- 'TPIake This Test 


To assure ourselves that every statement 
made about these new files is true, we have 
tested them on all kinds of metal imder all 
possible conditions. But we reedize that tests 
made in our Research Laboratory, however 
unusucd the results, will not fully convince 
file users of the sensationcd advance these 
new files represent. 

So we are urging file users everywhere to 
obtain these New Files — emd to use them on 
their own work under conditions eis they 
actually exist in their own plant Then, emd 
only then, vdll they have a true beisis for 
comparison which vdll lead them to agree: NICHOLSON FILE CO^ 
"It's the greatest advemce in file making in a PROVIDENCE/ R. !■/ U- S« A. 
generation." A FILE FOR EVERY PURPOSE 


THESE NEW AND IMPROVED FILES 
ARE MADE IN THE FOLLOWING BRANDS 

MICHOISOItf • BIACK DIAMOND • 








II Great Line lor 1956 


PUMP 

STANDS and 
TANK 
PUMPS 


pUMP'W® 

JACKS 


ttAHO \ house an 

ostern 

/ PUMPS 




WATER 

SYSTEMS 


SUMP 

PUMPS 




POWER 

SPRAYERS 




cylinders 


. l>OOR 

hangers 


1935 was a fine sales year for the complete Myers Line—Pumps, Water 
pj^ jpr Systems, Sprayers, Hay Tools and Door Hangers but— 

1936 promises even greater things in the way of profitable business 
for Myers Dealers. 

In today's terms, there has never been a time when the market for 
Myers Products has been so favorable. New Pumping Equipment is 
needed everywhere. Worn out sprayers must be replaced. Barns are 
■£7^ waiting for modern hay unloading equipment. Barn and garage doors, 
sadly neglected for years, require new track and hangers. The Myers Line with 
its wide diversity and national acceptance will enable you to secure a large share 
of this business during 1936. Your inquiry by mail or wire will have prompt attention. 


The F. Eg Myers & Bro* Co*. Ashland. Ohio 
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THE No. 45 ALOXITE BRAND 
SAFETY BLADE RAZOR HONE. Re¬ 
tail* for 9.50 each in L.S.A. ^ ilh cwch 
(iosen a aaleR stimulating counter card. 


No. 9 SCISSORS SHARPENER. Retail* 
for 9.25 each in U.S.A. Fnmi*ked one 
dozen Rharpener* on a display card. 


THE No. 66 CARBORUNDUM BRAND 
HOUSEHOLD KITCHEN KNIFE 
SHARPENER. Retail* for 9.35 each in 
U.S.A. Packed with each dozen stone* 
is a free (li*play card. 

Sale* Office* and ^'arehouse* in New 
York, Chicago, Boston, Philadelphia, 
Cleveland, Detroit, Cincinnati, Pitta- 
bnrgh. Grand Rapids. (Carbomndom 
and Aloxite are registered trade-marks 
of The Carborundum Company.) 
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You know the answer ... STOCK THE 
RADIO ITEMS SHOWN AT RIGHT... 

They are featured on our program 


COLUMBIA NETWORK, 7.30 o’clock every Saturday night 




^ YEAR 
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Hardware 
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With Which is Combined 

QoodH^imiwaiib 
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Makers, since 1835, of durable, practical and serviceable knives, forks, spoons 
and accessories for table and kitchen use. 


HARDWARE 


See the Wallace Bros. Exhibit 
National House Furnishings Show 
Room 939-940, The Stevens, Chicago 


Wallace has real news this month . . . new, modern, streamlined handles on more than 
50 fast-selling kitchen gadgets. These new handles are more than modem . . . 
they’re comfortable, too, and they permit a firm, unslipping grip! You can see in the pic- 
ture above: as the tapered portion fits the palm of the closed hand, the groove provides 
snug, sure anchorage for the thumb and first finger. 

Only the can opener—because of the way it’s used—has a different style of handle. All 
of these smart and efficient gadgets come in choice of green, yellow or red handles— 
both solid color and transparent stain that shows the grain of the wood. 

Before you buy any more kitchen tools with modern handles, take them in your hand, 
hold them and use use them and be sure they’re precticel. 


WALLACE BROTHERS ^ 


NEW MODERN HANDLES... 

plus a firm grip! 
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Make Your Store and Organization 

Back Up Your Advertising 


■ ■ ■ 


Here is an article you 
should read before you be¬ 
gin your New Yearns mer¬ 
chandising program. It is 
a complete outline to be 
follotoed by the retail 
hardware dealer in reach¬ 
ing the pubUc^s buying 
preferences. 


By RICHARD HARRISON 

A dvertising is more neces¬ 
sary to the retailer of 
^ hardware than to the man¬ 
ufacturer or wholesaler. The 
manufacturer or wholesaler is 
able to send his salesmen out to 
various customers and sell in large 
quantities. The retailer, however, 
is not in a position to send out his 
sales force directly to the prospec¬ 
tive customer. Consequently, he 
must wait until they come into his 
store or do something about it. 
Quite naturally he turns to retail 
advertising, believing, perhaps it 
will do this for him—^but how to 
go about it and get results is often 
the big problem. 

The fundamental problems of 
retail hardware advertising are, in 
general, the same as those of any 
other field of advertising. And 
the purpose of such advertising, 
as that of any other form, is to 
sell or to help sell. 

Retail advertising requires 
three things: time, money, and 
intelligence. When the retail 
hardware dealer has done little or 
no advertising, he will find at the 
start that advertising seldom pays. 


It usually takes time to produce 
real worth-while results. As the 
farmer plants his seed and waits, 
knowing full well that, if the seed 
is right and the soil is right, the 
harvest will come; so the adver¬ 
tiser invests his money and waits, 
knowing full well that, if his ad¬ 
vertisements are intelligently pre¬ 
pared and if he has chosen the 
right time and the right market, 
and otherwise planned carefully, 
time will bring the harvest, and 
he will learn that successful ad¬ 
vertising does three things: First, 
it will increase the asset of good¬ 
will in his business. Second, it 
produces volume in sales. Third, 
by increasing the volume of his 
business it ultimately decreases 
the unit selling cost, and that is 
the one big thing in which the re¬ 
tail hardware dealer is interested. 

The ultimate success of a hard¬ 
ware store’s advertising depends 
entirely upon the policy of that 
store. In some respects the policy 
on which advertising plans and 
methods are based is the most 
fundamental thing to be deter¬ 
mined with respect to retail adver¬ 
tising. 

The Policy 

It is a very desirable and a very 
useful thing for a retail hardware 
store to decide as a matter of 
executive action what its funda¬ 
mental policy will be. Indeed, it 
is desirable to prepare such policy 
in written form, so that it may be 
definitely agreed upon by all the 
executives of a store and referred 
to as the guiding conception for 
the advertising department which 
carries out the plans in detail. 
Such a stated policy will in gen¬ 


eral attempt to answer three q ues- 
tions: First, WHAT ARE WE 
GOING TO DO? Second, WHY? 
Third, HOW? Unless a general 
policy is agreed upon by the 
executives of a retail store, there 
is apt to be considerable deviaticm 
and uncertainty as how to carry 
out the specific plans. In a broad 
sense, of course, the advertising 
policy is not a thing apart from 
the general policy of the store as 
a whole, since the advertising is 
not only tied up with the store, 
but is, indeed, the store’s repre¬ 
sentative to the public at large 
and to its customers specifically. 

Subordinadoii 

One of the questions which an 
advertising policy should answer 
is to what extent the advertis¬ 
ing department is subordinate 
to the merchandising department. 
Whether or not this department 
should be subordinate to the mer¬ 
chandising department or whether 
it should coordinate with the mer¬ 
chandising department depends to 
some extent upon the purpose of 
the advertising plans. In general, 
it is desirable for the advertising 
to be on an independent and co¬ 
ordinate basis with other depart¬ 
ments of the store. The difference 
in the point of view often held by 
the merchandising department and 
the advertising department is an¬ 
other reason 'why they should be 
on a par rather than the one sub¬ 
ordinate to the other. For exam¬ 
ple, the merchandising department 
is often more specifically inter¬ 
ested in the particular merchan¬ 
dise which the ^ore has on hand, 
and may take the point of view 
that the purpose of advertising is 
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to sell those goods which may be 
difiBcult to sell or which may not 
have been bought as wisely and 
discriminately as they should have 
been bought. The advertising de¬ 
partment, however, represents 
more nearly the point of view of 
the customer and the public. 

This problem of organization 
leads, therefore, to the question as 
to what should be advertised, es¬ 
pecially in these times of curtailed 
budgets. There are two general, 
and possibly opposing, points of 
view in regard to this question. 
Shall the chief purpose of the ad¬ 


vertising be to advertise those 
goods which are difficult to sell, 
for which there has been little call 
in general—the goods which 
peoJl)le have not wanted? Or, shall 
the advertising be directed primar¬ 
ily towards selling the goods for 
which there is a large demand 
and the sale of which, therefore, 
may be stimulated still further by 
advertising? 

The Purpose 

Undoubtedly, a great deal of 
money expended for retail hard¬ 
ware advertising is devoted to the 
former type of procedure, in 
which case the purpose of the ad¬ 
vertising seems to be primarily to 
advertise special clearance sales, 
left-overs, mark-downs, etc. The 
wise investment of the advertising 
appropriation may no doubt be 
gained by devoting it almost en¬ 
tirely, or at least largely, to the 
stimulation of sales of the new 


goods in season and of goods that 
appeal most strongly to the public 
or in which people will be most 
readily interested. The reason for 
this obviously is that the attempt 
to sell goods in which the public 
is not interested is a difficult, up¬ 
hill task, and undoubtedly means 
the expenditure of a considerable 
amount of money without pro¬ 
ducing commensurate results. 
Only a small share of the adver¬ 
tising appropriation should be de¬ 
voted to the sale of left-overs, 
those things which the people have 
not wanted and have left on the 
shelves of the store. 

Where and To Whom 

Another important point to be 
determined by the policy is the 
question of where and to whom to 
advertise—the kind or class of 
people to whom a retail hardware 
store intends to appeal. If we 
may think of prospective cus- 
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Retail Hardware Advertising Chart for 12 Months 
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OLD RANGES (Trade ina) /NEWSPAPER 6.00 About 3-6 lines once 

\ CLASSIFli^ each week. TOTAL BUDGET FOR YEAR: $1200.00 or an average of $100.00 per month. 


tomers as being divided into three 
classes from the standpoint of buy¬ 
ing power and social status, 
namely, HIGH, MEDIUM, LOW, 
a store should determine to which 
class or classes it aims to appeal, 
and then buy its merchandise, 
prepare its advertising to fit, and 
select those advertising mediums 
best suited to reach the particular 
class at which it is aim^. It has 
been said that no store can suc¬ 
cessfully appeal to all three classes 
—that it can probably appeal only 
to two, either the high and medi¬ 
um classes, or the medium and 
lower classes. The retail hard¬ 
ware store, however, should guard 
against committing one of the 
most deadly sins of advertising— 
that of directing its advertising to 
one class when it has been pre¬ 
pared for and appeals to another. 
This is pure waste, and is still 
done, I am sorry to say, even in 
this day of advanced advertising 
methods, by many retail hardware 
dealers throughout the country. 

The Appropriadoii 

The next problem is that of 
the appropriation to be set aside 
for advertising, and for how long 
in advance such appropriation 
should be determined. Ordinarily 
the advertising appropriation 
should be determined for at least 
six months or a year in advance. 
This should be sufficiently flexible 
to allow for emergencies also. The 
amount of the appropriation nec¬ 
essarily depends upon the mer¬ 
chandise in stock and the volume 
of sales at the present time. In 
general, it will be sufficient to say 
that the most common expendi¬ 
ture for retail hardware advertis¬ 
ing is in the neighborhood of 2% 
of the total sales. A definite per¬ 
centage of sales will serve best as 
the most suitable basis for de¬ 
termining the amount of the ap¬ 
propriation. However, this may 
well be combined with a budget 
plan by which a certain definite 
amount will be determined, so 
that emergencies and unforeseen 
fluctuations in the volume of busi¬ 
ness may properly be met Thus, 
for example, in the case of a busi¬ 
ness slump it may be well to spend 
a slightly larger amount than a 
direct uniform percentage would 
permit. Or, again, in times of 


unusual volume of business the 
appropriation may be reduced be¬ 
low the specified sum. 

When to Advertise 

Another question of general 
policy is the question of when 
to advertise. Should the advertis¬ 
ing be done every week, twice-a- 
week, twice-a-month, or just how 
often? And what mediums should 
be used? Should most of it be 
done in the heighth of the season, 
or during the dull season. 
Roughly, in the case of most re¬ 
tailers of hardware, the fluctua¬ 
tion between the best month and 
the dullest month of the year is 
approximately 2 to 1. That is, 
approximately twice as much busi¬ 
ness is done during the best month 
as during the poorest month, and 
in general the amount of adver¬ 
tising done will run along in a 
similar manner, except in so far as 
it should be modified on account 
of other circumstances. In general, 
probably more is derived from 
the advertising investment if a 
larger amount is expended during 
the busiest periods and a corre¬ 
spondingly smaller amount during 
the duller periods. 

One of the most vital things in 
the retail hardware merchandis¬ 
ing program is to first of all, make 
a plan for the year’s business. 
Chart your course, as it were. 
Know just what you are going to 
do, from month to month. ‘^Hiis 
is good stuff for the first of the 
year,” you may say, but the com¬ 
ing months are just as important 
—and the plan should be in opera¬ 
tion right now. 

It costs money to do business. 
Overhead expenses must be met. 
You should know just what to ex¬ 
pect from any special sale or 
event Did your last sale cost you 
5% of your gross sales, or did 
it cost less? Did it cost more? 

Too many sales, sales ideas and 
merchandising plans are **pulled 
off” with too little preparation. 
This preparation is VERY impor¬ 
tant in the ultimate success of your 
plans. The advertising should be 
intelligent, directed to the right 
market; you should have a sales 
quota for every day of the sale, 
and you should plan a grand sales 
total. You should know just what 
all this preparation is going to 


cost, and what percentage it is go¬ 
ing to amount to. 

A careful tie-up of your adver¬ 
tising and your sales force is im¬ 
perative. See that all sales people 
are fully conversant with the story 
your advertising has to tell. All 
these things must be done in suc¬ 
cessful sales planning, and should 
be done sufficiently in advance to 
insure all details working 
smoothly. 

Careful planning should make 
it possible to sell 75% of the 
merchandise at good prices; you 
should break even, figuring sell¬ 
ing costs, on at least 15% of the 
merchandise. For ^ieaders” and 
the extremely low-priced items, 
there should be considerable ad¬ 
vance shopping—^and it is profit¬ 
able to lose money on some of 
these “specials.” 

No one can adequately plan a 
merchandising program, a special 
sale, or sales event, and tie it to¬ 
gether with the right kind of ad¬ 
vertising and selling within the 
space of a few days. It is very 
important for the retail hardware 
dealer who would make a real 
success of his business to plan all 
these things sufficiently in advance. 

To assist the retail hardware 
dealer to do this, here b an AD¬ 
VERTISING CHART AND MER- 
CHANDISING PROGRAM, 
planned monthly over a period 
of a year, for a business doing 
gross sales of, say, sixty thousand 
dollars a year: 

The foregoing Charts have been 
greatly condensed from one used 
with decided Success by a large 
retail hardware dealef in Southern 
California, and is merely sugges¬ 
tive in character for use of the. 
smaller retailer. 

In connection with its use per¬ 
haps certain features that have 
gone into its make-up should be 
discussed here. 

In estimating how much should 
be spent for advertising, a good 
plan, as heretofore stated, b one 
based on a certain per cent of 
gross sales. Some advertisers es¬ 
timate on the basis of sales of the 
previous year and others estimate 
on the basb of expected sales. 

The advantages of thb plan rest 
on the fact that a percentage baab 
gives the advertiser something 
{Centitm^d an page 68) 
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Hardware Curiosities 


By ROBERT PILGRIM 
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THE TELL-TALE LOCK... f) LOCK NOW/N USB RtCOKPS 
WE EMCT TM£ UN EMPLOYBB A)RR/VeS ATm SUS- 
/NESS. A CCOEBfpEA ONTNEASY/S STNAWEP UBOW 
fiSUPOfN9P£NAS7NEAEy/SAUSN£P /A/TO TWE 
KEYNOLE -AN07NE/? A77/KNAAEA/T 6A/OWS 7NE 
T/JYtE 


THE AAA6K1ET DERIVES \TS WAME FROM MAONESiS; 
IW WORTHERKl 6REECE. A\AWV YEARS A60 IT WAS 
WCJnCEO THAT A CERTAIN KIND OF IRON ORE FOUND 
THERE HAD THE POWER OF ATTRACTlNO BITS OF 
IRON 
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Underwood & Underwood 


T he Tax problems of con¬ 
cerns vary according to the 
form of organization and 
the nature of the business. Fed¬ 
eral Tax problems present many 
very technical aspects, and 
through familiarity with the law’s 
regulations and decisions is es¬ 
sential for the filing of returns 
and making of payments. Today 
more than ever is a thorough 
knowledge of tax laws and regula¬ 
tions necessary because of the 
many changes in the tax laws in 
1934 and 1935 and because the 
government now more than at any 
time is checking, and double 
checking every tax return. To 
cover all the details of the various 
tax laws and regulations is far 

26 


Filing Your 

How to Comply with the New 


By C. P. Kohler and H. L Kershaw 


beyond the scope of this article. 
But this article boils down the re¬ 
sults of over four months of work 
in digesting every Tax law and 
regulation, so that now for the 
first time, you have all essential 
data you need concerning Tax 


laws and r^ulations at your 
finger tips. 

Corporations —State Taxes— 
When a company transacts busi¬ 
ness from another State, the ques¬ 
tion whether the company is 
transacting business within the 
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State, so as to be liable to state 
impositions and penalties for non¬ 
qualification becomes a very im¬ 
portant and serious one, in respect 
to which the corporation should 
be very sure of its position. Espe¬ 
cially must a constant and insistent 
watch be kept over property taxes 
of the various States as these rep¬ 
resent some of the most common 
and perplexing forms of taxation. 

Corporations—Federal Taxes— 
The United States Revenue Act of 
1935 has amended the Revenue 
Act of 1934, applicable only in 
the case of taxable years begin¬ 
ning after December 31, 1935, in 
the following respects: 

1. Provisions that no gain or 
loss shall be recognized upon the 
receipt by a corporation of prop¬ 
erty (other than money) dis¬ 
tributed in complete liquidation 
of another corporation, if the cor¬ 
poration receiving such property 
on such exchange was on August 
30, 1935, and has continued to be 
at all times until the exchange, in 
control of such other corpora¬ 
tions. 

2. Permits corporations to de¬ 
duct, to an amount which does not 
exceed 5 per cent of net income 
computed without the benefit of 
this deduction, contributions or 
gifts made within the taxable year 
to or for the use of certain domes¬ 
tic corporations and, for use with 
the United States only, to certain 
domestic trusts, community chests, 
funds, and foundations, organized 


and operated exclusively for re¬ 
ligious, charitable, scientific, lit¬ 
erary or educational purposes, or 
for the prevention of cruelty to 
children. 

3. Limits the deduction for 
dividends received from domestic 
corporations subject to income tax 
to 90 per cent of the amount re¬ 
ceived. In other words, 10 per 
cent of such dividends are subject 
to tax. 


Rates AppUcahte to Ttixahle Years Be¬ 
ginning After Dec. 81, 1936. 
Income Tax 


Net Income 

Total Tax 

Rate 

on Excess, 
Per Cent 

0 

.... 

12% 

12,000 

$260 

18 

16,000 

1,940 

14 

40,000 

6,440 

16 


Surtax on personal holding cor¬ 
porations : 


Undistributed Rate 

Adjusted on Excess, 

Net Income Total Tax Per Cent 
0 20 

12,000 1400 80 

100,000 29,800 40 

500,000 189,800 60 

1,000,000 439,800 60 


Capital Stock and Excess 
Profits Taxes 

The Revenue Act of 1935 im¬ 
poses upon every domestic cor¬ 
poration with respect to carrying 
on or doing business during any 
part of each year ending June 30 
(beginning with the year ending 
June 30, 1936) an excise tax of 
$1.40 for each $1,000 of the “ad¬ 
justed declared value’’ of its capi¬ 
tal stock. 

A new declaration of the value 


Income T ax 

Tax Laws and Regulations 


These coauthors explain the present require¬ 
ments of the law as changed in 1934 and 1935 . 
With the government checking and rechecking 
every return every hardware dealer should read 
this article and be prepared. 


of capital stock may be made by 
corporations in their first return 
under the Revenue Act of 1935. 

For the first year for which a 
tax is imposed, the “adjusted de¬ 
clared value” is the value as de¬ 
clared by the corporation in the 
first return as of the close of its 
last income tax taxable year end¬ 
ing at or prior to June 30, or as 
of the date of organization in the 
case of a corporation having no 
income-tax taxable year so ending 
the declaration of value made in 
the first return cannot be amend¬ 
ed. For any subsequent year the 
“adjusted declared value” is the 
original declared value as adjust¬ 
ed in the manner prescribed in 
the statute (which see for details). 

The returns required under this 
section must be made on or before 
July 31 of the year with respect 
to which the tax is imposed. Ex¬ 
tensions of time for not more than 
60 days may be granted by the 
Commissioner of Internal Rev¬ 
enue. Consolidated returns are 
not permitted. 

The tax is due and payable on 
July 31 but is usually paid when 
the return is filed. If the tax is 
not paid when due, interest at the 
rate of 6 per cent per annum is 
added. 

Excess Profits Tax 

The Revenue Act of 1935 im¬ 
poses upon the net income of 
every corporation, for each in¬ 
come-tax taxable year ending 
after the first year for which the 
corporation is liable to the capital 
stock tax, an excess profits tax 
equal to the sum of the following: 
6 per cent of such portion of its 
net income as is in excess of 10 
per cent and not in excess of 15 
per cent of the adjusted declared 
value, and 12 per cent of such 
portion of its net income as is in 
excess of 15 per cent of the adjust¬ 
ed declared value. The adjusted 
declared value is determined 
under the capital stock tax pro¬ 
visions as of the close of the pre¬ 
ceding income-tax taxable year, or 
as of the date of organization if 
the corporation had no preceding 
income-tax taxable year. 

Net income for excess profits 
tax purposes is the same as net 
income for income tax purposes, 
except that there may he deducted 

(Continued on page 64 ) 
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Basement Rearrangement 
Increases Pettee’s Paint Sales 


I N a program which is chang¬ 
ing the basement from a stor¬ 
age room and heavy hard¬ 
ware section into a modern sales 
floor, Pettee’s Department Hard¬ 
ware Store, Oklahoma City, has 
moved the paint department from 
the main floor to a prominent 

2S 


place at the right of the basement 
stairway landing. 

Another important step in the 
rearrangement plan has been the 
moving of the major appliances 
department to the basement from 
the third floor. 

Pettee’s paint department, al¬ 


ways one of the most progressive 
divisions of this great store, has 
been enlarged and the new quar¬ 
ters afford plenty of room for 
shelves, counter displays and 
other interesting features. 

Carl Hart, manager of the de¬ 
partment, reports that a $3,000 
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First two weeks in new location, this Oklahoma City 
pmnt department brought 20% improvement in 
sales. A stiU larger increase tmticipated. 


Slock is now being carried, as 
compared with approximately 
$2,000, the maximum which was 
possible on the crowded main 
floor. 

During the first two weeks in 
the new location, the paint depart¬ 
ment’s business showed a 20 per 
cent increase. Mr. Hart antici¬ 
pates an increase of 50 per cent as 
soon as the department is thor¬ 
oughly established and the pro¬ 
gram of changing the basement is 
completed. 

In addition to the modem and 
complete paint section in the 
downtown store, Pettee’s operates 
paint departments in their four 
community stores, each carrying a 
$600 stock. These stores are lo¬ 
cated advantageously in commun¬ 
ity business sections throughout 
the dty. 

Cater to Homeowners 

Pettee’s caters to home owners 
and housewives, with a limited 
amount of business being done 
with the painters and the build¬ 
ing trade. Volume of business for 
the paint department has mn as 
high as $35,000 a year, even 
while operating under cramped 
conditions, handicapped by lack 
of space for the large stock, with¬ 
out the present facilities for ade¬ 
quate display, and located far 
toward the rear of the first floor. 

Community stores carry sundry 


lines complete, but Mr. Hart keeps 
nearly all of the heavy paints at 
the downtown store. The salesmen 
in the smaller stores refer custom¬ 
ers to the main store for their 
house paint purchases, where Mr. 
Hart is able to give them expert 
advice concerning their proposed 
jobs. 

Allraclive Display 

The new paint department has 
24 feet of shelving, ranging up¬ 
ward from the floor to the ceiling, 
a height of 10 feet. Varnish and 
heavy paint occupy the lower 
shelves, and each succeeding shelf 
in the range upward displays 
smaller items. Ten feet of shelv¬ 
ing faces the stairway, making a 
display which cannot fail to be 
seen by every customer who visits 
the basement. 

Space against the stairway is 
utilized in a display which in¬ 
cludes brushes of every type, from 
the most expensive floor broom 
to the cheaper type used by the 
street sweepers. The line of 
brushes is complete, including 
those for calcimining, plastering, 
stucco and roof work. 


Two 14-foot counters are used 
for displaying a complete line of 
paint brushes, advertised paint 
specials, auto polish, and other 
items. These displays are changed 
weekly. 

Directly in front of the depart¬ 
ment proper, one of the heavy 
columns supporting the upper 
floors is made attractive by shelv¬ 
ing and a display of automobile 
paint, polish, wax and enamel. 

The complete duPont trade sales 
line, Valspar varnish, and Old 
English and Johnson waxes are 
carried in stock. The home owner 
or painter will find anything he 
desires. Also, he will find Mr. 
Hart ready to listen to his prob¬ 
lems, and find him quick and ac¬ 
curate in his estimates and sug¬ 
gestions as to best finishes, type 
of paint most suitable, and colors 
most appropriate. 

Paint advertising is carried 
along with the regular store adver¬ 
tisements, announcing the specials 
which are carried each month. 
Special prices are quoted from 
time to time on floor enamel, 
quick dry enamel, lacquer, and in 
fact everything in the line comes 
in for a share in the specials spot¬ 
light. Usually there is a price re¬ 
duction of 10 per cent on the 
featured items, and sometimes the 
cut is even greater. 

Window displays tie up with 
the newspaper advertising. Mr. 
Hart has found that full paint 
windows are not as effective as 
half windows properly set. If 
companion lines are displayed in 
a second half of a window the cus¬ 
tomer interest is greater, he says. 
Customers look for the romantic 
touch in paint windows, and Mr. 
Hart finds that windows using 
colorful cut-outs and bright labels 
are most successful. 

Much of Pettee’s enormous vol¬ 
ume of paint business is attributed 
to sales of traffic wax, no-buff wax, 
and polishing waxes in lots rang¬ 
ing from gallon cans to 55-gallon 
drums. 



The paint department of Pettee's hardware store, Oklahoma City, Ohla, 
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1935-Year of Awakening 

A prominent western wholesale hardware executive 
reviews the old year as a basis for planning for better 
business in 1936, He senses accomplishments in 
business relations between producers and distribu- 
tors and the development of a greater confidence in 
business procedure. Stresses the value of becoming 
sales-mindedt which he says was evident throughout 
1935, giving hope for continued general business 
improvement in 1936, on a profitable basis. 



T he old year is now history. 
Its advent found us tir^ 
and scarred after five years 
of almost unprecedented stress 
and strain. Not since the World 
War had there been any such call 
upon our stamina and patience. 
No oncoming generation of our 
young folk has ever before been 
so buffeted and tried. We may 
look back with gratitude that 1935 
has brought the first substantial 
measure of betterment and change. 

Throughout its course, the very 
challenge and adventure of the de¬ 
pression period have shown their 
deep and lasting effects upon our 
national character. The people, 
in general, are emerging into bet¬ 
ter days with more solid founda¬ 
tions of patriotism, tolerance, and 
sympathy. We may well say that 
1935 has been a year of awaken¬ 
ing of understanding. We find 
ourselves more appreciative of 
each others’ needs and capacities 
—^more inclined to give credit 
where credit is due—less seldom 
swayed by blind prejudice or self- 
interest. We all need a measure 
of tolerance and help from our 
fellows and we have been learn¬ 
ing to show the same tolerance— 
to live and to let live. 

1935 has seen an awakening of 
cooperation—a real gain in our 
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•A Review of 1935 


national sense of solidarity. Often, 
perhaps, we have carried our 
Americanism to extremes. We 
probably have been guilty, as a 
people, of selfish and insular 
thought and action. At least, 
however, we have learned that the 
prosperity of the individual is in¬ 
separable from the well-being of 
the group. We have lent our¬ 
selves sympathetically to national 
programs of conservation, rec¬ 
lamation and development. While 
we have resented, perhaps, too- 
radical curtailment of our crops, 
and have not been particularly 
proud of slaughtering our cattle 
and our little pigs, even these 
sentiments have sprung from our 
deep conviction that America’s 
resources belong to all her peo¬ 
ple, and that the road to plenty 
for the many is not by way of 
prosperity for the few. 

In our hardware family in 1935 
we tried to understand and to 
share each other’s problems. As 
manufacturers, we have adjusted 


our plans and our prices to the 
leaner purse of the consumer, no 
less than for profit to ourselves 
and our distributors. As whole¬ 
salers, we have held ourselves 
sensitive to the problems of our 
merchant customers — have 
thought in terms of their competi¬ 
tion, as well as our own. As 
retailers, we have realized the 
great hunger of the people for 
value, for utility and for beauty, 
and have tried honestly and in¬ 
telligently to supply their needs. 

So, too, during the year has 
come an awakening of competi¬ 
tive tolerance. Many fields of 
American manufacture have been 
sorely tried by the increasing in¬ 
flow of imports, with their tempta¬ 
tions of price-saving difficult or 


ESTIMATED NET SALES OF HARDWARE WHOLESALERS 



Based on records of regular wholesalers in domestic and foreign trade who take 
tide to the goods they buy and sell and who are largely independent in owners 
ship. Estimate for 1935 is based on Federal Reserve figures for the first ten 
months of the year. Data for other years from U. S. Dept, of Commerce. 
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impossible to meet, with our high 
standards of wages and living. 
Yet there is tolerance because so 
definitely we are coming to learn 
that we can only sell more largely 
abroad by buying more largely 
abroad. The trade pacts with im¬ 
portant neighbors on this and 
other continents, are signs of our 
willingness to break down the 
walls of exclusiveness and to de¬ 
velop our larger selling markets, 
which will always be more diverse 
and extensive than our needs for 
reciprocal buying. 

Tolerance is growing among 
our manufacturers toward new 
entrants into their fields. Room 
must always be made for new¬ 
comers, if our industrial structure 
is to expand and to grow. Their 
very coming does much to freshen 
merchandise and methods, and to 
remove abuses which can easily 
follow the domination of monop¬ 
oly groups. There has arisen more 
tolerance among merchant com¬ 
petitors—a feeling that there is 
room for all who conduct them¬ 
selves with fairness. There has 
come to be a more general recogni¬ 
tion of functional lines—a will¬ 
ingness to pay the wholesaler for 
doing his job, and the retailer for 
rendering his service; a willing¬ 
ness, too, to avoid larger trespass¬ 
ing upon the fields and functions 
of other groups. There are still 
countless examples of unscrupu¬ 
lous and savage competition in 
industry and trade, but the beacon- 
lights of fairness are more surely 
guiding our business progress. 

C. An awakening of personal 
initiative has marked Ais 1935, 
and the typical American vir¬ 
tue of ‘^rugged individualism,” 
is again asserting itself. We have 
been fighting, as a people, regi¬ 
mentation of our linking and 
of our affairs. We have seen 
many of our valued liberties in 
danger of absorption into a 
paternal government, and we 
have rebelled. The death of 
NRA, before the mid-year had 
been reached, was a definite 
sign and seal of the revolt of a 
free people against excessive 
interference, and against “man¬ 
agement” in too-large doses. 
We are becoming more intelli¬ 
gently critical and questioning 
of the theories and experiments 


of government. The “sheep” 
spirit may still characterize 
large sections of our public, but 
it is no longer typical of the 
mass thought of the nation. 

The very rise of modernism in 
the home and in dress—in art and 
music and literature—the over¬ 
turning of old habits and old ideas 
—these are proof beyond question 
that individuality is not dead, nor 
dying. We are coming to like to 
depend upon ourselves. We have 
learned the thrill of accomplish¬ 
ment vrith our own hands, guided 
by our own brain. And there is a 
rebirth of workmanlike pride in 
our kitchens, our workrooms, and 
our hand tools. Individually and 
collectively, we have decided that 
we don’t like being “on relief.” 
It is much more satisfying to be 
paying our own way, and living 
within our own means. 

Awakening Confidence 

1935 was a year of awakening 
of confidence—^a distinct and def¬ 
inite growth. This is due in no 
small part to a firm expectation 
that our overdoses of planned 
economy will be lessened or more 
sanely administered. We are en¬ 
joying our breathing spell, and 
are very glad that we have a Con¬ 
stitution and a Supreme Court. 
Fear has vanished from our na¬ 
tional thinking and we are looking 


forward to security and well-being 
through the months ahead, as we 
dared not expect in other years. 
Because weakness has been shaken 
out, we have renewed confidence 
in our banks and our bankers. 
Collections have gained, and are 
gaining. The people are paying 
their debts. Now that business has 
been through the mill, and has 
learned many and needed lessons, 
we have a new confidence in our 
industrial leaders. Best of all, we 
have a revived confidence in our¬ 
selves, knowing that after we have 
come through the major battles, 
we cannot be daunted by the lesser 
challenges of the future. 

With this gain in confidence, 
1935 has seen an awakening of 
desire among the people—desires 
for comfort, for quality, for lei¬ 
sure—and all of these are help¬ 
fully affecting trade and indus¬ 
try. The weary years of “doing 
without” are yielding to a will¬ 
ingness—and even a daring—to 
satisfy our wants. Awakening de¬ 
sires are the keys, in fact, to the 
welcome and worth-while gains in 
store sales during the year. They 
account for our growth of inter¬ 
est and indulgence in sports, our 
larger patronage of amusement 
enterprises, our increasing habit 
of travel, and our search for gen¬ 
eral cultural broadening. We have 
aroused ourselves in the very in¬ 
timate matters of personal and 
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family pride. We have com¬ 
menced to clean up and dress up 
and furnish up our homes and our 
habits. We have become more 
sensitive to the comfort of our 
families. We have indulged our¬ 
selves in new automobiles, as a 
type of the luxuries which we 
dared not try to afford in other 
years. 

Thus 1935 has come to be out¬ 
standingly a year of the awaken¬ 
ing of spending,,^ sb much so that 
Col. Ayres calls our progress in 
rehabilitation thus far—^‘a cash- 
and-carry recovery.” Those who 
have been able to tempt our sense 
of need and our sense of value 
have prospered, and wide-awake 
stores have been busy as in no 
other recent period. Mail-order 
sales during the year gained 18 
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to 24 per cent—independent re¬ 
tailers perhaps 10 to IS per cent, 
department stores about 5 per 
cent, and the variety chains more 
moderately. The recent holiday 
surge of free and happy spending 
has been typical of the relief 
which the people feel, in having 
the wherewithal to satisfy them¬ 
selves and those they care for. 

C. Fostered by this readiness 
to spend, has come in 1935 an 
awakening of sales - minded¬ 
ness. Hardware merchants 
have not only dressed up their 
stores, their fixtures and their 
lighting, but have modernized 
their thinking and their meth¬ 
ods. Hardware and its new re¬ 
lated lines have shown that 
they can and will share in the 
interest of the public, and in 


bio •haded en the map. Almort 4(% fell in the 25 larged ciiiet. 
Modemiulion and ropain ennalHated of all building in 
1934, 27% in 1935. Rcoidenlial building made the be«t gain*. 


the flow of its money. Tliere 
has been a definite gain in the 
variety of choice offered in the 
usually conservative hardware 
store, exemplified by the re¬ 
markable increase in the sales 
of toys and gift goods, of 
dinnerware and glassware, of 
silverware and electrical appli¬ 
ances. Dealers have been sur¬ 
prised at their success with 
plumbing equipment, and sim¬ 
ilar new ‘‘departments.” More 
and more, the hardware store 
is planned to appeal to women 
as well as to men. Newspaper, 
and other advertising during 
1935 has increased sharply. 
Merchandising has been made 
a study and an adventure by 
alert dealers all over the coun¬ 
try. It has been seen that fix¬ 
tures and advertising are not 
alone the answer to the search 
for customers, but that intelli¬ 
gent helpfulness is the modem 
store’s privilege and duty, and 
the sure road to the consumer’s 
heart and loyalty. 

Price-Conscioiianess 

There has been in 1935 a def¬ 
inite awakening of price-conscious¬ 
ness. Prices are being more in¬ 
telligently figured. They do not 
reflect, as in the old days, “all 
that the traffic will bear,” but 
show rather a desire to give the 
utmost possible for the dollar 
spent. Sales increases have been 
far greater in physical volume 
than in dollar value. While “give¬ 
away” price wars have not dis¬ 
appeared, they are less in number 
and duration. But so, too, is 
there a disappearance of “padded” 
prices, and expensive “front” with¬ 
out value. 

C. With price - consciousness 
has come an awakening of 
quaUty-consciousness. 1935 has 
seen a marked trend of inter¬ 
est away from merchandise 
whose only appeal is cheap¬ 
ness. With such, a large major¬ 
ity of us were forced to be con¬ 
tent during the leaner years. 
Now we seek more of finish 
and more of durability at 
an honestly appraised price. 
There has been a grading-up of 
demand into the better qual¬ 
ities in tools, in cutlery and in 
(Continued on page 62) 
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The FUTURE of the 

and of the 


By F. S. CUNNINGHAM* 

President^ Butler Bros.^ Chicago 

THE FUTURE OF THE INDEPENDENT MERCHANT 


HENEVER two or three 
are gathered together to 
discuss trends in distribu¬ 
tion, one question which is certain 
to come up is the place of the 
independent merchant in the 
American scheme: Is he coming 
or going? 

In the last thirty odd years, 
merchandise distribution in this 
country has undergone a series of 
almost revolutionary changes. 

Prior to 1900, retail distribu¬ 
tion was almost wholly in the 
hands of approximately 2,000,000 
retail stores of all sizes. Depart¬ 
ment stores were relatively few in 
number, and their total voliune 
relatively small. The amount of 
business transacted through chain 
stores was so small as to be neg¬ 
ligible. 

The country was mainly agra¬ 
rian. Over half the population 
lived on farms. Thousands of 
small towns and villages were 
then thriving. Even the smallest 
towns had one or more general 
stores. It was easy in those days 
for the farmer to buy goods within 
a few miles of his home. 

Along with better roads and 
improved transportation came a 
slow, progressive drying-up proc¬ 
ess, which gradually reduced the 
number of trading centers and 
shifted an increasing proportion 
of the business to the county seat 
or larger places. 

*An address to a recent Butler 
Brothers Inter-house conference. 


Today hardly a town in the 
country of county seat size is with¬ 
out one or more chain stores. In 
larger cities, their name is legion. 

Department stores have grown 
in number and very much in ag¬ 
gressiveness so they too have taken 
over a growing proportion of re¬ 
tail distribution. 

Necessarily the growth of both 
chain and department stores has 
been at the expense of indepen¬ 
dent stores. There was no other 
source from which it could come. 

Fundamentally, the reason the 
chains and department stores were 
able to take so large a part of 
the volume away from indepen¬ 
dents, is that the former have done 
a better job of merchandising and 
of store keeping. 

For the improvements in mod¬ 
ern merchandising and store keep¬ 
ing, the chains are entitled to prac¬ 
tically all the credit. It was they 
who introduced both of the new 
ideas which have revolutionized 
modern merchandising, and which 
later were taken over by depart¬ 
ment stores. 

The first of those ideas was that 
of beginning the act of merchan¬ 
dising by finding the items which 
the consumer preferred, and the 
price he or she was willing to pay, 
and from that point “working 
backward.” This consumer pref¬ 
erence principle has been very 
much more responsible for the 
growth of the chains than has 
their much vaunted buying power. 


From time immemorial, the 
practice of merchandising has 
been for the buyer to pick out the 
goods HE believed HE could sell 
at a profit. He based his action 
on guess-work rather than upon 
fact. Little effort was spent in 
trying to find out what the con¬ 
sumer wanted. 

The managers of the early 
chains, not because they were 
smarter than other people, but 
because of the need of control in 
their highly complicated busi¬ 
nesses, were compelled to offer a 
compact selection of items, rather 
than complete lines as was the cus¬ 
tom of other stores. It was a 
natural thing that they turned to 
the records of their own stores to 
find the items and price lines 
which the public preferred and 
made such goods compose the 
backbone of their merchandise 
offerings. 

About 1910, the department 
stores began to study the success 
of the chains and to realize the 
value of the consumer preference 
principle. In some ways, they have 
developed and perfected the tech¬ 
nique of consumer preference mer¬ 
chandising. 

The second idea introduced by 
the early chains was the conscious 
and studied attempt to make their 
stores interesting — which had 
never been the custom theretofore. 

For generations, goods had 
been hidden away in boxes or in 
ugly showcases out of sight. The 
person who went into a store must 
tell the clerk what he or she 
wanted. Show windows were very 
little used. Window leaders were 
{Continued on page 43) 
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hdependent Merchant 
Wholesale Business 


Average person knows little about magnitude of the 
wholesale industry and has small appreciation of the 
importance of the wholesaling function in the dis¬ 
tribution of merchandise. Aggregate wholesale sales 
volume for V. S. A. were $6 Billions in 1933 which 
is five times as great as chain store sales that year. 

THE FUTURE OF WHOLESALING 


R ecent happenings in the 
field of distribution have 
■ raised the question as to 
the nature of the service the whole¬ 
sale industry renders in the field 
of distribution, and how efficiently 
it plays its part. 

The average person, apparently, 
knows little about the magnitude 
of the wholesale industry and per¬ 
haps has small appreciation of 
how vital the wholesaling function 
is in the distribution of merchan¬ 
dise. This is not strange, however, 
in view of the small contact the 
public has with the many whole¬ 
sale houses, large and small. 

Chain stores are well known, 
for instance, because they are con¬ 
stantly visible to the American 
shopper. Yet in 1933 the aggregate 
sales of all chain stores were only 
six billion dollars, whereas those 
of wholesalers were thirty billion 
dollars, five times as great. 

Department stores are a public 
“habit.” Even the few who do not 
have opportunity to visit the cities 
where they are located regularly 
see their advertisements. Still, the 
department stores in 1933 did only 
2^ billion dollars, or approxi¬ 
mately 8 per cent of the volume of 
the wholesalers. 

Wholesalers, on the other hand, 
are remote from the general pub¬ 


lic. There is virtually no contact 
with the consumer. The two never 
meet face to face. 

The wholesaler does not adver¬ 
tise; he operates in warehouses 
located outside the busy retail and 
office districts; the only buyers 
that come in are the retailers, not 
the consumers; the concerns are 
nearly always closely owned, 
therefore, there is small contact 
with investors; publicity, such as 
it is, is confined to trade papers 
and magazines that reach the re¬ 
tailer. 

A moment’s reflection, however, 
should bring home the fact that 
the independent merchants of the 
country and the wholesalers from 
whom they purchase goods are in¬ 
terdependent in the highest possi¬ 
ble degree. The existence of each 
rests with the other. 

For three decades following the 
turn of the century, all the world, 
seemingly, tried to put the whole¬ 
saler out of business. Independent 
merchants attempted to go around 
him and buy goods direct from the 
mills in order to reduce the cost 
of merchandise. Manufacturers 
sought to go around the whole¬ 
saler and sell direct to the retail¬ 
er. This required the establish¬ 
ment of field sales forces, credit 
departments and other expensive 



F. S. CUNNINGHAM 


departments that meant additional 
overhead to be added to their 
selling prices. 

Both these efforts failed, in the 
sense that lilmost as great a pro¬ 
portion as ever of the goods sold 
by independent stores are pur¬ 
chased today from wholesalers 
rather than direct. 

The function of the wholesaler 
is this: 

To buy goods in bulk from origi¬ 
nal sources, assemble them in ware¬ 
houses accessible to retail mer¬ 
chants, and reship them promptly 
in quantities suited to the needs of 
each merchant. 

No matter from what type of 
retail store the consumer makes 
his purchases, the cost of per¬ 
forming the wholesale function 
has been paid by someone and 
{Continued on page 76) 
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Hardware Firm’s Handicraft 



The Homeworkshop in the C. A, Butter Co, store, Milwaukee, Wis. 


G. A, Butter Co., Milwaukee, Wis., sponsors club 
of more than 75 members 


I F a hardware firm can teach 
customers how to operate 
power tools efficiently, it can 
create more interest in this line 
and also build considerable good 
will. 

This is the idea that officials of 
the G. A. Butter Co., 1720 South 
Thirteenth Street, Milwaukee, had 
in mind when they, over a year 
ago, sponsored the G. A. Butter 


Handicraft Club, which today has 
a membership of more than 75. 

The purpose in organizing this 
club was to form a group of per¬ 
sons interested in making good 
use of their spare time and anxious 
to learn how to operate power 
tools in the proper way, and to 
provide suitable quarters for in¬ 
struction work. 

Space for the club was provided 


Dii 


in the middle of the first floor of 
the company’s hardware store 
where a booth was built for the 
purpose. A large variety of Driver 
and Delta power tools is con¬ 
veniently arranged in this booth, 
with additional display of tools 
in a space behind the booth. Hand 
tools, for the use of members, are 
neatly arranged at one end of the 
booth. A line of Atlas power tools, 
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Club Boosts Power Tool Sales 


for those who prefer to use metal 
working equipment, has recently 
been added. 

The Handicraft Club is an or¬ 
ganization apart from the hard¬ 
ware company, having its own 
officers and board of directors to 
conduct its activities. Member¬ 
ship in the club is obtained by 
paying a $1 fee, which, incidental¬ 
ly, is refunded upon the purchase 
of a power tool selling for $25 or 
more. The club meets at the com¬ 
pany’s store twice a month, from 
October to May. An experienced 
instructor from the Milwaukee 
Vocational School has charge of 
the classes. 

In addition to practical work 
taught at the booth on the first 
floor of the store, lectures and 
demonstrations are given in an 
assembly room on the second 


floor. These cover wood turning, 
wood carving, finishing of wood, 
furniture designs, veneers, cabinet 
making, art metal and ornamental 
iron work, the making of model 
power boats and other useful and 
ornamental objects. 

After short periods of instruc¬ 
tion at these meetings of the club, 
and practice on power tools at 
their homes, students become suf¬ 
ficiently proficient to make articles 
of wood or metal such as end 
tables, book shelves, wood toys, 
book cases, cigarette trays, orna¬ 
mental brackets, lamps and nu¬ 
merous other items. At a recent 
exhibit at a home show, a number 
of ornamental lamps were made 
by members of the club. These 
lamps were so well constructed 
that a ready market was found for 
them at $15 per lamp. 


To encourage students to do 
their very best and to complete 
the articles which have been start¬ 
ed, a contest is arranged with 
worthwhile prizes offered to mem¬ 
bers presenting the bes^ work. The 
winners are chosen by judges from 
the Milwaukee Vocational School. 
Considerable interest is aroused 
by these contests which usually 
end in December. 

A complete library on handi¬ 
craft is available at the store for 
members of the club, as well as a 
large selection of hand tools, 
veneers, inlay strips, plywoods 
and metal stock. All hand tools 
used in instruction are disposed of 
at the end of the school season at 
somewhat reduced prices and pow¬ 
er tools are sold as floor samples. 

The photograph shows the 
{Continued on page 78) 


An advertisement and a page from a 
imaU catalog issued by G. A. Butter 
Co. 



*pMe Iibr»i7 (•*’ you may haTc; ym 

very hrlplul. 

Am Ikvitation ... to visit our next meeting of the **G. A. 


There will be a lecture and dcmotiatratian on the subject at 
-Cabinet riniahlnc" to be given by a man who p oes ee ae t com- 
p)He knowledge of ftnlahing s oftwood, open grain hardwood 
--grain hardwood. You arc move than welcome. 



G. A. Butter Co* 

1720 So. 13th St. at W. Mitchell MI-2550 
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A Review of 1935 State Laws 
Affecting Retailing 


FAIR TRADE LAWS 


CHAIN STORE TAXES 


SALES TAXES 


STATE 

Considered 

Not Passed 

Legislature 

Passes 

Law in Force 

Considered 

Not Passed 

Legislature 

Passes 

Law in Force 

Tax on Number 
of Stores 

Tax on 

Gross Sales 

Tax on Incomes 

Considered 

Not Passed 

Legislature 

Passes 

Law in Force 

Amt. of Present 
Tax—In Percent 

Alabama. 

• 

• 



. 



X* 

V 



« 

• 




Arizona. 

* 

* 

* 








« 


* 

X 

2 

Arkansas. 





• 

* 






« 


« 

X 

2 

California. 




X 

0 


• 

X 

v 



0 


• 

X 

3 

Colorado. 

* 

* 






X 

V 



0 


• 

X 

2 

Connecticut . 











* 

• 




Delaware. 





1 












Florida. 





* 


0 

X 

v 

v» 


* 

* 




Georgia. 



. 


0 

* 




• 

* 




Idaho. 









v 



* 


* 

X 

2 

Illinois. 



* 

X 

0 

• 





* 


0 

X 

3 

Indiana. 

« 

* 



0 

0 


X* 

v 






X* 

1 

Iowa. 

« 


* 

X 

0 


0 

X 

V 


V 




x5 

2 

Kansas. 





• 





* 

* 




Kentucky. 





* 

0 


x® 

V 






x^ 

3 

Louisiana. 








x^ 

V 

. 







Maine. 








x5 

v 



* 

* 




Maryland. 

• 


• 

X 




x& 

V 



* 


0 

X 

1 

Massachusetts. 











* 

* 




Michigan. 

* 







x^ 

V 






x5 

3 

Minnesota. 

* 

• 






x^ 

V 

V 

. 

* 

* 




Mississippi. 













X5 

2 

Missouri. 

* 

« 



* 

0 






* 


0 

X 

1 

Montana. 


• 






’ x® 

V 



♦ 

* 




Nebraska. 

* 

* 



• 

0 





• 

• 




Nevada. 

* 

0 










• 

• 




New Hampshire. 

















New Jersey. 



* 

X 








• 


0 

X 


New Mexico. 








x^ 

V 






x* 

2 

New York. 

* 


* 

X 











North Carolina. 

* 

0 



• 


0 

X 

V 



0 


0 

X 

3 

North Dakota. 











0 


0 

X 

2 

Ohio. 

* 




* 

0 






• 


0 

X 

3 

Oklahoma. 

* 

0 










• 


0 

X 

1 

Oregon. 

* 


0- 

X 








• 





Pennsylvania. 

* 


0 

X 

• 

0 






0 

• 


x^ 

.lof 1 

Rhode Island. 





• 

0 






0 

* 




South Carolina. 








x6 

v 








South Dakota. 

* 

0 



* 


* 

X 

V 

V 


0 


0 

X 

2 

Tennessee. 


0 

0 


• 


• ’ 

X 

V 


0 

* 




Texas. 

« 

0 



0 


• 

X 

V 



0 

* 




Utah. 


0 



0 









X5 

2 

Vermont. 









V 

V’ 







Virginia. 















Washington. 

« 


0 

X 

0 

0 









X^ 

2 

West Virginia. 








X* 

V 






X5 

2 

Wisconsin. 



0 

X 

0 


• 

X 

V 

V' 







Wyoming. 

* 

0 








0 


0 

X 

2 

Tot^s. 

27 

17 

11 

10 

22 

11 

8 

23 

23 

6 

. . _ . 

31 

15 

15 

25 



n) Delaware hat a **uniiorm purchase tax** amounting to 1/10 of 1% gross purchases 

(2) Voided by New Mexico Supreme Court 

(3) Voided by VHsconsin Supreme Court 
{4} Repealed 

(5) A previous law may be in effect although neW legislatioa may have been killed 
(6i Voided by Florida Simreme Court 
(iS Voided by Vermont Supreme Court 
* nogrcss of proposal 
X Law enacted and in force 
V Detail existing in the law. 


CopyHgki^ I9S6, Hmrdwmrm 4g«. 


S8 


HARDWARE AGE 


Digitized by 


Google 



































































































































































Is a Service Store 
The Answer ? 


By SAUNDERS NORVELL 


T he daily papers have been 
so full of the Ethiopian sit¬ 
uation lately that it is hard¬ 
ly necessary to conunent. However, 
in reading this morning about the 
new peace proposal hatched up 
between Hoare of England and 
Laval of France, we had to give 
^an editorial horse laugh. Poor 
Ethiopia! These two statesmen 
seem to be just about ready to 
make Mussolini a present of half 
their country. Now I am wonder¬ 
ing where England and France got 
the right to divide up Ethiopia. 
But what is the use of talking 
about it. I believe I predicted sev¬ 
eral months ago in my article on 
Ethiopia that the outcome would 
be like what happened in Somali¬ 
land, that the maps of Africa in 
the future would read ‘Ttalian 
Ethiopia,” “British Ethiopia” and 
“French Ethiopia.” We have all 
now forgotten what happened to 
the King of Somaliland, and I sup¬ 
pose in time the King of the Tribe 
of Judah will also be forgotten. 
It does not take long in this busy 
world for all qf us to forget. As 
the schoolboy said about the Old 
Testament: “They certainly had 
poor memories.” Isaac forgot 
Jacob and Jacob forgot somebody 
else, and so on all through the 
ages we have been forgetters. 

* * * 

Speaking of forgetting, what 
do you remember about the Sepoy 
Mutiny, in India? Who were the 
Sepoys? Why did they mutiny? 
What was the result of the mu¬ 
tiny? Yesterday I could not have 
passed an examination on this 


subject, but today I believe I 
could get at least 90 per cent. 
Last night after they had cleaned 
me up at bridge, they all went to 
bed and I was left alone in the sit¬ 
ting room. At my elbow on the 
table was a book my daughter had 
been reading. It was the story of 
the Sepoy Mutiny. Well, this book 
cost me the loss of most of a 
nighPs sleep. Here briefly are the 
facts of the story. 

The rebellion broke out on May 
10, 1857. Now that surprised me 
because I had had an idea it was 
way back in the 17th century. I 
did not know that this terrible re¬ 
bellion happened only about 80 
years ago. The Ethiopian scrap so 
far is nothing compared with what 
happened in India. At the time of 
this rebellion India was governed 
by the East Indian company, who 
trained their own soldiers, and 
under a charter from the British 
government ran things just about 
as they pleased. The Sepoys had a 
first-class military training under 
English ofiScers. They wore regu¬ 
lar military uniforms. They had 
first-class cavalry and light and 
heavy artillery. At that time they 
were armed with new Minnie rifles. 
The cartridges used in these rifles 
had a lead bullet and the powder 
was held back of the bullet in a 
paper container. This container 
was dipper in melted lard which 
protected the powder. When the 
rifleman wished to fire, he bit off 
part of the paper of the cartridge 
exposing the powder, then he in¬ 


serted this cartridge in the breech 
of the rifle. The powder was 
ignited by cap and hanuner. Now 
it seems that the Sepoys had been 
discontented for a long time. They 
had a number of grievances al¬ 
ready and then to cap the climax, 
although it was against their re¬ 
ligious principles to touch any¬ 
thing that had to do with a hog, 
they were forced to bite the lard in 
firing these new rifles. So they 
mutinied. The story of the mas¬ 
sacres and atrocities of these muti¬ 
neers are worse than anything you 
could read that were done by the 
Indians in the early history of the 
United States. Men, women and 
children were massacred first at 
Cawnpore, then followed the de¬ 
fense of Lucknow and the siege of 
Delhi. The valor and sufferings 
of the British were beyond belief. 
They saw their wives and children 
cut to pieces before their eyes. 
The curious part of this mutiny 
is in the fact that many of the En¬ 
glish army officers could not be 
made to believe that the Indians 
were rebelling until it was too late. 

At Cawnpore the fort was de¬ 
fended for months. A large part 
of the garrison was killed. Under¬ 
stand the British officers and regu¬ 
lar soldiers were now fighting 
against native Indians whom they 
themselves had trained in warfare 
and the use of rifles and artillery. 
These natives were well supplied 
with anununition. There is a les¬ 
son in this story that might be well 
taken to heart today by white na¬ 
tions that are training and arming 
native troops. Just imagine the 
natives of Africa, for instance. 
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trained as these Sepoys were and 
then supplied with arms and am¬ 
munition. 

After many weeks of fighting, 
the leader of the Sepoys offered 
peace and transportation to the 
British who were holding the fort 
at Cawnpore. They foolishly took 
the word of this chief and accept¬ 
ed. They were led into a ravine 
and to boats on the Ganges. Then 
at a prearranged signal, fire was 
opened on all of them and most 
were killed. A few got away in a 
boat, however, and floated down 
the river. They were fired on by 
natives from both sides of the 
river. Of the entire garrison of 
several hundred men and women 
only four men escaped to tell the 
story of the massacre of Cawn« 
pore, and they escaped by swim¬ 
ming six miles down the river 
after their boat was destroyed on 
a sand bar. 

It took the English over a year 
to crush the rebellion. But the 
English revenge was merciless. 
Many of the Indian leaders were 
executed by being tied to the muz¬ 
zles of cannons and blown to 
pieces. The crushing of this rebel¬ 
lion put the fear of the English 
into the hearts of the Indian 
natives, and they have not re¬ 
covered yet, although they are now 
again discontented and the scene is 
probably set for another rebellion 
when the right time arrives. The 
world never knows about these 
things until they happen. Prob¬ 
ably one reason that England is 
willing to make Mussolini a pres¬ 
ent of a large part of Ethiopia is 
because of the fear that this affedr 
in Africa may have repercussions 
in other parts of her empire. We 
have already read of some of the 
things that have been happening 
in Egypt. 

» » » 

Certain well - expressed truths 
picked up here and there stick in 
our minds, and from time to time 
we compare these truths with life 
as we see it and we realize the 
value of thought. A young woman, 
for instance, who is about to be 
married happened to ask an older 
woman to tell her frankly just 
what she thought of her fiance. 
The older woman answered: “You 
are only thinking of your fiance. 
You think that he will have every- 

40 


thing to do with your future hap¬ 
piness. What you don’t under¬ 
stand, my dear child, is that when 
people marry they do two things. 
One is that they arrange a very 
close association with an individ¬ 
ual and the other is that they 
change their method of living. 
They are forced to live a new life, 
a different life, and sometimes I 
think the kind of life people are 
forced into living by marriage has 
more to do with their future hap¬ 
piness than the personal peculiari¬ 
ties of the bride and groom. In 
other words, when you are about 
to be married figure out the kind 
of life it will be necessary for you 
to live, your future associates and 
your environment. The bride and 
groom in themselves are not the 

whole story.” 

* * « 

Another thought I picked up the 
other day has been popping back 
into my mind. I believe it was 
Dr. Johnson who said that if the 
English nation decided and openly 
stated that they did not propose to 
be a Christian nation there would 
be a revolution. And then he 
added that if the English nation 
should pass laws compelling the 
citizens to live exactly according 
to Christian teachings, there would 
be another revolution. 

« • * 

Here is another thought. If 
you wish to judge of the kind of 
thinking you are doing, just figure 
out after you have done some of 
this alleged thinking, whether 
your thinking consists only of 
criticising others, in expressing 
your disapproval of things that 
are being done, your discontent 
with your rulers, or whether it 
consists of practical ideas that 
would help conditions. If your 
thinking is simply the first kind, 
then it is destructive. But if 
it is of the second kind, it is con¬ 
structive. Most of the country 
today is devoting the greater part 
of its time to critical and destruc¬ 
tive thinking. What the country 
needs is leadership in practical 
and constructive thinking. 

« « « 

These wandering thoughts are 
being dictated just before Christ¬ 
mas. I have already received 
some interesting Christmas cards. 
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One was drawn by the sender him¬ 
self. It represented a chubby lit¬ 
tle cupid with wings, but instead 
of a bow and arrow he had in his 
arms a modem, up-to-date ma¬ 
chine gun which he was aiming, 
and all around him on the ground 
were scattered the forms of men 
and women he had bumped off. 
There was nothing writtm on this 
card but “Merry Christmas.” Now, 
when I think of all the murders, 
suicides and killings in general 
that are taking place because 
somebody thinks he or she is 
hopelessly in love, or because he 
is jealous, I can fully appreciate 
the sardonic humor of this ma¬ 
chine gun Cupid Christmas greet¬ 
ing. 

• • • 

The other day I stopped at a 
garage to load up with gasoline. 
Sure. There were two qualities. 
The lower quality was 17^c. a 
gallon, while the higher quality 
was 2I^c. I also noticed that the 
taxes on gasoline were just 5 
cents a gallon. Five cents is 25 
per cent of 20 cents. Roughly 
speaking, therefore this gasoline 
tax is 25 per cent. What a tax! 
One of my friends driving with 
me thought it would be a good 
idea if all the taxpayers in the 
United States would send their 
last year’s tax receipts as a Christ¬ 
mas greeting to the Administra¬ 
tion. That certainly would be 
dramatic. But some people would 
be afraid to do this for fear that 
the comeback would be a studied 
examination of their last income 
tax report by an administration of¬ 
ficial. 

Recently in a Government case 
I heard a man state that he was an 
expert. He was on the stand to 
give expert testimony. He said his 
time was worth $50 a day. When 
the Government lawyer took this 
gentleman in hand for cross ex¬ 
amination, he dwelt with a special 
emphasis on the evidence he had 
given in regard to his value as an 
expert, and the large fees he was 
worth. Then he inquired in a 
purring voice: “May I ask what 
income tax you paid last year?” 
The gentleman blushingly ad¬ 
mitted he had paid none whatever. 
Nor had he paid for the year be¬ 
fore, or the year before that. 

(Continued on page 78) 
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Fair Trade Laws— 

State laws to permit legalized 
resale price maintenance, within 
a state’s borders have been pro¬ 
posed, passed or killed in many 
states during the past year. This 
activity comes at an appropriate 
time, following the demonstrated 
hopelessness of any federal con¬ 
trol through an NRA or equiva¬ 
lent Washington agency which 
could or would modify existing 
stringent regulations imposed by 
the Sherman and Clayton anti¬ 
trust legislation. In this issue is 
a review, in simple chart form, 
giving our readers a quick record 
of fair trade, sales tax and chain 
store legislation progress in all 
states. This compilation is worth 
study and should be retained by 
readers as a guide in their coming 
state convention activities which 
should and probably will consider 
the desirability of pursuing action 
on all three of these vital state 
legislative possibilities. To date 
the results from intra-state resale 
price maintenance laws are not 
entirely encouraging. It is yet 
too early to arrive at conclusive 
judgment of their potency. Such 
r^ulations hamper department 
and chain stores and take from 
them their previous advantage 


over independent stores. In some 
states, so-called test cases now 
pending lack completely the ele¬ 
ments of a proper test case. 

Test Case— 

An outstanding example is the 
Macy vs. Doubleday, Doran suit 
(New York State) in which the 
latter firm of book publishers is 
suing Macy to uphold book prices. 
First round has gone to Macy and 
the feeling prevails that the suit 
may be friendly in its inception. 
If so, the whole purpose of the 
Feld-Crawford law (N. Y.’s fair 
trade law), will be defeated before 
it has a fair trial in practice. 
Macy’s long established practice 
of selling below resale prices as 
announced by manufacturers is 
well-known. In the early NRA 
days, the formation of the basic 
retail code found this department 
store protesting ^stop-loss” clause 
efforts claiming such clauses were 
directly aimed at Macy’s — and 
they probably were. The hard¬ 
ware trade vdll find independent 
retail druggists ardently support¬ 
ing such legislation and should 
cooperate with the drug trade 
in an effort to uphold available 
instra-state price control. It is 
particularly important to watch 


test cases and to be sure that they 
are genuine test cases and not 
formalities primarily intended to 
break down fair trade laws. It 
is easily realized that “a friendly 
suit” with punches pulled or some 
equally effective form of indiffer¬ 
ence might bring adverse court 
decisions without a full and 
proper hearing. 

Christmas Present— 

For more than a year E. R. Mas- 
back, president, Masback Hard¬ 
ware Co., Inc., New York City, 
has been writing his firm’s many 
sources of supply a monthly let' 
ter. Usually these letters deal 
with the increasingly important 
problem of enabling the retail 
hardware trade to meet current 
competition. Frequently this 
wholesale executive’s message is 
devoted to a discussion of manu¬ 
facturers’ selling policies. Mr. 
Masback’s December message, ap¬ 
propriately has a Christmas flavor 
and asks for a “Christmas Pres¬ 
ent,” the present to be in the form 
of a policy declaration in favor 
of the “manufacturer to whole¬ 
saler to retailer” method of dis¬ 
tribution. From this letter we 
quote the following three para¬ 
graphs: 

“It is rather odd for a buyer in 
these modem times to solicit a gift 
from the seller, but perhaps the 
Christmas present I seek will be 
worth your while. 

“Will you send my firm a letter 
announcing that your sales policy 
henceforth wiU be the ‘Manufac¬ 
turer-Jobber to Retailer’ method of 
distribution? Will you also embrace 
in that sales policy suggested resale 
prices on your product that will 
show not only our firm, but the job¬ 
bing trade as a whole, a fair margin 
of profit over and above our cost of 
doing business? Will you help us 
help you by a real ‘get-together’ 
spirit that will enable us to do a 
better distributing job for you in 
the future? 

“Furthermore, will you help us to 
put the ‘Independent Hardware 
Dealer’ in a position to meet the 
competition of chain stores and mail 
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order houses? Our very existence 
depends on our ability to assist our 
dealers to stay in business. If you 
sell the mail order houses or chain 
stores at lower prices than you sell 
the jobber, you are hurting your¬ 
self.” 

Policy Declaration— 

In complete harmony with the 
thoughts expressed in Mr. Mas- 
backus letter, and by hundreds of 
others in the distributing branches 
of the trade on many occasions, 
William EL Cross, vice-president 
of Clemson Bros., Inc., Middle- 
town, N. Y,, has recently filed 
with every hardware wholesaler 
and dealer in the U. S. A. a sales 
policy declaration. Our readers 
will recall that this affidavit was 
the subject of this company’s 
front cover advertising message in 
the December 19, 1935, issue. It 
sets forth specifically the distribu¬ 
tion plan under which the com¬ 
pany continues to sell hack¬ 
saw blades. This is the first, in¬ 
dependent, formal declaration of 
this kind and has been given wide 
distribution in the hardware field. 
It is specific and leaves no loop¬ 
holes. It is representative of the 
direct and formal kind of an an¬ 
swer to a many years’ need as 
expressed by dealers and whole¬ 
salers the country over. The 
statement declares that only 
through the recognized wholesaler 
and independent dealer will the 
firm’s goods be sold, and is sworn 
to by Mr. Cross and notarized. 
Publicly announced to the trade 
through the front cover advertise¬ 
ment and supplemented by in¬ 
dividual mailed copies to all 
wholesale and retail distributors, 
this statement has been made 
available to all interested parties. 
Although not a participant in any 
organized or collective group in¬ 
terested in the filing of specific 
sales policy declarations, Clemson 
seeks the same objective and in 
publicizing this affidavit provides 
policy data of interest and im¬ 
portance to hardware distributors. 

Reduced RR Rates— 

The Interstate Commerce Com¬ 
mission proposes reduced railroad 
fares and the elimineition of the 


Pullman surcharge. The new rates 
would be a flat two cents per mile 
for day coaches and a flat three 
cents per mile for Pullman rides. 
Western railroads have experi¬ 
mented with both these reduced 
rates and the elimination of the 
surcharge. It is now proposed 
that eastern roads follow suit. The 
Pennsylvania and New York Cen¬ 
tral lines are identified in opposi¬ 
tion to these new rates as is the 
New Haven. These three are oper¬ 
ating on a 3.6 cent rate. The 
Southern roads have had fares as 
low as iy 2 c«its per mile to at¬ 
tract holiday and special excusion 
traffic. Lower rates throughout 
the country should stimulate rail¬ 
road traveling both for business 
and pleasure and place the rails 


The Indiana Retail Hardware 
Association is not a member of the 
Associated Retailers of Indiana al¬ 
though some individuals may be 
members of both groups, G. F. 
Sheely, managing-director of the 
Indiana Retail Hardware Associa¬ 
tion advises Hardware Age, Mr. 
Sheely’s letter on this subject was 
prompted by an editorial note in 
the Dec. 19, 1935 issue (page 21) 
which stated that the American Re¬ 
tail Federation had indirectly ac¬ 
quired the Indiana hardware group 
through its supposed membership in 
the Indiana associated group, which 
had joined the Federation. This in¬ 
formation was supplied by the Fed¬ 
eration and used in good faith al¬ 
though it is apparent now that there 
was some misunderstanding as to 
the nature of the hardware member¬ 
ships Mrithin the Indiana associated 
dealer organization. This error is 
regretted and to clarify the situation 
we quote from Mr. Sheely’s letter 
as follows: 

“My attention has been brought 
to your editorial in the Dec. 19th 


in better position to compete with 
air routes, bus lines and the grow¬ 
ing practice of driving private 
cars even over great areas. Travel¬ 
ing costs are direct elements going 
into merchandise prices and so 
any reduction is of interest to the 
distributing factors of the hard¬ 
ware trade. Both wholesalers and 
manufacturers have also the direct 
lowered cost factor to interest 
them as they are both large users 
of the railroads for business 
traveling. The Pullman surcharge 
should have been eliminated years 
ago. Its continued levy has been 
an unwarranted hold-up and a 
serious cost factor for travelers. 
A decision on this rate question 
should come some time this 
month. 


issue of Hardware Age in which 
you make the statement that the 
Indiana Retail Hardware Associa¬ 
tion, through its membership in the 
Associated Retailers in Indiana, has 
become a member of the American 
Retail Federation. 

“We are not affiliated with the 
American Retail Federation either 
directly or through the Associated 
Retailers of Indiana. 

“My understanding is that the 
membership of the latter organiza¬ 
tion is made up of individual retail¬ 
ers and not through their respective 
retail trade associations. Many of 
our members are direct members of 
the Associated Retailers, but as an 
Association, we have never taken 
membership, and a great many of 
our members are not subscribers. 

“We have worked and cooperated 
with the Associated Retailers of In¬ 
diana on legislative matters of 
mutual interest, but it is not true 
that we are members of either of 
the above-mentioned associations, 
and is indeed most misleading.” 


HARDWARE AGE 


Digitized by 


Google 


Indiana Association Not Affiliated 
With American Retail Federation 

Secretary Sheely advUes that Indiana KeUdl Hardware AMSocUb’ 
lion is not a member of the Associated Retailers of Indiana and 
therefore not an indirect member of Federation. States mem- 
bership in Associated Indiana group is an individual master. 
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Future of the Independent Merchant 


unknown. Displays were casual. 
Advertising was dignified to the 
point of stiltedness. 

The early chains set out to 
make their stores INTERESTING. 
Since they did little or no adver- 
tisingy they made their windows 
shout their values to passersby. 
They taught the world that a plain 
price on each article is the best 
of all advertising. They intro¬ 
duced the modem idea of open 
displays, with everything in sight 
and as nearly everything vdthin 
reach as may be. 

They made their stores places in 
which it was a pleasure to shop, 
rather than one to which one went 
only when he wanted to buy some 
definite article. 

With these great advantages 
over the average independent 
merchant, who continued to do 
business as his father did before 
him, it is easy to understand why 
chains and department stores 
should grow at the expense of the 
independent stores. 

But after thirty years of this 
one-sided competition, the figures 
covering retail distribution for the 
year 1933 demonstrate the vitality 
of the independent merchant as 
the most important factor in dis¬ 
tribution. 

The following figures covering 
the year 1933 are taken from those 
published by the United States 
Department of Commerce. The 
aggr^ate retail volume in that 
year was a shade over 25 billion 
dollars. That aggregate was di¬ 
vided among the three types of 
stores substantially as follows: 

Per Omt 

Number to Total 

Stores Volume Volume 

Chains. 189.867 $6,961,428,000 28.8 

Department 

Stores ... 8,486 8.814.167,000 9.2 

Independents 1,882,777 16,771,680,000 67.0 

Tbtal .. 1,626,119 26,087426,000 100.0 

In other words, after thirty 
years of fantastic growth of chain 
and department stores, the inde¬ 
pendent stores of America still do 
67 per cent of the total retail vol¬ 
ume—or more than twice that 
done by chains and department 
stores together. 

It would appear that both 


(Contintfd from page 34) 

chains and department stores are 
nearing the point of diminishing 
returns. 

A department store can be op¬ 
erated profitably only in a city of 
considerable size. Every avail¬ 
able city today has one or more 
department stores. Their number 
is not growing. No department 
store can do more than a little 
business beyond its immediate 
trading area. 

Overhead 

In the case of the chains, be¬ 
cause of the complexities of the 
system, to operate even a small 
store requires a considerable 
amount of irreducible overhead 
expense. Therefore such stores 
cannot be operated profitably in 
towns below a certain size. Such 
towns are pretty well occupied 
now. 

There appears to be spreading 
over the country an attitude of 
mind toward chain stores which 
may make the going for them 
less easy than it has been in the 
past. 

The feeling is becoming gen¬ 
eral that when a town becomes 
over “chainized” something of 
value goes out of that town. It 
ceases to possess the well-balanced 
all-around down town trading cen¬ 
ter which is good for the health 
of any city. 

The disposition of many states 
to lay taxes upon chain stores 
which will penalize them as com¬ 
pared with independent stores 
is significant of what is evidently 
a widespread feeling. 

It would appear that the ob¬ 
stacles to unlimited growth which 
finally come to every institution 
creat^ by men, are now in 
process of development in the 
chain store business. 

Most of the nearly 1,500,000 of 
independent merchants in this 
country are ‘‘good citizens” in 
their respective communities. They 
support the schools and the 
churches. They pay a large pro¬ 
portion of the taxes. 

Independent merchants fumidi 


the overwhelming number of 
tenants for store properties—or 
there are no tenants. 

It is difficult for the average 
city dweller to realize that more 
than 51 per cent of the population 
of this country still lives either in 
towns or villages under 10,000 
population, or out in the country 
where access to department stores 
is impossible and to chain stores 
difficult 

It is equally difficult for one 
who does not know conditions in 
smaller towns and villages to real¬ 
ize how essential the independent 
stor? is in the distribution of 
goods in this huge country of ours. 

Comparison with the smaller 
and more thickly populated coun¬ 
tries of Europe is completely mis¬ 
leading. There the consumer is 
only a short distance away from 
the factory where the goods are 
made. 

Without independent stores, the 
machinery of distribution would 
stop. Hundreds of thousands of 
consumers would have no place to 
buy goods. Thousands of fac¬ 
tories would close dovm because 
they would have no access to the 
consuming public. 

To get an even chance at the 
business in any community, chain 
stores must always offer better 
values than independent stores. 
Given equally good values and 
equally as good a store, the in¬ 
dependent merchant will get the 
preference. 

One of the signficant trends of 
the day is the fact that all over 
the country numerous indepen¬ 
dents are coming to do about as 
good a job of consumer prefer¬ 
ence merchandising and just as 
good a job of display and promo¬ 
tion as their chain competitors are 
doing. 

This tendency toward the mod¬ 
ernization of the merchandising 
and operation of independent 
stores, is bound to continue. In 
proportion as it spreads will the 
independent store not merely hold 
the share of the business it now 
retains, but begin to recover some 
part of that heretofore lost. 
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After Christmas What ? 
Good Windows—of Course! 


R emember the Christmas 
window trimming fever 
• you had a few weeks back? 
There was no doubt in your mind 
at that time that window displays 
would lead customers up to’^our 
cash registers—and you were right. 
Window trims played a major 
part in the success of your Christ¬ 
mas merchandising season, but 
they are no part of a quitter. They 
will work for you after Christmas 
too, if you but give them the same 


enthusiasm, care and attention 
that you did when the holiday 
season was in the offing. 



Many Christmas gift recipients 
have money gifts that they will 
spend for useful gifts such as you 
carry in your stock, but they will 
have to have their imaginations 
stirred in order that you may 
serve them. Here is a window that 
carries a bit of the Christmas at¬ 
mosphere and is sure to catch the 
eye. Cut a circular piece to rep¬ 
resent a giant coin and have the 
sign writer give it the proper 
coloring and lettering to suggest 
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after-Christmas money. The holly 
and a red silk bow will do the 
rest. The price tickets can be a 
reflection of the same idea by mak¬ 
ing them round as suggested in 
the drawing. The arrangement of 
the Hardware Age interchange¬ 
able display fixtures as illustrated 
in the small cut is used in this 
vrindow, which incidentally is 
aimed at those who would pur¬ 
chase household items. 

The man’s window is also easily 
set up. The interchangeable fix¬ 
tures go a long way toward the 
completion of the composition of 
the window and the merchandise 
required is not large. The poster 
will appeal the masculine sense of 
humor and is easily reproduced by 
the aid of the chart on this page. 

These windows and adequate 
advertising and store displays will 
help materially to add “velvet” to 
the Christmas season’s volume 
and profit. 

JANUARY 2, 1936 



If you have not sent in for your 
copy of the instruction sheet which 
tells how to build the Hardware 
Age interchangeable display fix¬ 
tures in your own workshop or 
have them built by a local carpen¬ 
ter, send now. The sheet gives 
full instructions and is free of any 
charge. Send today for yours. It 
will enable you to instal attractive 
windows with a minimum of effort. 

Hardware Age wishes its dis¬ 
play men readers a Happy and 
Prosperous New Year—and will 
strive to assist by these displays 
in realizing it with them. 
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New Year Resolutions in A. B. C. 


N ew year resolutions will 
go a long way toward 
making the next twelve 
months a more profitable year for 
the hardware dealer who carries 
them out faithfully. 

Why not set up a check-chart to 
guide you for the new year and 
then hew close to the line. 

I WILL 

Qieck 

Here 


_-A-DJUST my business to 

conditions as they are to¬ 
day, not as I hope they will 
be tomorrow; 

_Be a better merchandiser 

and advertiser, let people 
know I am here and make 
them talk about me; 

-Cl ALL for more rigid 

analysis of my business to 
see what improvements can 
be made in its appearance 
and service; 

Do a better job of ap¬ 
plying more intelligence to 
the operation of my busi¬ 
ness; 

_JE AT into the problem of 

expense with care and cau¬ 
tion, attacking costs so 
that every classification 
will share in the necessary 
reductions; eliminate costs 
due to duplication and in¬ 
efficiencies; 

--FOUND a business pol¬ 
icy which is ever improv¬ 
ing and advancing to meet 
changing conditions; 

_GrO over all so-called 

“service” features and con¬ 
vince myself that they 
really do serve the cus¬ 
tomer; 



_HoLD and establish 
prices which will give me 
a reasonable profit on 
everything I sell, regard¬ 
less of who-else cuts prices; 

_ Inbed faith in myself, in 
my business, and in my 
community. 

_ J UMP at new ideas, new 
methods, or new equip¬ 
ment with an open mind; 

.I^EEP my windows the 
talk of the town and make 
them do something more 
than merely bring light 
into the store; 

. T^ EAP into every effort 
that will make my service 
to the public as COM¬ 
PLETE as possible; 

.intake every effort to 
keep my store inviting to 
the public, outside as well 
as inside; 

UMBER every sales 
event carefully for the year 
and plan well in advance, 
so that these plans may be 
carried out faithfully; 

.Outlaw aii thought of 

lower standards to meet 
lower prices because good¬ 
will and prestige are at¬ 
tained at too great a price 
to be discarded lightly; 


JP LAN to respect my 
business and make others 
respect it too; 


.Res 


OLVE to sell only 
quality hardware and other 
merchandise _ because the 
future of my business de¬ 
pends on it; 


-Strive to buy more ac¬ 
curately and to better ad¬ 
vantage; 

-TTrAIN my salespeople 
to sell more intelligently; 

.Utilize the telephone 
to the best advantage, cul¬ 
tivate a pleasing telephone 
voice, answer calls prompt¬ 
ly and without undue de¬ 
lay; 

AULT into suggestive 
selling, use more salesman¬ 
ship than ever, explain 
things more, talk about 
them, bury impatience in a 
mask of courtesy; 

.Watch my credit with 

those I buy from and with 
those who buy from me; 

.^C.AMINE my costs 
more closely, effect econo¬ 
mies, avoid undue extrava¬ 
gance, and still give good 
service; 


ODLE my customers 
more, flatter their tastes, 
approve their desires; 

JZlENITH is defined as the 
culminating point of great¬ 
ness, so let me resolve to 
stick to these resolutions so 
something may come of 
them and I may attain suc¬ 
cess for 1936. 
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The Hardware Age 

PLATFORM 


Hardware Age Relieves:— 

1— With proper cost control, distribution 
from manufacturer - to - wholesaler - to - retailer 
will continue the economical and practical 
method for merchandising most hardware 
lines. 

2— Retailers should focus their effort and 
thinking more on selling than on buying, and 
should concentrate their buying in the fewest 
possible sources of supply. Sales opportuni¬ 
ties should govern purchases. 

3— The wholesaler function cannot be elimi¬ 
nated, though distribution costs could and 
should be reduced. Cooperative buying trans¬ 
fers but does not eliminate the jobbing 
function and its costs. In most cases, co¬ 
operative groups could work successfully 
with existing wholesaler machinery, if all fac¬ 
tors observe rigidly the conditions required 
in a cooperative group. A compromise may 
be the further development of jobber owned 
retail stores or dealer owned jobbing plants. 

4— Price competition will always be a vital 
factor in retailing, but permanent success de¬ 
mands a new appreciation of quality mer¬ 
chandise. Added costs that do not carry with 
them added value to the consumer should be 
eliminated. Manufacturers’ suggested resale 
prices should provide adequate margins for 
both wholesaler and retailer, giving full con¬ 
sideration to recpiired stock investment and 
to frequency of turnover. Manufacturers who 
aim to distribute mainly through hardware 
channels should avoid price discrimination in 
favor of chain store and mail order com¬ 
panies. If they furnish such outlets with 
competitive grade products at special prices 
they should offer their regular distributors 
the same goods on the same basis. 

5— The basic problems of retail hardware 
dealers are: to get more people into their 
stores; to provide a store in which service, 
variety of goods and values encourage pat¬ 
ronage; to facilitate second or extra sales by 


grouping related merchandise together; to 
promote aggressively the sale of more higher 
price units to offset the narrow margins of 
many small sales which are inseparable from 
hardware retailing, and to develop outside 
selling. 

6— Hardware dealers should promote the 
sale of all related specialties which have a 
profitable market, but not to the d^iment 
of standard backbone lines such as. tools, 
builders’ hardware, bousefumishings, paints, 
etc. With proper balance of effort and think¬ 
ing specialties should help sell staples and 
vice versa. 

7— The hardware store should resume the 
mechanical services which formerly centered 
there: tinsmith and sheet metal shopwork, 
sharpening scissors, skates, lawn mowers and 
edge tools; making ke 3 rs, fixing locks, put¬ 
ting in window glass, miscellaneous simple 
repairs, etc. Such services are profitable and 
attract customers. 

8— A few strictly cash-and-carry retail hard¬ 
ware stores can succeed. For the majority of 
stores, a sane credit and instalment sellmg 
basis is desirable. American consumers ex¬ 
pect such extra service plus deliveries, paitio- 
ularly wh^ they buy higher value units. 

9— Window and interior displays should in¬ 
clude visible, value-creating price cards, and 
a higher standard of lighting. Window dis¬ 
plays and interior lay-outs (particularly table 
displays) call for frequent (mange. 

10~Hardware merchants should give more 
attention to selecting and training sales per¬ 
sonnel. This means r^;nlar store meetings 
and constant use of helps offered by business 
papers, trade associations and traveling sales¬ 
men. Experienced employees should share 
authority and responsibility. 

11—Merchants and employees should adapt 
all useful methods practised by chain stores, 
mail order houses and other competitors. 


With full confidence in the future of the hcardware 
business^ ^ARDWARE Age dedicates its editorial efforts 
to the principles embodied in these eleven points. 
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The Industrialist and Politics 


WENTY-FOUR hundred 
and eighteen years ago some 
human being, wandering 
over the rugged plains of Lauri- 
um, not far from Ancient Athens, 
held in his hand a piece of jagged 
rock. Who he was, whether a free¬ 
man or a slave, whether an ex¬ 
plorer or a casual passer-by, the 
world will never know. No monu¬ 
ment will ever be erected to his 
memory, and, yet, within his hand 
he held the key to life for genera¬ 
tions yet unborn; because of him 
you and I may gather here today. 

That piece of silver ore was the 
beginning of the mining industry 
of Ancient Greece. With the profits 
from that industry Athens built 
her navy, and with that navy she 
turned back the Persian hordes of 
Xerxes at the battle of Salamis. 
The fact that the outcome of this 
battle determined that the coming 
civilization of Western Europe, the 
civilization inherited by you and 
me, was to be an Occidental and 
not an Oriental civilization, has 
caused historians to call Salamis 
the first decisive battle of the 
world. 

During the next eleven months 
the people of this country must 
engage in another battle, and it 
may well be that it will be the 
final one, decisive of the fate of 
our civilization. Strangely enough, 
the same question is again in¬ 
volved as was involved in that 
struggle almost 25 centuries ago 
—the question of whether future 
civilization is too Oriental or 
Occidental. True, we are not fight¬ 
ing Oriental ships and Asiatic 
men, but we are fighting Oriental 
systems of government, and Orien¬ 
tal philosophies of life, implanted 

Address of S. Wells Utley, president 
of the Detroit Steel Castins Co., before 
the Congress of American Industry In 
conjunction with the annual convention 
of the National Association of Manu¬ 
facturers at the afternoon session, 
Thursday, Dec. 6. 


By S. WELLS UTLEY 

in the minds of well-meaning but 
deluded people, implanted in the 
minds of other people who would 
gladly wreck our structure for 
their own personal gain. 

Two Forms of Govemment 

These are only two forms of 
government: ‘That whereunder 
people govern themselves, and that 
whereunder they do not; that 
whereunder the inalienable. Cod- 
given rights belong to the citizen, 
or that whereimder these rights 
belong to government, and the 
citizen possesses only such rights 
as that government chooses to del¬ 
egate to him.” 

Under the former, a form of 
government which has been in 
existence less than 150 years, the 
common, every-day man, in this 
country has been secure; secure 
in his right, irrespective of class 
or birth, to develop his inherent 
ability to the highest possible 
point; secure in his ri^t to speak 
his thoughts unmolested, to wor¬ 
ship his God as he chooses, and to 
have a press which is free to 
criticize government and those who 
conduct it; secure in his right to 
choose a business and conduct it 
as his judgment dictates; secure 
in his right to freedom from tyran¬ 
nical persecution, in his right to a 
trial by jury, to freedom from in¬ 
dictment except by a grand jury, 
and to the legal right to compel the 
testimony of witnesses; secure in 
his home by the provision that his 
property cannot be seized by gov¬ 
ernment except through due proc¬ 
ess of law, cannot be entered and 
searched except upon on order 
from the court, cannot be taken 
over by the government for the 
quartering of troops or other pur¬ 
poses without his consent; and. 


finally, he is secure in his right, 
as the sovereign power in the 
State, peaceably to petition his 
government, or change that gov¬ 
ernment and the people who con¬ 
stitute h. 

In return for this security, for 
the freedom to manage his ovm 
affairs, so long as he obeys the 
law, the common man has of ne¬ 
cessity assumed certain obliga¬ 
tions and duties; the obligation to 
stand on hb own feet, and to 
stand by the consequences of his 
own acts, whether they be success¬ 
ful or unsuccessful, to support 
himself and his family, to act as 
a law-abiding member of the State, 
and to support the government of 
that State. 

No man can freely and impar¬ 
tially discharge his duties as a 
citizen so long as he is supported 
through the payroll of a politi¬ 
cal government, so long as his 
daily bread comes as a hand-out 
from that government, so long as 
the amount and character of the 
crop he plants, or the business he 
does, is subject to political con¬ 
trol, so long as his operations are 
dependent on contracts financed 
by government money, so long as 
his sources of credit are controlled 
by political forces, so long as hb 
home or his business is subject to 
mortgage held by government. 
There b infinitely more danger of 
human liberty being sold for glit¬ 
tering baubles than there b of 
its being lost through defeat in 
battle. 

With the advent of the present 
Administration, led and manned 
almost entirely by men who have 
never produced a dollar’s worth 
of real wealth in their lives, has 
come a definite declaration that the 
principles upon which the Amer¬ 
ican nation has been built are a 
failure; that they must be cast out; 
and that for them must be sub- 
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stituted principles imported from 
abroad and alleged to be new, but 
as a matter of fact, as old as 
human history, in truth, the very 
principles from which our fore¬ 
fathers fled to this country. It has 
been repeatedly charged that the 
reason we have suffering and want 
is because we have produced too 
much wealth, and that the way to 
correct the situation is to destroy 
that wealth, so that we may all be 
poor together; it has been repeat¬ 
edly charged that the business 
man, the leader in wealth creation, 
is responsible for the depression, 
and that the way to get out of it 
is to handicap in every way possi¬ 
ble those who are responsible for 
producing the things we need; it 
has been repeatedly charged that 
the average man is no longer able 
to take care of himself, that he is 
no longer capable of planning and 
directing his own life, but that this 
must be done for him by govern¬ 
ment, through bureaus and com¬ 
missions appointed by politicians. 

The Increase in Federal 
Power 

Time doesn’t permit our going 
into the details of all the laws 
which have been enacted during 
this period. Suffice it to say that 
notwithstanding all of their ap¬ 
parent inconsistencies, they have 
this in common, that they tremen¬ 
dously increase the power of the 
Federal Government, and specifi¬ 
cally of the President, over the life 
and activities of the citizens; that 
they correspondingly curtail the 
right of the citizen to regulate his 
own life; that they materially and 
severely curtail and abridge those 
things which previously have been 
considered inalienable rights; and 
that, as a whole, they tend definite¬ 
ly to decrease the productivity of 
the country. Each and every one 
of them proceeds on the theory 
that it is a crime ‘‘to make two 
blades of grass grow where one 
grew before.” Each and every one 
seeks to take away wealth from 
those who, through ability and in¬ 
dustry, have acquired it, and give 
it to those who for some reason or 
other have been unable to produce 
as much as they have consumed. 
Each and every one, while prating 
of security, actually makes less 
secure the life and work of every 


business man, farmer, clerk, and 
working man. They all proceed on 
the fundamental principle that 
government should have control of 
the details of the life of the people, 
rather than that citizens should 
have control of the power of gov¬ 
ernment. 

Goyemment As the 
Supreme Arbiter - 

There can be no argument as to 
what the present Administration 
is seeking to do. Its members 
have been perfectly frank as to 
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their .intentions. In his message 
to Congress, Jan. 3, 1934, the 
President stated that America must 
have “a permanent readjustment 
of many of our ways of thinking, 
and, therefore, of many of our 
social and economic arrange¬ 
ments,” after which, he goes on to 
speak of “the new economic 
order,” and “the proletarian 
State.” In his message a year 
later he said, “We have undertaken 
a new order of things; the out¬ 
lines of the new economic order, 
rising from the disintegration of 
the old, are apparent,” leaving the 
impression that he, like Mussolini, 
believes in the authoritarian State, 
a State in which “the Government 
is the sole and supreme arbiter of 
the needs of society.” 

Doctor Tugwell, still on the pub¬ 
lic payroll as a high official of the 
Agricultural Department, in his 
recent book says: “For many years 
the technical task of devising plans 
for regulating our complex eco¬ 
nomic interests was too difficult to 
attempt. But today we know that 
this is no longer true, for Russia 


has shown that planning is prac¬ 
ticable.” From what are said to be 
official sources, which so far as 1 
know have never been challenged, 
we find that up to 1926, as a part 
of that planning, the executioner 
disposed of 28 archbishops and 
bishops, 6765 priests, 6575 teach¬ 
ers, ^80 doctors, 54,850 officers, 
260,000 soldiers, 150,000 police 
officers, 48,000 gendarmes, 355,- 
250 intellectuals, 198,000 workers, 
915,000 peasants, a total of slight¬ 
ly over two million souls. Other 
statements of conservative and 
creditable observers relative to 
famine conditions of the last four 
years lead to the inevitable con¬ 
clusion that the political and 
economic system in Russia today 
has cost twice as many human 
lives as were sacrificed on both 
sides of the line in the 52 months 
of the World War. Does Doctor 
Tugwell mean to say that this is 
the way toward increased happi¬ 
ness for the American people, or 
is he too densely ignorant to know 
the practical results of the fine 
theories he expounds so glibly? 

The Downhill Slide 

Nor do these conditions come 
through conscious effort We are 
like a man who loses his footing 
on a mountainside; once started, 
natural forces carry him down 
without effort on his part; only 
by stopping himself, only by slow¬ 
ly and laboriously retracing his 
steps, can he escape inevitable 
doom. Cotton control leads to 
peanut control, peanut control 
leads to potato control, and final¬ 
ly to the control of all other 
products. Excessive taxation of 
income leads to confiscation of 
savings and capital, and after 
these are exhausted, to a levy on 
other things, until the State ovms 
everything, including the lives of 
its subjects. When this condition 
arrives, the sole remaining ques¬ 
tion to be decided is whether the 
life of a particular individual is 
worth as much as the food he 
consumes, and in millions of cases 
the answer is in the negative. Com¬ 
munism may be a beautiful theory, 
but its inevitable result is misery, 
slavery, and death. 

Those of us who still believe in 
the effectiveness of the fundament- 
(Continued on page 85) 
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NEW I.C.C. TRUCKING RATES SHOW MINOR CHANGES 
SHOULD BECOME EFFECTIVE FEBRUARY 14. 1936 


Most hardware items take same rating base as b^ 
fore. New ClasuficationSf taking into consideration 
four %one plans wiU be published in two books to 
handle bom carload and l.c.L shipments. Present 
mixed truckload provisions wUl continue. 


Unless extension of time is 
decided upon by the Interstate 
Commerce Commission, motor 
truck rates under tbe new Motor 
Vehicle act will go into effect 
Feb. 14. It is hoped by the 
trucking industry to have the 
rates printed and ready for 
filing with the commission by 
Jan. 15. Except for minor ad¬ 
justments present ratings will 
be preserved, though truck 
rates vrill not go below fourth 
class in eastern and western 
territories. These two territories 
together with southern territory 
make up the geographical divi¬ 
sion of the country for rate 
making purposes. They are 
identical with the three great 
railroad divisions, official, south¬ 
ern and western classifications. 

All hardware items **not other¬ 
wise indexed by name’* 
(NOIBN) will cany the same 
ratings in all, three territories 
as at present except where they 
are now different. An example 
of a variant in hardware item 
rates relates to so-called Rule 25, 
now in third class. It has been 
changed to third class in eas¬ 
tern and second class in southern 
and western territories. 

Work of preparing the na¬ 
tional motor freight classifica¬ 
tion has proven to be a huge 
task, but now is virtually com¬ 
pleted. The work was delegated 
by the National Rates and 
Tariffs G>mmittee of the Amer¬ 
ican Trucking Associations, Inc., 
official tariff publishing agent, 
to a group of traffic men whose 
companies volunteered their ser¬ 
vices. 

The classification will be pub¬ 
lished in two books. One clas¬ 
sification will contain less-than- 
truckload (LTL) ratings, while 
the second will show ratings for 
volume shipments. Ratings for 
LTL traffic will provide four 
classes with an additional pro¬ 
vision for the class previously 
called R-26 in eastern territory. 


In southern territory there will 
be six classes and in western 
territory there will be four. 

Volume ratings will list quan¬ 
tity weights to coincide with 
those generally used and will 
show the same ratings for the 
foregoing classes, with the fol¬ 
lowing additions: In eastern 
territory, classes 5 and 6; in 
southern territory, class 7, and 
in western territory classes 4 
and 5. 

Ratings in the classification 
covering volume shipments **do 
not apply in states where pro¬ 
visions of law for load limit is 
less than the weight expressed 
in this classification as a basis 
for such volume ratings, and for 
such states the carrier shall show 
in rate tariffs any rules for vol¬ 
ume ratings which it uses.” 
This ruling has been made by 
the National Rates and Tariffs 
Committee. In such rates, ship¬ 
pers may be denied the advan¬ 
tage of the lower volume ratings, 
it has been pointed out, because 
of the wei^t limitation laws. 
Shippers thus affected, the ATA 
has announced, may be expected 
to join hands with the organ¬ 
ized truckmen * in campaigning 
for liberalization of “the drastic 
weight restrictions.” 

Classifications rates are being 
revised to conform to the needs 
and advantages of the industry 
and descriptions of commodity 
items are being simplified wher¬ 
ever possible. 

The LTL classification is be¬ 
ing set up under a one-column 
rating. Where commodities are 
rated differently in the three 
territories shovm in the official 
classification, the LTL bode will 
indicate as much by a combina¬ 
tion of letters and numerals. 
Example: In the case of a rat¬ 
ing third class in the east, third 
class in the south and fourth 
class in the west, the designa¬ 
tion will be 334. In the case 
of a commodity rated R-26 in 


the east, third in the south and 
fourth in the west,, the designa¬ 
tion will be F-34. Numerals 
and letters adopted indicate 
rates, as, for instance, N4 TL 
means four times first class. 
The letter 0 means “subject to 
rates and regulations of indi¬ 
vidual carriers, and the letter 
P means “Not taken.” 

Pending further instructions, 
the committee is preserving in 
the volume rating book, the 
present mixed and truckload 
provisions which have been in 
use for many years. 

Publication of the classifica¬ 
tions in two books was decided 
upon after careful study made 
it clear that in certain areas 
the carriers would not want to 
distribute an LTL publication 
containing ratings and minimum 
weights that might be appropri¬ 
ate for other areas. It was 
agreed that arrangements should 
be made so the trucking indus¬ 
try need not adopt foreign issues 
or compile many separate pub¬ 
lications. 


A. H. McLeod Co., Mobile, 
Ala., founded in 1872 as deal¬ 
ers in marine supplies, is cele¬ 
brating its 63d anniversary by 
extending its services to hard¬ 
ware^ home furnishings, paint, 
electrical goods and sporting 
goods, and moving into new and 
larger quarters. 

The firm’s new home, a four- 
story building at the corner of 
Dauphin and Water Sts., is spa¬ 
cious enough to permit not only 
the expansion of the company’s 
range of marine supplies and its 
special canvas goods manufactur¬ 
ing loft but to allow amfde room 
for the new lines. The first 
floor is devoted to retail supplies, 
hardware, household utilities, 
paint and sporting goods. A 
balcony overlooking the street 
floor is used for the office equip¬ 
ment and staff of the company. 

The second floor contains the 
motor repair department and 
storage space. A rigging loft 
and storage space fill the third 



HENRT J. MENGBS 

MENGES RETIRES FROM 
WOODWELL CmiPANY 

Henry J. Menges has retired 
as general manager of the Jos. 
Woodwell Co», Wood St., Pitts¬ 
burgh, it was recently an¬ 
nounced.* Although he has re¬ 
tired from active service he will 
continue to be associated with 
the firm in an advisory capacity 
and will receive a pension for 
his 60 years of invaluable ser¬ 
vice. 


floor. On the fourth floor canvas 
goods is made. 

For the opening in its new 
home, McLeod G>. distributed 
souvenirs to the first 1,000 men 
and 1,000 women visitors. “True 
Value” week was inaugurated, 
featuring “True Value” hard¬ 
ware and housdiold utilities, a 
brand sold exclusively by the 
firm and manufactured by Hib¬ 
bard, Spencer, Bartlett & Go., 
Chicago, one of the oldest hard¬ 
ware concerns in America. Two 
editions of The Mobile Times 
carried double pages of ad¬ 
vertisements, many of which con¬ 
tained messages of congratula¬ 
tion from nationally prominent 
manufacturers and wholesalers. 

John I. Morrill is manager. 
He joined the firm in 1915 and 
four years later bought out the 
concern, operating it since. Six¬ 
teen persons are employed in its 
various departments, including 
experts in the manufacture of 
“Sea-Tested” canvas goods and 
tarpaulins, repairing motors. 


McLEOD CO. CELEBRATES 6S BIRTHDAY BY ADDING 
TO ITS ONES AND MOVING TO 4STORY BUILDING 
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PA. RETAIL SEEDSMENS 
CONFERENCE JAN. 9-10 

Retail distributors of farm and 
lawn seeds in Pennsylvania are 
invited to attend a conference at 
the Pennsylvania State College, 
State College, Pa., Jan. 9 and 10, 
1936. The conference will take 
place in room 109, Agricultural 
Building. 

For many years the Pennsyl¬ 
vania Experiment Station has 
been testing varieties of grain 
crops and strains of alfalfa and 
clover at State College and a 
series of tests of grasses adapted 
to fine turf and pasture have 
been under way. Numerous dem¬ 
onstrations have also been con¬ 
ducted in almost every county 
of the state under the supervision 
of the Agricultural Extension 
Service to determine the general 
adaptation of the best varieties 
of field crops, pasture and fine 
turf plants. 

As a result of these tests a 
large amount of information re¬ 
garding the adaptability of the 
various varieties and types of 
these crops to Pennsylvania con¬ 
ditions has been accumulated. 
The thought in mind is that this 
information is of great value to 
the retail distributors of field 
crop and grass seeds. 

Discussions will be led by the 
men who have been directly re¬ 
sponsible for conducting the 
tests and demonstrations. Ample 
time will be aUowed for round 
table discussions and the answer¬ 
ing of questions. The conference 
will also afford an opportunity 
for those interested in the seeds 
of vegetables and ornamentals 
to take up their problems with 
the specialist in these lines. 

Thursday afternoon will be de¬ 
voted to farm seeds and Friday 
morning to pasture and fine turf 
seed problems. 


GIBSON HELD PREVIEW 
MEETING IN NEW YORK 

Executives of the Gibson Elec¬ 
tric Refrigerator Corp., Green¬ 
ville, Mich., who attended the 
preview meeting held at the 
Hotel Commodore, New York 
Gty, in December, report that 
this meeting was a success. Both 
from the standpoint of attend¬ 
ance and the advance orders, L. 
E. Tanfenbach, sales manager, 
fdt that the enthusiasnt. of dis¬ 
tributors and dealers was high. 


Many distributors from Denmark, 
Sweden, Finland, Argentina, 
Uruguay and Chile were present. 


AWARDS MADE AT PRATT 
& LAMBERT XMAS PARTY 

Officials and employees of 
Pratt & Lambert, Inc., assembled 
Tuesday afternoon, Dec. 24, in 
the administration building at 
73-97 Tonawanda St., Buffalo, 
N. Y., for a Christmas party 
during which awards were made 
for continuous service with the 
company. 

Harold E. Webster, president, 
made the presentations following 
a brief -address in which he 
touched upon the conditions of 
business generally, the company’s 
progress and expressed the man¬ 
agement’s appreciation for the 
loyalty manifested. 

Watches were awarded for 20 
years* service while cuff links 
were awarded to the men and 
bar pins to the ladies for 10 
years* service. After a lapse of 
four years, the company revived 


a 30-year old custom, presenting 
a fine plump turkey to each em¬ 
ployee at Buffalo, Fort Erie, New 
York and Chicago. 


AMERICAN STEEL & WIRE 
APPOINTS JORDAN 

Harvey B. Jordan has been 
appointed Cleveland district man¬ 
ager of the American Steel & 
Wire Co., Chicago. He has 
been associated with the com¬ 
pany in various capacities for 18 
years. Mr. Jordan was first 
identified with the iron and steel 
industry as a chemist for the 
Aliquippa works of the Jones & 
Laughlin Steel Corp. and later at 
the Saxon furnaces of Joseph E. 
Thropp Co., Saxon, Pa. After 
graduating from Penn. State Col¬ 
lege in 1917 he joined the 
American Steel & Wire Co. and 
held various positions at its Cen¬ 
tral furnaces. From 1927 to 1933 
he was superintendent of blast 
furnaces and docks and in 1934 
became director of manufactur¬ 
ing practices and production 


PINCUS MADE ASST. MGR. 

STANLEY’S N. Y. OFnCE 

Charles Pincus has been ap¬ 
pointed assistant manager of the 
New York office, 100 Lafayette 
St., for The Stanley Works, New 
Britain, Conn. Mr. Pincus is a 
well known representative of the 



CHARLES PINCUS 


company in the New York Metro¬ 
politan district. He is a past 
Chief Booster of the New York 
Hardware Boosters. 

R. S. Cornell, manager of the 
New York office, has been ill 
for a number of weeks. He, how¬ 
ever, is showing much improve¬ 
ment but will not be able to 
return to work for some time, as 
a period of convalescence in the 
South is prescribed. During his 
absence, Mr. Pincus assumes all 
duties of manager. 


ALABAMA ASSN. TO 
CONVENE MAY 5-7 

The Retail Hardware Associa¬ 
tion of Alabama, Inc., will hold 
its annual convention and exhibit 
at Battle House, Mobile, Ala., 
May 5, 6, and 7, 1936, it was 
announced by secretary J. H. 
Crowe. 


WISHES TO REPRESENT 
MFRS. IN BELGIUM 

David Hartog, a sales agent 
operating on a commission basis 
at 12 Rue de la Fratemite, Brus¬ 
sels, Belgium, is interested in 
contacting manufacturers who de¬ 
sire representation in Belgium. 
He is particularly interested in 
a complete line of butchers* tools, 
saws, cleavers, knives, etc., and 
shoe repair tools. 



Trucks and trailers are being used by some of the distributors 
for the home appliances of Fairbanks-Morse Home Appliances, Inc., 
Chicago, for taking their merchandise to dealers instead of getting 
the dealers to come to them. These trucks carry Fairbanks-Morse 
refrigerators, radios, washers and ironers to the dealer’s front door. 


JAflUARY 2, 1936 


Digitized by LjOOQle 


51 
















PLANS COMPLETED FOR 
INT. HOUSEWARES SHOW 

In as much as there will be a 
great many new products ex¬ 
hibited in the First International 
Housewares Show, Merchandise 
Mart, Chicago, Jan. 6-8, 1936, 
the Hall of Science will be de¬ 
voted largely to merchandising 
and educational displays rather 
than to simple exhibits of mer¬ 
chandise, according to J. P. Cor¬ 
ley, manager of the show. Con¬ 
sequently many products will be 
sho¥m only incidentally in the 
Hall of Science and will be 
dependent on other displays in 
the show itself for the presenta¬ 
tion of new lines. 

Kenneth Collins, executive 
vice-president of Gimbel Bros^ 
and four housewares merchan¬ 
disers will participate in a round 
table housewares clinic. Those 
who will participate in the clinic 
are: E. W. Shaw, May Co., Qeve- 
land; C. W. Amos, housewares 
manager of Scruggs-Vandervoort- 
Bamey, St. Louis; R. W. Fogel, 
Crowley-Milner Co., Detroit, 
president of the Detroit House- 
wares Club; and George Brown, 
general housewares manager for 
Marshall Field & Co., Chicago. 

Mr. Fogel will be accompanied 
on his trip from Detroit by a 
large number of representatives 
of hardware stores in the Detroit 
area, for whom a special room 
has been set aside in the Mart to 
serve as buying headquarters 
during the show period. 


SIGNAL ELECTRIC NAMES 
N. Y. REPRESENTATIVE 

Signal Electric Mfg. Co., 
Menominee, Mich., has appoint¬ 
ed Walter J. Goggin, 376 W. 
Water St., Syracuse, N. Y., as 
its New York State representa¬ 
tive. Mr. Goggin is well ac¬ 
quainted with the wholesale trade 
and has had many years* experi¬ 
ence as a manufacturer’s agent. 
He will cover all of New York 
State, with the exception of New 
York City, for Signal products. 


G-E SUPPLY MAKES 
EXECUTIVE CHANGES 
* Gerard Swope has resigned 
as chairman of the board of di¬ 
rectors of the General Electric 
Supply Corp. and J. L. Buchan¬ 
an, formerly president, has been 
elected chairman of the board in 
his stead. J. L. Busey, formerly 
manager of sales of the appliance 
sales division of the Merchan¬ 
dise Department of the General 
Electric Co., Bridgeport, Conn., 
has been elected president of the 
General Electric Supply Corp. 

Mr. Busey became associated 
with the electrical industry in 
1909 as a salesman for Capital 
Electric in Salt Lake City. He 
spent the next ten years in both 


the retail and wholesale fields. 
In 1919, he joined Butte Electric 
Supply and in 1925 became as¬ 
sociated with Pacific States Elec¬ 
tric as assistant to the president 
in charge of sales. In 1929, he 
went to Boston as New England 
district manager of the G-E Sup¬ 
ply Corp., becoming successively 
appliance sales manager and gen¬ 
eral sales manager of the sup¬ 
ply corporation in 1932. That 
same year he was appointed 
manager of appliance sales of 
General Electric’s Merchandise 
Department, continuing in that 
position until his recent election 
to the presidency of the G-E 
Supply Corp. 


ALLEN LOCATES IN 
CHICAGO AS MFRS. REP. 

George A. Allen has opened 
office as manufacturers’ represen¬ 
tative in Chicago at 320 Madison 
Terminal Bldg., 9 S. Clinton St. 
He covers the states of Illinois, 



GEORGE A. ALLEN 


Michigan, Ohio, Indiana, Wis¬ 
consin, Minnesota, Iowa and 
Missouri, and calls on hardware, 
mill supply and electrical whole¬ 
salers, in which fields he is well 
known. 

Mr. Allen, for over 15 years, 
was Western representative for 
the Charles Parker Co., Meriden, 
Conn. He left that company in 
January, 1933, and started a 
manufacturers’ agency at which 
he has been successful. 


REPUBUC APPOINTS 
SALES METALLURGIST 

T. T. Johnson has been ap¬ 
pointed sales metallurgist for 
Republic Steel Corp., Youngs¬ 
town, Ohio, Pig Iron Division. 
He will be attached to the Bir¬ 
mingham, Ala., district. 

Mr. Johnson, after completing 
a specialized education in indus¬ 
trial chemistry, became asso¬ 
ciated with the U. S. Pipe & 
Foundry Co., as chemist at the 
Bessemer, Ala., works. From 
1909 to 1920 he was chief chem¬ 
ist and had active charge of 


cupolas and melting. From 1920 
lo 1921 he was assistant general 
superintendent and then was 
made general superintendent in 
1921 in which capacity he con¬ 
tinued until his recent appoint¬ 
ment by Republic. During 1913 
he was transferred to the Chat¬ 
tanooga, Tenn., and Burlington, 
N. J., works of the U. S. Pipe & 
Foundry Co., doing experimental 
work in the manufacture of cast 
iron shells for the U. S. Govern¬ 
ment. 

ST. LOUIS SALES MGRS. 
HONOR RICHARDSON 

A. E. Richardson, sales man¬ 
ager of the Simmons Hardware 
Co., St. Louis, Mo., has been 
elected vice-president of the 
Sales Managers’ Bureau of the 
St. Louis Chamber of Commerce 
for the coming year. 


MAHCHSING GROUP 
ELECTS OFFICERS 
FOR 1936 

At the Dec. 19 meeting of the 
Mahoning Valley Hardware 
Group (Ohio) the following of¬ 
ficers for 1936 were elected: 
Donald Evans, president, Donald 
Evans Hardware; C. F. Masu, 
vice-president, Masu & Perkins 
Co.; Sol Boych, treasurer, Gard¬ 
ner & Boych Co., 1700 Wilson 
Ave., Youngstown, Ohio; Ben 
Zurbrick, secretary. Geo. Worth¬ 
ington Co., Geveland, Ohio. 

Judge C. M. Woodside ad¬ 
dressed the meeting on the neces¬ 
sity of hardware dealers keeping 
their business and financial af¬ 
fairs in order. Results of one 
year of the sales tax in Ohio and 
its reenactment were discussed. 
President Paul Gleckler presided. 


SMALL BUILDINGS MAKE BIG BUSINESS, MEYER 

TELLS BUILDING CONGRESS AT MEETING 


Eugene Meyer, publisher of 
the Washington Post addressed 
600 people attending the New 
York Building Congress Recov¬ 
ery Luncheon meeting in the 
Grand Ballroom, Hotel Commo¬ 
dore, Dec. 18, 1935. His subject, 
’*Small Buildings Make Big 
Business,” was broadcast over 
WEAF and NBC red network 
from 1:30 to 2:00 p. m. Rolland 
J. Hamilton, president of the 
American Radiator Co., intro¬ 
duced Mr. Meyer. Thomas S. 
Holden, vice-president, F. W. 
Dodge Corp., and president of 
the New York Building Con¬ 
gress, 101 Park Ave., New York 
City, presided at the meeting. 

Mr. Meyer pointed out that 
housing is the one major industry 
in which so far we have failed 
to suit every income level and 
that 30 per cent of our popula¬ 
tion, according to the 1930 cen¬ 
sus, could only afford a rental of 
approximately $14 per month. 
He expressed the opinion that 
the Federal Government had 
not been very successful in its 
attempts to vnrestle with the 
problem of slum clearance; that 
the high costs of these experi¬ 
ments have called attention to 
the weak spots in the building 
industry, and also, perhaps, to 
'the weak spots in the govern¬ 
ment administration. He felt 
that some of the reasons for the 
lack of cheap housing facilities 
were: antiquated methods of 
financing; high interest rates; 
overspeculation; and a lack of 
close coordination in the buOd- 
ing trades that would not be 
tolerated in any other industry. 

In comparing low-cost housing 
projects in England with those 
in America, Mr. Meyer called 


attention to the fact that Great 
Britain, in proportion to popula¬ 
tion, has accomplished nearly 
twice as much within one year 
in the way of modernization of 
housing facilities as we did in 
our peak year of construction 
in 1925. He said, “On the basi^ 
of supply and demand as they 
existed in 1929, the country is 
about six years behind on its 
residential building program.” 

He went on to say that “we 
need small-building construction 
far in excess of anything wit¬ 
nessed in the past, and that in 
this field lies the greatest op¬ 
portunity for the building indus¬ 
try. Nor is the development of 
this field dependent upon in¬ 
creasing population, for there 
are several other important fac¬ 
tors constantly at urork—obso¬ 
lescence, fire losses, advancement 
to a better standard of living, 
and redistribution of population. 

“There is no doubt in my mind 
that the time for revival of small 
home construction is at hand. It 
is already in evidence in many 
different sections of the country. 
We need only to remember that 
building contracts for residential 
construction, according to F. W. 
Dodge Corp. figures, jumped 
from a little less than $202,000,- 
000 in 1933 to $394,000,000 thus 
far in this year. 

“The business of small-build¬ 
ing construction may need as¬ 
sistance in many forms—clarifi¬ 
cation and simplification of 
financing, so that money can be 
available on easier terms; im¬ 
proved methods of construction 
and better annual distribution of 
building activities, so that labor 
may be more easily employed.” 
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MARSHALL FIELD REPLACES WHOLESALE DEPT. 

WITH A MANUFACTURING DIVISION 


BOULWARE, VICE-PRES. 
OF THE CARRIER CORP. 

L. R. Boulware has been ap¬ 
pointed vice-presidhnt and gen¬ 
eral manager, efiFective Jan. 1, 
of The Carrier Corp., Newark, 
N. J., prominent in the manu¬ 
facture and installation of air- 
conditioning equipment. 



L. R. BOULWARE 


Mr. Boulware for the past 11 
years has been general sales man¬ 
ager of the Easy Washing Ma¬ 
chine Corp., Syracuse, N. Y. 
Prior to that, he was for five 
years engaged in manufacturing 
in Michigan, holding the posi¬ 
tions of purchasing agent and 
factory manager. Previously he 
was associated with a heavy ma¬ 
chinery manufacturer where he 
had charge of the general ac¬ 
counting, cost accounting, cred 
its, collections and internal ad¬ 
ministrative work. 

Mr. Boulware has been prom¬ 
inently identified with activities 
in the electrical industry as a 
whole and with outside market¬ 
ing and management of study 
groups, such as the American 
Management Assn., the Market¬ 
ing Executives* Society, the 
Sales Executives* Qub of New 
York, the American Marketing 
Assn., the Advertising Club of 
New York and the Sales Man¬ 
agers* Club of New York. He 
has been a speaker at numerous 
conventions. 


HANDLE FIRM OBSERVES 
EIGHTIETH ANNIVERSARY 

Turner, Day & Woolworth 
Handle Co., Louisville, Ky., has 
been engaged in the manufactnre 
of handles for 80 years. The 
company was formed in 1855 by 
Norman Day and Sidney Turner 
in Norwich, Conn., and by suc- 
cesshre stages of enterprise, de¬ 
velopment and progress, has 
reached a prominent place in its 
field. 

To mark its anniversary, the 
firm has recently published an 


interesting and attractive booklet 
entitled ^Handling the World 
Since 1855.” 

Many of those connected with 
the company as it is today have 
been in its service for a long 
period of years. The present 
officers are: chairman of the 
board, Charles D. Gates; presi¬ 
dent, H. Lee Bassett; vice-presi¬ 
dent and treasurer, W. R. Creal; 
vice-president, Robert H. Gates; 
and secretary, L. L. Anderson. 

Charles D. Gates has served 
the firm since 1877, holding 
every office except that of trea¬ 
surer. He was president and gen¬ 
eral manager for 20 years. Mr. 
Creal has been with the com¬ 
pany 30 years. Robert H. Gates 
also has a 30-year record, 13 of 
which were as vice-president and 
general manager. In connection 
with his present office, he has 
charge of sales and production. 


REPUBUC MOVES 
CLEVELAND OFnCE 

Effective Dec. 30, the Cleve¬ 
land, Ohio, District Sales Office 
of Republic Steel Corp., Youngs¬ 
town, Ohio, was removed from 
the Union Trust Building to 920 
Republic Building. Telephone 
number of the new office is Pros¬ 
pect 1400. W. E. Collier con¬ 
tinues in charge of the office as 
district sales manager. 


$100,000 FIRE SWEEPS 
STRONG HARDWARE CO. 

A $100,000 fire swept through 
the Strong Hardware Co., 335 
George St., New Brunswick, 
N. J., Dec. 16. The blaze, wliicb 
started in the cellar and is be¬ 
lieved due to a defective furnace, 
threatened to destroy the frame 
structure. 

For more than three hours 
every available piece of fire ap¬ 
paratus poured water into the 
building. Within an hour after 
the fire broke out, the floor of 
the store collapsed and thou¬ 
sands of dollars worth of mer¬ 
chandise, including Christmas 
goods, plunged to the cellar. 
Wall cases and shelves also top¬ 
pled and added to the debris. 

Alvin A. Hastings, president 
of the Strong Hardware Co., said 
at his home, 120 Sooth First 
Ave., Highland Park, that he was 
not yet ready to announce re¬ 
building plans. Stock was valued 
at $85,000 by Mr. Hastings. It 
was estimated that damage to 
the building would be at least 
$15,000. Mr. Hastings said he 
did not believe the insurance 
would provide full coverage for 
damage to the stock. 


Miurshall Field & Co., Chicago, 
Ill., has announced that the di¬ 
vision of the company formerly 
known as the Wholesale Depart¬ 
ment will be known henceforth 
as the Manufacturing Division. 
This unit will concentrate on 
goods manufactured or imported 
by the company. The firm will 
cease to operate as a jobber of 
goods manufactured by others. 

This program doesn’t affect the 
operation of Field’s retail stores, 
which have operated indepen¬ 
dently of the T^olesale Depart¬ 
ment for many years. The de¬ 
cision to adopt this policy came 
after several months’ intensive 
research and study. The man¬ 
agement feels that, because ol 
improved conditions, this is the 
logical time to launch this new 
program. 

Mr. McKinsey, chairman of 
the firm, stated that the policy 
was adopted because of the 
rapidly increasing demand for 
the firm’s manufactured prod¬ 
ucts, and because of the increas¬ 


ing difficulty of operating both 
as a manufacturer and a jobber. 

The sales and merchandising 
activities of the Manufacturing 
Division will be divided into 
five major groups, which will 
include the following: silk, wool, 
rayon and cotton dress goods; 
blankets, sheets, bedspreads, 
towels and linens; hosiery and 
underwear; handkerchiefs, lin¬ 
gerie, gloves, cotton dresses; 
floor coverings, curtains and 
draperies. 

A separate sales organization 
will be organized for each group 
and these will be coordinated 
under the supervision of Grant 
S. Mears, general sales manager. 
The organization structure of the 
new division will be simplified 
as much as possible. Its general 
management will be in the hands 
of Hughston M. MbBain, general 
manager, J. P. Margeson, assist- 
and general manager and mer¬ 
chandise manager, and Grant S. 
Mears, sales manager. 


E. C. ATKINS ISSUES MERCHANDISING BOOKLET 


A new 63-page booklet entitled 
“Smoother Sale-ing” has been 
published by E. C. Atkins & Co. 
It is attractively illustrated and 
arranged to open upwards as a 
pad, and is available gratis on 
request to the company at 410 
South Illinois Street, Indian¬ 
apolis, Ind. The booklet is de¬ 
signed as a merchandising ser¬ 
vice for the hardware dealer, and 
provides a month-by-month 
“memory stimulator,” as well as 
many suggestions for increasing 
hardware sales. 

Contained therein are pages 
suggesting Atkins tool stocks 
for hardware stores having an 
annual sales volume in tools of 
$5,000, $2,500 and $1,000. These 
lists suggest a method for keep¬ 
ing a well-balanced stock of 
high-grade and medium-priced 
Atkins Saws and other tools 
based on the volume of annual 
tool sales. Additional features 
of the booklet are: a list suggest¬ 
ing twin sales; ideas for window 
displays; twelve photographs of 


STREINE TOOL TO 
ERECT NEW BUILDING 

The Streine Tool and Mfg. 
Co., New Bremen, Ohio, has re¬ 
cently broken ground for the 
construction of a two and one- 
half story building that will be 
used for storing patterns. The 
building is to be 40 feet wide 
and 70 feet long and it will 
stand immediately south of the 
main factory building. 


dressed windows, one for each 
month of the year, together with 
a convenient monthly calendar 
suggesting weekly specials for 
Atkins and other products; and 
a special tabulation sheet for 
recording store advertising ex¬ 
penditures. 

Atkins’ services described in 
the booklet are: window display 
material; envelope enclosures 
that are furnished, imprinted, to 
Atkins dealers; ready-made news¬ 
paper ads available in mat or 
electrotype form; and sales 
booklets comprising an Atkins 
library of suggestions for every¬ 
one who owns or uses tools. 

Coincident with the publication 
of this book, the firm’s personal 
letter service to dealer’s pros¬ 
pects has been reinstated. This 
service, which consists of a series 
of three letters mailed to the 
dealer’s prospect list, is available 
to any Atkins dealer who guar¬ 
antees that he has at least $25.00 
invested in Atkins goods, and 
provides an inventory of same. 


IDAHO ASSN. TO 
MEET JAN. 23 AND 24 

The Idaho Retail Hardware 
and Implement Association will 
hold its annual convention at 
Pocatello, Idaho, Jan. 23 and 24, 
1936, it was announced by E. 
Bell, Box 1254, Boise, Idaho, 
acting secretary-treasurer. The 
association has not definitely de¬ 
cided upon the convention head¬ 
quarters. 
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ASSOaATED DEALERS WILL MEET 

AT DULUTH, JAN. 27TH TO 30TH 


D. R. Mackenroth, general 
manager of the Marshall Wells 
Co., Duluth, Minn., has an¬ 
nounced the dates of the ninth 
annual Associated Hardware 
Stores’ and Salesmen’s Conven¬ 
tion for Jan. 27, 28, 29 and 30. 

Four hundred or morr hard¬ 
ware merchants and salesmen 
from the states of Montana, 
North Dakota, South Dakota, 
Minnesota, Wisconsin and upper 
Michigan are expected to attend. 
Advance reservations indicate the 
largest attendance on record. 

In addition to the speakers on 
the 8ta£F of the Marshall Wells 
Co., several nationally known au¬ 
thorities in the hardware field 
will address the group. 

A large portion of the time 
will be used to study more pro¬ 
gressive and modern merchan¬ 
dising methods, including better 
salesmanship, improved displays, 
modern store arrangement, better 
stock control, and more success¬ 
ful retail management. 

On the following Monday, 
Tuesday and Wednesday, Feb. 
3, 4 and 5, a clerks’ school will 



D. R. MACKENROTH 

be held for the first time. The 
purpose of this school will be to 
educate retail salesmen to a 
higher standard of general mer¬ 
chandising ability. 


HOWARD GRABS RESIGNS 
FROM BURHANS & BLACK 

Howard Crabb, who for the 
past few years has been retail 
manager and later sales man¬ 
ager for Burhans & Black, Inc., 
Syracuse, N. Y., has resigned. 
His resignation took effect Jan. 
1. He at that time became 
associated with the Bettendorf 
Lumber & Supply Co., Betten¬ 
dorf, Iowa, as manager of its 
retail department. 


INGRAHAM, SALES 
MANAGER FOR LOGAN 

Lee H. Ingraham has joined 
the Logan Gear Co. and Bingham 
Stamping & Tool Co., Toledo, 
Ohio, as sales manager. The 
latter company has recently 
brought out a complete line of 
passenger car jacks, including 
a newly patented bumper-type 
“Quick-Lift.” Mr. Ingraham was 
formerly sales manager for The 
Standard Vacuum Cleaner Mfg. 
Co., Qeveland. 


WISCONSIN IMPLEMENT 
DEALERS ADOPT CODE 

The Wisconsin Implement 
Dealers’ Association at its an¬ 
nual convention, Dec. 11 and 12, 
in the Milwaukee Auditorium 
adopted a code of fair trade prac¬ 
tices to be put in effect among 
its more than 500 firms. The 
following were elected officers of 
the association: L. P. Rosen- 
heiroer, Kewaskum; Harwood 


Page, Prairie du Sac, vice-presi¬ 
dent; and Paul F. Scharine and 
M. R. Williams, Delaven, trea¬ 
surer and secretary. Directors 
elected were Herman Eberhard, 
Newton; Austin Schroeder, 
Markesan; and Theodore Water- 
molen, Ripon. 


H. C. ATKINS HONORED 
WITH BIRTHDAY PARTY 


Henry C. Atkins, president 
and general manager of E. C. 
Atkins and Co., Indianapolis, 
Ind., was recently given a sur¬ 
prise party honoring his 67th 
birthday anniversary. Office and 
factory employees congregated 
at a previously appointed place 
in the Atkins factory where Mr. 
Atkins was directed by a ruse. 



A fitted traveling case and a 
combination desk lamp and 
clock, gifts of the employees, 


were presented by Fred C. Gard¬ 
ner, secretary - treasurer. Mr. 
Gardner in turn was presented 
with a junior floor lamp in ap¬ 
preciation of his 54 years of 
service. 

A basket of yellow crysanthe- 
mums and other fall flowers was 
given to Mrs. Atkins. At the 
same time a similar basket was 
presented to Mrs. Gardner, whose 
illness prevented her attendance. 
William Weaver, representing 
the Atkins Pioneer Service Club, 
acted as chairman. Other speak¬ 
ers were W. A. Atkins and 
Charles Bronson. 

Shown in the picture arc E. C. 
Atkins and Mr. Gardner. 

OXFORD TOOL CO. 
BUYS NEW FACTORY 

Oxford Tool Co., 180 West 
Oxford Street, Philadelphia, 
manufacturer of edge tools has 
purchased a new factory at 1633 
N. Second Street. It will give 
the company double its present 
capacity due to greater floor area 
and manufacturing will all be on 
one floor. The firm will move 
during Jknuary. 


ANDERSON BUYS WAGNER 
BRANCH IN CHICAGO 

Ted Anderson purchased title 
of Wagner Bros, branch retail 
store at 1444 E. 55th St., Chi¬ 
cago, Dec. 23. For many years 
Mr. Anderson has been manager 
of the store, one of two operated 
by Wagner Bros, in Chicago. 
The store will be known here¬ 
after as Ted’s Hardware. 


CUTLER-HAMMER NAMES 
TWO VICE-PRESIDENTS 

Cutler-Hammer, Inc., Milwau¬ 
kee, Wis., •manufacturers of 
electrical control apparatus, has 
announced the advancement of 
G. S. Crane, sales manager and 
W. C. Stevens, chief engineer, 
to vice-presidencies in charge of 
sales and engineering, respec¬ 
tively. 



W. C. STEVENS 


Mr. Crane, a graduate of the 
University of Michigan, began 
his service in the company’s en¬ 
gineering department more than 
25 years ago. He was later 
transferred to the sales depart¬ 
ment, serving for a time as man¬ 
ager of the company’s Cleveland 
office, and for the past 12 years 
acting as sales manager with 
headquarters in Milwaukee. 


FALL CAMPAIGN OF THE ELECTRICAL ASSN. 

OF PHILA. RESULTS IN 1,410,848 LAMP SALES 


The Fall Lamp campaign 
sponsored by the Electrical As¬ 
sociation of Philadelphia, Archi¬ 
tect Bldg., 17th and Sansom Sts., 
resulted in net sales of 1,410,- 
848 lamps with a retail value of 
$210,000 during the 31 days of 
activity recently concluded. Co¬ 
operating with the association 
were the three manufacturer 
members. General Electric Co., 
Hygrade-Sylvania and Westing- 
house Lamp Co., and the dis¬ 
tributor members selling these 
lamps through retail agents 
throughout Bucks, Chester, Dela¬ 
ware, Montgomery and Philadel¬ 
phia counties. 

Total sales received show an 
increase of approximately 16 per 
cent over the totals received 
from a similar activity conducted 
during October, 1934. The re¬ 
tail value of the lamps sold was 
slightly less than the retail value 
of the lamps sold in the two 
preceding campaigns. This is 
due to a 20 per cent price re¬ 


duction on list prices 

It is estimated that approxi¬ 
mately 23 per cent, or 324,495 
lamps, of the total sales were 
made by dealers to industrial 
and commercial establishments 
and the remaining 77 per cent, 
of 1,086353 lamps, were sold to 
domestic customers. 

A total of 1,457 retail agents 
located in the Philadelphia 
metropolitan* territory registered 
as actively participating in the 
campaign. This group returned 
373 report forms on which the 
activities of the dealers were out¬ 
lined for consideration of the 
judges in the dealer prize con¬ 
test. Fifty-two prize winners 
were selected and honorable 
mention was given to ten others. 
For each dealer who received a 
prize, the jobber salesman who 
called on the dealer received a 
prize equal to one-half of the 
amount of money awarded to the 
dealer. 
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BRIEF ITEMS OF INTEREST TO THE HARDWARE TRADE 


ALABAAU 

The Carrollton Hardware and 
Fomhnre Co., Carrollton, Ala^ 
has been pnrchaaed by the 
Hoosel Brothers, of Gordo, Ala. 


CAUFORNU 
Ernest E. Flinn and Ray BeU 
hare opened a hardware store 
and electrical shop in Costa 
Mesa, CaL 


The Arlington Hardware Co. 
has moved from 136 North First 
Sl to larger qaarters at 1117 
Van Ness Avc., Fresno, Cal. The 
new store carries hardware, 
paints, roofing, housewares and 
sporting goods. 


The Schluckebier Hardware 
Co., Petaluma, Cal., has opened a 
honsdiold department. The larger 
appliances such as ranges, heat¬ 
ers, washing machines, and re¬ 
frigerators will be carried, as 
well as smaUer housriiold equip¬ 
ment, including glass and din- 
nerware. 


The J. C. Bacon Hardware Co. 
is now located at 841 South 
Spring St., Los Angeles, Cal. Mr. 
Bacon formerly had a hardware 
store at Eagle Rock, Cal. 


Leo F. Schmmpf has purchas¬ 
ed the Howard Buttress Bldg., 
San Gabriel, CaL, in which he 
has operated the Schmmpf Hard¬ 
ware store for eight years. 


COLCmADO 

The Fields Hardware Co., 
Olathe, Col., a subsidiary of 
the Lathrop Hardware of Mont¬ 
rose, has dosed its doors. The 
store at Montrose will expand. 


FLORTOA 

The Fisher Hardware Co. has 
begun work on its new brick 
building for its new store at 
Panama City, Fla. The business 
there will be conducted along 
the same line as the firm’s store 
at DeFuniak Springs, Fla., and 
win be known as the Fisher- 
Sdnson Hardware Co. 


The Smith Hardware Co., 
Avon Paik, Fla., has completed 
a 20x40 foot warehouse, which 
win house the firm’s new line 
of builders* suppHes. 


Bemar Wooten and Homer 
Fairdoth have opened a store 
in Madison, Fla., under the 
name of The New Hardware and 
Fumitore Co., with a line of 
h ar dw ar e, honsefnmishings, farm 
implements, etc. 


GEORGU 

J. E. Almand has opened a 
hardware store on Commerce 
St., Conyers, Ga., with a com¬ 
plete line of hardware, house- 
wares and farm operating equip¬ 
ment. 


M. P. Holbrook has purchased 
the hardware business formerly 
operated by R. P. Crawford at 
Camming, Ga., and, foUowing 
remodeling, wiB continue the 
business in the same location. 


The Douglas Hardware Co. is 
the name of the firm that suc¬ 
ceeds the Hammond Hardware 
Co. The new store is being op¬ 
erated in the same location as 
the former company in Griffin, 
Ga. 


H. A. Davis has opened a 
hardware store on Main St., 
Warrenton, Ga. 


HoweU Johnson has opened 
a hardware store at Gibson, Ga., 
under the name of Johnson & 
Bros. He will be assisted by 
his brother. 


ILLINOIS 

The Tri City Hardware Co., 
LaSaUe, Dl., is expanding its 
business by adding a store build¬ 
ing adjoining its present quarters 
on the West. 


Charles F. Kriegshauser has 
opened a hardware store in the 
Plattner Bldg., Pittsfield, HI. The 
business wiU be known as the 
Pittsfield Hardware Co. 


H. C. Shoemaker, implement 
dealer of Wyoming, Ill., has pur¬ 
chased the complete stock and 
good wiU of Miller’s Hardware, 
there, and will in the future car¬ 
ry a complete line of hardware, 
stoves and allied lines in addi¬ 
tion to implements in his store 
on East Williams St. 


INDIANA 

The newly remodded West 
Side Hardware Co. store has re¬ 
cently been opened at 2233 W. 
Franldin St., EvansviUe, Ind., 
with new lines such as electrical 
suppUes, cutlery, glassware, oven- 
ware, chinaware, cleaning and 
household needs, aluminum 
ware, enamel ware and sporting 
goods. The store is owned and 
operated by Mrs. Peter J. Lint- 
zenich. 


IOWA 

WiUiam Qoos has purchased 
the interest of his partner, Frank 
Simmons, in the Qoos & Sim¬ 
mons Hardware and Furniture 
Store, Elockton, Iowa, and is 
now sole owner. 


J. Fred Dirks of Akron, Iowa, 
and his brother, Walter Dirks, 
of BrunsviUe, are preparing to 
open a hardware store in Akron. 
FVed Dirks will continue his 
mop manufacturing business in 
connection with the store. He 
formerly operated a hardware 
store in Hawarden. 


KENTUCKY 

Cayce-Yost Co. has moved into 
its newly remodded building at 
912 South Main St., Hopkins¬ 
ville, Ky. 


Monroe Hardware Co. is the 
firm succeeding to Williams and 
Harlin in TompkinsviBe, Ky. 


BIAINE 

The Woodfords Hardware and 
Paint Co. has opened a third 
store at 554 Deering Ave., Wood- 
fords, Me. Other store locations 
are at 695 Forest Ave. and 131 
Woodford St. 


The Eastern Hardware Co., 
LoweB, Mass., has acquired a 
store at 71 Lisbon St., Lewiston, 
Me. 


BnSSOURI 

W. R. Finley Hardware Co. 
has leased the storeroom at 5937 
Easton Ave., St. Louis, Mo. 


Charles Block has rented a 
store at 720 Locust St., St. Louis, 
Mo., in which he wiB open a 
hardware, toy and novelty shop. 


NEW MEXICO 
The H. H. Stevenson hard¬ 
ware store, Alamogordo, N. M., 
is enlarging its floor space 
25x100 feet. 


NEW YORK 

The Lynbrook Hardware Corp., 
Lynbrook, N. Y., has opened for 
business in a former bank buBd- 
ing at the southwest comer of 
Merrick road and Broadway. It 
is a hardware and housefumish- 
ings firm and the principal own¬ 
ers are Abraham Friedel and 
Arthur WolBn. 


omo 

The Rowe Hardware store has 
been opened at 515 Oak St., 
Toledo, Ohio. 


NORTH CARCHJNA 
The Yonts-Loflin Hardware 
Co. has been opened in Tliomas- 
viBe, N. C., by Dewey H. Lof- 
lin and Lloyd Yonts, both of 
whom have been connected with 
the Crutchfield Hardware Co., 
there, for the past twelve years. 


The Bray-Hodgin Hardware 
Co. has been opened for busi¬ 
ness in Liberty, N. C 


W. C Burgin has opened a 
hardware store at Marion, N. C., 
in the Kirby block on West 
Court St. 


Sol H. Edwards has sold the 
Brown-Edwards Hardware Co., 
North Main St., Tarboro, N. C., 
to J. Sidney Brown, G. C. Blow 
and Perry Pitt. The firm wBl 
be operated as the Brown-Pitt 
Hardware Co. 


omo 

Evan T. Reese has opened a 
general hardware store at 2413 
Qeveland Ave., Columbus, Ohio. 
The business will be operated 
under the name of the Tim 
Reese Hardware Store. 


SOUTH CAROLINA 

The Oconee Hardware Co. has 
moved to the BeB Bldg., Wal- 
haBa, S. C. 


TENNESSEE 

J. 0. Armstein and A1 Gold¬ 
stein have opened a general 
hardware and honsefumishing 
store on West Franklin St., 
ShelbyviBe, Tenn. 


^.Q^uris Pritchett has purchased 
the {^field Hardwa^ Co., 
Dresden, Tenn., and wiB con- 
tinne the business under the 
same name. 


WASHINGTON 

T. R. Harris has purchased 
the WaBingford Hardware Co., 
1916 N. 45 St., Seattle, Wash., 
from S. C. Raynor. 


WISCONSIN 

The Hammond Implement Co., 
Shawano, Wis., is erecting a new 
display room for hardware and 
agricultural implements. 
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HORATIO S. EARLE PASSES AWAY AT 80 

WAS BUSINESS AND CIVIC LEADER 

Bmili fini eemrnni road and wom MUhigmnU fint Highway 
CommUrUmarrn War hood of North Wayna Tool Co. and troll 
Iniotnt throngkoui hardwara indntiry 


The paesing of Horatio Swayer 
Earle on Dec. 25, 1935, brings to 
a close the career of a most on* 
usual and interesting business 
man and civic leader. Mr. Earle 
was 80 years old and the presi¬ 
dent and sales manager of the 
North Wayne Tool G)., Detroit, 
Mich., in which city his death 
occurred from a heart attack 
while showing a Christmas gift 
to members of his family. 

Although he started his hard¬ 
ware business career in the pro¬ 
duction end of a New England 
factory, his native selling ability 
soon placed him at the head of 
his firm's selling staff. From that 
time on his rise was rapid and 
his own organization, of which 
he was the active head at the 
time of his death, grew to be a 
well-known manufacturer of grass 
hooks, scythes, etc., for the hard¬ 
ware trade. For many years Mr. 
Earle was a familiar and active 
figure at major conventions of 
both manufacturers and distribu¬ 
tors and was universally known 
and respected throughout the in¬ 
dustry. 

Mr. Earle had a deep civic 
pride and interest and was al¬ 
ways a willing leader in pro¬ 
grams designed to improve liv¬ 
ing conditions in his city or 
state. “Good roads** were his 
particular hobby and brought 
him the affectionate nickname of 
“Good Roads Earle.** He was 
Michigan*s first highway com¬ 
missioner, in which capacity he 
built the first cement road. Since 
that time three “good roads** 
monuments have been erected 
and dedicated to Mr. Earle in 
Michigan, which also has a high- 


F1UNK J. ROBISON 

Frank J. Robison, 56, sales¬ 
man for the Yale & Towne Mfg. 
Co., Stamford, Conn., died Dec. 
3 at his country home in Hu- 
bertus, Wis. He was an out¬ 
standing lock and hardware 
salesman. 

Mr. Robison first became as¬ 
sociated with hardware in the 
retail store of E. E. Emrick, 
Dayton, Ohio. He served in the 
Spanish American War. After 
the war he went to work for the 
T. B. Rayl Co., Detroit, where 
he spent several years in the 
builders* hardware department. 
Later he became manager of the 
builders* hardware department 
for Ware Bros. Hardware Co.« 
Spokane, Wash. He next returned 



H. 8. EARLB 


speed highway known as the 
“Earle Memorial Super High¬ 
way.** 

For 34 years Mr. Earle has 
been a member of the Detroit 
Newsboys’ Association, 31 years 
of which he was a director and 
twice its president. He was a 
member of the American Hard¬ 
ware Manufacturers* Association, 
Detroit Exchange Gub, Uptown 
Detroit Exchange Club and the 
National Exchange Club. He is 
a past president and founder of 
the American Road Builders* As¬ 
sociation, past president of the 
League of American Wheelmen, 
state senator from 1901 to 1902, 
and chairman of the Michigan 
Highway Commission. He was re¬ 
cently elected a member of the 
Hardware Ace Fifty Year Gub. 

Mr. Earle is survived by a son, 
George, associated with him in 
the North Wayne Tool Co., and 
a sister. 


to Detroit and secured a posi¬ 
tion as traveling representathre 
of Sager Lock Co., traveling 
throughout the middle East. He 
came to Yale & Towne as a sales¬ 
man in July, 1918, traveling in 
part of lUinois, Wisconsin, Min¬ 
nesota, North and South Dakota 
and Iowa. 

Mr. Robison leaves his widow, 
two sons and one daughter. 


OLAF HANSON 

Olaf Hanson, 73, proprietor of 
the Hanson Hardware Co., Sioux 
Falls, S. D., died at his home 
there recently, following a short 
illness. Mr. Hanson first settled 
at Mt. Horeb, Wis., where he 
engaged in the hardware and 
grain business. In 1908 he came 


to Sioux Falls where he pur¬ 
chased the retail hardware store 
from Larson Hardware Co., 
Eighth and Main Streets. This 
became the Hanson Hardware Co. 
in which he was associated with 
his two sons, Clarence and Oscar, 
and a son-in-law, George Decker. 
Others surviving are his widow 
and two daughters. 


CHARLES H. WORDELL 

Charles H. Wordcll, 67, con¬ 
nected with the hardware and 
mill supply business in Fall 
River, Mass., for more than 50 
years, died Dec. 18 in a hospital 
in that city. He had been man¬ 
ager of the Wordell Mill Supply 
Co. there for the past 26 years. 
His widow and two sons survive. 

GEORGE KNAPP 

George Knapp, 88, former di¬ 
rector general of the National 
Enameling & Stamping Co., Mil¬ 
waukee, Wis., and an inventor 
of repute, died recently at his 
estate on the outskirts of Balti¬ 
more, Md. 

When several of the largest 
metal-working concerns in the 
United States organized the Na¬ 
tional Enameling & Stamping 
Co. in 1899, Mr. Knapp became 
its director general. He brought 
from Europe the first electric 
spot welding machine used in 
this country. He invented many 
processes of manufacturing ar¬ 
ticles from copper, steel, tin and 
other metals. Mr. Knapp re¬ 
tired about 10 years ago, but was 
a director of the above firm at 
the lime of his death. 


MIKE T. BAKER 

Mike T. Baker, 76, president 
of the McGee-Ross Hardware 
Co., died recently at his home in 
Carroll, Tenn^ following an ill¬ 
ness 6f typhoid fever. Mr. Baker 
was also president of the West 
Tennessee District Fair and the 
Madison Co-operative Co. He 
was a director of the Madison 
County Farm Bureau and prom¬ 
inently identified with other in¬ 
terests. He leaves his widow, 
four sons and a daughter. 


T. F. STRATTON 

Thomas F. Stratton, 68, died 
Dec. 4 at the home of his brother, 
Leslie M. Stratton, president of 
Stratton-Warren Hardware Co^ 
Memphis, Tenn., and also of the 
National Wholesale Hardware 
Association. 


CHARLES H. HOWARD 

Charles H. Howard, 79, died 
recently of a heart attack. Mr. 
Howard was a member of the 
hardware firm of Hodgson, How¬ 
ard and Marks, from which he 
retired several years ago. He 
leaves his widow, two daughters 
and two sons. 


MRS. KATHARINE 
TROUTMAN 

Mrs. Katharine Troutman, 78, 
mother of William George Steltz, 
president of the Supplee-Biddle 
Hardware Co., Philadelphia, 
passed away suddenly on Dec. 
15, 1935. 


WM. MmeGBEGOR DIED DECEMBER 18TH 

WAS GENERAL SALES MGR. CARBORUNDUM CO. 


William MacGregor, general 
sales manager of the Carborun¬ 
dum Co., Niagara Falls, N. Y., 
died on Dec. 18 after a prolonged 
illness, at the Polyclinic Hospi¬ 
tal, New York Gty. Mr. Mac¬ 
Gregor was bom in Scotland 
Oct. 5, 1888. After his schooling 
at Aberdeen he joined the or¬ 
ganization of his uncle, William 
MacGregor, in the manufacturing 
and manufacturing agency busi¬ 
ness at Airdrie. In 1912 he came 
to the United States to join the 
sales staff of the Carbrnmndum 
Co. In the year 1918 he became 
a general sales representative of 
the abrasive paper and doth de¬ 
partment of the Carborundum 
Company, and in 1918 was ap¬ 
pointed as sales manager of the 
stone and marble, and the paper 
and doth departments with head¬ 
quarters at Niagara Falls. In 
August, 1926, following the death 
of William W. Sanderson, he was 
appointed general sales manager 
of his company. 


Mr. MacGregor had a great 
host of friends throud>out the 
country, including the offidals 
and representatives of hundreds 
of the nation’s greatest industries. 
He had the happy faculty of 
bringing an engaging personality 
and a congeniality into business, 
and was regarded as being one 
of the most progressive and pop¬ 
ular of the younger sales execu¬ 
tives of the country. His quaint 
sense of humor and bit of a 
Scotch “burr,** which he never 
seemed to quite lose, endeared 
him to all of his friends and ac¬ 
quaintances. 

Mr. MacGregor was a member 
of the Masonic fraternity, and a 
member of the Shrine Gub of 
Niagara Falls, the Niagara Gub, 
the Niagara Falls Country Gub, 
and the Chamber of Commerce. 
Surviving Mr. MacGregor are 
his widow, a son and two 
daughters. 
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CONVENTION CALENDAR 


California Retail Hardware Asso- 
ciation Annual Convention and Ex¬ 
hibition, Santa Cruz, Cal., Feb. 3 to 
5 inclusive, 1936. Headquarters, 
sessions, and exhibit: Casa del Rey 
Hotel. LeRoy Smith, manager, 417 
Market St., San Francisco, Cal. 

Southern California Retail Hard¬ 
ware Association Annual Conven¬ 
tion and Exhibition, Los Angeles, 
Cal., Feb. 11 to 13 Inclusive, 1936. 
Headquarters, sessions and exhibit: 
Ambassador Hotel. J. V. Guilfoyle, 
managing director, 1122 Pacific Na¬ 
tional Bldg., Los Angeles, Cal. 

Idaho Retail Hardware and Im¬ 
plement Dealers Association Annual 
Convention, Pocatello, Idaho, Jan. 
23 and 24, 1936. Tentative head¬ 
quarters: Bannock Hotel. E. Bell, 
acting secretary. Box 1254, Boise, 
Idaho. 

Illinois Retail Hardware Associa¬ 
tion 39th Annual Convention and 
Exhibit, Peoria, lU., Feb. 4 to 6 
inclusive, 1936. Exhibit: State 
Armory. Headquarters: Pere Mar¬ 
quette Hotel. C. G. Gilbert, secre¬ 
tary, 1155 Merchandise Mart, Chi¬ 
cago, HI. 

Indiana Retail Hardware Associ¬ 
ation Annual Convention and Ex¬ 
position, Indianapolis, Ind., Jan. 28 
to 31, inclusive, 1936. Sessions and 
Exposition; Murat Temple. Head¬ 
quarters: Lincoln Hotel. G. F. 
Sheely, managing director, 130 E. 
Washington Bldg., Indianapolis. 

Iowa Retail Hardware Association 
38th Annual Convention and Ex¬ 
hibition, Des Moines, Iowa, Feb. 11 
to 14 inclusive, 1936. Headquarters 
and business sessions: Hotel Savery. 
Exhibit: Coliseum. Philip R. Jacob¬ 
son, secretary. Mason City, Iowa. 

Kentucky Hardware and Imple¬ 
ment Association Annual Conven¬ 
tion and Exhibition, Louisville, Ky., 
Jan. 21 to 23 inclusive, 1936. Head¬ 
quarters, business session and ex¬ 
hibit: Seelbach Hotel. J. M. Stone, 
Room 9, Seelbach Hotel, Louisville. 

Michigan Retail Hardware Asso¬ 
ciation Annual Convention and Ex¬ 
hibition, Detroit, Mich., Feb. 11 to 
15 inclusive, 1936. Headquarters: 
Statler Hotel. Business sessions and 
exhibit: Masonic Temple. Harold 
W. Bervig, secretary, ^1112 Olds 
Tower Bldg., Lansing, Mich. 

Minnesota Retail Hardware As¬ 


sociation 40th Annual Convention 
and Exhibition, Minneapolis, Minn., 
Jan. 21 to 24, inclusive, 1936. Ses¬ 
sions and exhibit: Municipal Audi¬ 
torium. C. J. Christopher, manager- 
treasurer, Nicollet and 24th Sts., 
Minneapolis, Minn. 

Missouri RetaU Hardware Asso¬ 
ciation 38th Annual Convention and 
Exhibition, St. Louis, Mo., Feb. 18 
to 20 inclusive, 1936. Headquarters, 
exhibition, and sessions. New Jef¬ 
ferson Hotel. F. X. Becherer, sec¬ 
retary, 2861 Gravois Ave., St. Louis. 

Montana Implement and Hard¬ 
ware Association Annual Conven¬ 
tion, Butte, Mont., Feb. 13 to 15 
inclusive, 1936. Headquarters and 
sessions: Finlan Hotel. R. M. 
O’Heam, secretary, Bozeman, Mont. 

Mountain States Hardware and 
Implement Association 34th Annual 
Convention, Denver, Colo., Jan. 20 
to 22 inclusive, 1936. Headquarters 
and sessions: Cosmopolitan Hotel. 
John T. Bartlett, secretary, 2005 
Mapleton Ave., Boulder, Colo. 

National House Furnishing Ex¬ 
hibit, 9th Annual, Chicago, Jan. 5 
to 11 inclusive, 1936. Headquarters 
and exhibition: Stevens Hotel. 
Under auspices of National House 
Furnishing Manufacturers Assn., 
Inc., 228 N. La Salle St., Chi¬ 
cago, Ill. 

Nebraska Retail Hardware Asso¬ 
ciation 35th Annual Convention. 
Lincoln, Neb., Feb. 4 to 6 inclusive, 
1936. Headquarters and sessions: 
Cornhusker Hotel. George H. Dietz, 
secretary, 414 Little Bldg., Lincoln. 

New York State Retail Hardware 
Association 34th Annual Convention 
and Exposition. Headquarters and 
business sessions at Hotel Syracuse, 
and Exposition at State Armory, 
Syracuse, N. Y., Feb. 11 to 14 in¬ 
clusive, 1936. John B. Foley, secre¬ 
tary, 510 Hills Bldg., Syracuse, 
N. Y. 

North Coast Hardware and Im¬ 
plement Association Annual Con¬ 
vention, Seattle, Wash., Jan. 31 and 
Feb. 1, 1936. Headquarters and ses¬ 
sions : Olympic Hotel. Ray Cava¬ 
naugh, secretary, 1148 Pacific Ave., 
Tacoma, Wash. 

North Dakota Retail Hardware 
Association Annual Convention and 
Exhibit, War Memorial Bldg., 
Devils Lake, N. D., Feb. 4 to 6 in¬ 


clusive, 1936. Louise J. Thompson, 
secretary, 21 Clifford Bldg., Grand 
Forks, N. D. 

Oklahoma Hardware and Imple¬ 
ment Association 33rd Annual Con¬ 
vention and Exhibition, Oklahoma 
City, Okla., Jan. 28 to 30 inclusive, 
1936. Sessions and exhibit: Ma¬ 
sonic Temple. Chas. F. Nelson, 
secretary, 301 Key Bldg., Oklahoma 
City, Okla. 

Pacific Northwest Hardware & 
Implement Association Annual Con¬ 
vention, Spokane, Wash., Jan. 28 
and 29, 1936. Headquarters and 
sessions: Davenport Hotel. Lee F. 
Olney, secretary, S. 121 Madison 
St., Spokane, Wash. 

Panhandle Hardware and Imple¬ 
ment Association Annual Conven¬ 
tion, AmariUo, Tex., Feb. 3 to 5 in¬ 
clusive, 1936. C. L. Thompson, sec¬ 
retary, Canyon, Tex. 

South Dakota Retail Hardware 
Association 31st Annual Convention 
and Exhibition, Sioux Falls, S. D., 
Jan. 28 to 30 inclusive, 1936. Ses¬ 
sions and exhibition: Coliseum. C. 
J. Christopher, manager-treasurer, 
Nicollet and 24th Sts., Minneapolis. 

Texas Hardware and Implement 
Association 38th Annual Conven¬ 
tion, Hotel Adolphus, Dallas, Tex., 
Jan. 21 to 23 inclusive, 1936. Dan 
Scoates, secretary. College Station, 
Tex. 

Western Retail Implement and 
Hardware Association 47th Annual 
Convention and Exhilntion, Kansas 
Gty, Mo., Jan. 14 to 16 inclusive, 
1936. Sessions: Ararat Temple. 
Hardware-Farm Equipment Exhibi¬ 
tion: New Municipal Auditorium* 
Geo. L. Goldman, director of ex¬ 
hibits. Herbert J. Hodge, secretary, 
Abilene, Kan. 

West Virginia Hardware Associa¬ 
tion Annual Convention, Greenbrier 
Hotel, White Sulphur Springs, W. 
Va., Jan. 20 and 21, 1936. H. B. 
Qower, secretary. Oak Hill, W. Va. 

Wisconsin Retail Hardware Asso¬ 
ciation 40th Annual Convention and 
Exhibition, Milwaukee, Wis., Feb. 
4 to 7 inclusive, 1936. Business ses¬ 
sions and exhibit: Milwaukee Audi¬ 
torium. George W. Komely, ex¬ 
hibit manager, 3374 N. Green Bay 
Ave., Milwaukee, Wis. H. A. Lewis, 
executive secretary, Stevens Point, 
Wis. 
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ADVANCES BECOMING EFFECTIVE 

Bolts & Nuts Manila & Sisal Rope 

Stoves Bernard & Lodi Pliers 

Dry Batteries Linseed Oil 

Hard Fiber Twines Carloads of Fencing 
600 lb. Competitive Platform Scales 

DECLINES BECOMING EFFECTIVE 

LCL Shipments of Nails and Wire 
Denatured Alcohol 

ADVANCES BEING ANTICIPATED 

Mechanics* & Hand Tools Truck Casters 
Strap & T Hinges, Etc. Leather Goods 

Paint Brushes, Etc. 


HOW'S the 


January 2n<i 1936 


On wire products (nails, wire, 
etc.) there has been a significant 
price change, issued December 17 
by the American Steel & Wire Com¬ 
pany and others. Replacing the 
complicated schedules put out in 
August, the practice of selling nails, 
and the allied lines of barbed and 
smooth fence wire, fencing, and bale 
ties, on the basis of varying quan¬ 
tity prices, is discontinued. In gen¬ 
eral, quotations to retail carload 
buyers are unchanged, but on fenc¬ 
ing, carload prices have been marked 
up $3 per ton. SmaU-lot prices on 
nails and wire are now 20 cents 
per 100 pounds above carloads, in¬ 
stead of 30 cents as before, so that 
LCL prices for the small buyers have 
declined. Bale ties and woven wire 
fencing in LCL amounts are now 
sold at $5 per ton above carloads. 
A moderate difEerential for jobbers, 
withdrawn experimentally in August, 
has now been restored. 

« « « 

Detailing the leading items 
involved in the above changes, the 
foUowing are the new LCL base 
prices to dealers, f.o.b. Pittsburgh 
or Cleveland: 

Wire nails—$2.«0 per keg. 

Polished fence staples—ILSO per keg. 
Galvanised fence staples—13.65 per keg. 
Annealed fence wire—$2.65 per 100 lb. 
Galvanised fence wire—$2 per 100 lb. 
American Glidden barbed cattle wire 
—$2.39 per 80 rod spooL 
American Glidden barbed hog wire— 
$2.55 per 80 rod spool. 

Lyman four point barbed cattle wire 
—$2.55 per 80 rod spool. 

Lorman four point barbed hog wire— 
$2.75 per 80 rod spool. 


Single loop bale ties—$58 ^ ton. 
Field and poultry fencings—per ton. 
Lawn fencing and flower border—$105 
per ton. 

On the basis of these prices, mills 
are accepting contracts and specifi¬ 
cations for shipment at {my time 
prior to March 31, 1936, but are 
not guaranteeing prices against ad¬ 
vance in the meantime, unless pro¬ 
tected by order or contract. Spring 
dating terms, and prepayment dis¬ 
counts are offered on fencing, posts, 
and gates, but do not apply to nails 
and other non-seasonable products. 

« « « 

Lamson & Sessions Company, 
on December 14, put out a general 
advance on bolts and nuts, which 
has now been generally followed by 
other makers—^to be in full effect 
with the start of this year. Jobbers’ 
prices to the average retail trade 
will probably rise to approximately 
60 per cent, on carriage and ma¬ 
chine bolts. 

« « « 

William Schollhom Company, 
makers of Bernard and Lodi pliers 
and punches, advanced their prices 
about 10 per cent, effective January 
1. The discount to the trade on this 
line will hereafter be 33 1/3 per cent 
instead of 40 per cent as formerly. 
Sentiment is growing for other ad¬ 
vances, among makers of mechanics’ 
and hand tools, the demand for aU 
of which has increased notably. 
Manufacturers do not see any prob¬ 
ability of their costs being reduced; 
in fact, consider them bound to in¬ 


crease on account of the additional 
taxes which will be effective in 
1936. Production problems are in¬ 
creasing with all manufacturers, not 
the least of which is the difficulty 
in obtaining additional skilled work¬ 
men. 

« « « 

Manufacturers of strap and 
T hinges, butts, etc., withdrew old 
prices on December 15, and have 
since been working on new price 
lists. These are expected to show 
an average advance of 5 to 7% 
per cent—^with list prices and dis¬ 
counts all different from former 
schedules. 

« « « 

An importrait manufacturer 
of truck casters has notified his job¬ 
bers that specifications at old prices 
could not be accepted after Decem¬ 
ber 31, intimating that a consider¬ 
able advance would then go into 
effect. There has been no definite 
announcement, at this writing. 

« « « 

Another change dating from 
January 1, is a mark-up of about 
5 per cent on competitive quality 
600-lb. platform scales, due, it is 
said, to increased costs of material 
and labor. 

« « « 

Manila and sisal rope prices, 
on both No. 1 and No. 2 grades of 
each, were advanced one cent per 
pound on January 1, under the new 
price schedules of leading manufac¬ 
turers as announced for the first 
quarter of the year. Prices on the 
specialty manila rope items, such as 
yacht rope, etc., remain unchanged. 

« « « 

An advance on batteries by 
the National Carbon Company went 
into effect December 16, with an 
increase ranging from 10 to 15 per 
cent on dry cells and radio A, B 
and C batteries. There were no 
changes af that time on Hotshot and 
flashlight batteries, or on flashlight 
cases. 
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HARDWARE Business ? 


Makers of electrical friction 
tape have marked up their prices 
about 12^ per cent, as of January 1. 

« « « 

Prices on stoves have ad¬ 
vanced 5 to 15 per cent, to cover the 
considerable increases in labor and 
material costs since former prices 
were adopted. 

« « « 

Hard fiber twines were fur¬ 
ther advanced on December 20, an¬ 
other one cent per pound, adding to 
the recent upward march of quo¬ 
tations on these materials, wUch 
started during the summer. Items 
involved are hay and hide rope, also 
lath yam, of both standard qualities, 
and in all weights or plies. 

« « « 

The 1935 shooting season was 
considerably curtailed, due to the 
new thirty-day legislation, to reduc¬ 
tions in the number of birds per¬ 
mitted for each day’s shooting, and 
to the smaUer total possession limit 
at one time. Many states handled 
the thirty days of legal shooting by 
establishing fifteen week-ends of two 
days each, which gave all sportsmen 
opportunity to be on the ground 
during the heasviest flights. Skeet 
shooting as a sport has made great 
gains during 1935. Skeet, requir¬ 
ing different guns than trap shoot¬ 
ing, has added to the sales and 
profits of retailers who have watched 
and catered to this growth. The 
introduction of low-priced telescopic 
rifle sights brought, during the past 
year, a great demand for these sights 
and for rifles fitted with them. Man¬ 
ufacturers were in many cases un¬ 
able to keep up with this volume 
of new business. 

« * « 

Prices on leather products 
continue steady and quite high under 
the influence of the government cur¬ 
tailment program on hides and meat 
animals. This influence b widely 
felt throughout hardware stocks, b^ 
cause of the important volume of 
such goods as harness and saddlery. 


leather sporting goods, leather-faced 
gloves, etc. 

* « « 

1935 Showed a marked in¬ 
crease in sales of paints, varnishes, 
brushes and all painters’ supplies. 
A great many painters went back to 
work, both on public and private 
projects. In countless instances, 
property which had been neglected, 
perforce, for several years, has at 
last been repaired and repainted. 
The great paint Industry feels that 
only a start on this job was made in 
the old year and that 1936 must 
certainly see increased activity. 
Prices on paint lines are strong. Lin¬ 
seed oil advanced 4% cents per gal¬ 
lon on December 13. Quotations on 
brushes are trending upward, due 
to the increasing cost of bristles. 

« « « 

Interest in china and glass- 
warcy in the hardware stores, has 
been very noticeable during the re¬ 
cent holiday season, and for most of 
last year. In almost every case 
where well-chosen stocks have been 
tried out, success in volume and in 
profit has resulted. Some hardware 
jobbers have stimulated interest 
among their customers in dinnerware 
and glassware, by preparing and 
putting out well-balanced assort¬ 
ments to sell at popular prices. Re¬ 
fills, too, are made available in 
moderate doses and at small cost. 

« « « 

Sales of denatured alcohol 
were slow, this winter, in getting 
under way, due to the late advent of 
cold weather. The volume has been 
better through December, and stocks 
are no longer causing anxiety. There 
has been a late reduction of five 
cents per gallon—or about 10 per 
cent—on 188-proof alcohol, due in 
part, no doubt, to the disappointing 
sales volume of the current season. 

« « « 

The year-end in hardware has 
been a period of pleasing contrast 
with even the favorable records set 
at the end of 1934. The general 
affairs of the American people had 


then started to look up—now the up¬ 
swing of betterment seems so much 
more securely established that repe¬ 
tition of this fact is becoming 
monotonous. Business is accepting 
more matter-of-factly a vndespread 
improvement which a year ago 
seemed doubtful as to its extent or 
duratimi. Better times have now 
held for so many months—^have been 
so emhpasized since the shackles of 
NRA were removed—^that optimism 
has again become our national habit. 
The hardware stores—all stores— 
appealing to the holiday spirit—^have 
b^n really busy. Stune merchants 
have had to call in extra help. Many 
of them have surprised themselves 
by running short of toys or skates, 
sleds or bicycles, electrical appli¬ 
ances, glassware or kitchen furnish¬ 
ings. There will be carry-overs, of 
course, where early estimates had 
been too “rosy,” but all reports indi¬ 
cate more shortages than surplus. 
January clearance sales should 
therefore involve smaller showings, 
though returning better profits, than 
for any recent year. 

* « « 

The firming tendency of 
prices is increasingly notable as the 
New Year opens. The serious de¬ 
moralization in a few important lines 
remains as the exception to the gen¬ 
eral trend. A scramble for early 
orders by leading jobbers is more 
often the cause of these price-wars, 
than any weakening of the manufac¬ 
turers’ markets. Manufacturers have 
ample reason to support their mar¬ 
kets in that most of them are busy. 
They are no longer willing to sacri¬ 
fice their own profits, or to see their 
distributors dissipate theirs. 

« # « 

The 1935 net sales of hard¬ 
ware wholesalers proper^ as esti¬ 
mated from Federal Reserve reports 
for the first ten months of the year, 
and as shown by the chart on page 
31, will reflect an increase of 
approximately 10 per cent. This 
will bring the probable net sales 
total to about 450 millions of dollars. 
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which can be compared with a low 
of 330 millions in 1933, and with a 
high of 725 millions in 1929. In 
contrast with the approximate 10 
per cent increase in sales, the in¬ 
crease in stocks only averaged about 
1.5 per cent. The smaller increase 
in stocks is explained, however, by 
tbe fact that they were expanded to 
near adequate levels in 1934. The 
1935 sales gains, by Federal Reserve 
districts, given in the respective or¬ 
der of the improvement experienced 
in each district are: Chicago; San 
Francisco; Minneapolis; Philadel¬ 
phia; St. Louis; Richmond; Dallas; 
Oeveland; Atlanta; New York, and 
Kansas City. 

« « « 

Business done under the Mod- 
ernization Credit Plan and the Single 
Mortgage System of the Federal 
Housing Administration in the week 
ended December 14, showed a gain 
over the previous week’s totals, de¬ 
spite the fact that seasonal declines 
are usually experienced at this time. 
Modernization loans numbering 23,- 
945 and totaling $7,846,947 were 
insured during the week by banks 
and other financial institutions which 
hold a contract for insurance with 
the Federal Housing Administration. 
This brings the grand total of the 
loans to 665,972 amounting to $240,- 
658,581. Mortgages selected for 
appraisal during the week numbered 
1622 and amounted to $6,583,932. 
A total of 63,581 have been selected 
for appraisal since the inception of 
the program, amounting to $245,- 
564,154. Fifteen low-cost housing 
projects have been accepted for in¬ 
surance in the amount of $27,030,- 
234. 

# * # 

t. 

A new sales record for in¬ 
candescent lamps, both large and 
miniature, was established in 1935 
according to a review of the electri¬ 
cal industry prepared by John Liston 
of the General Electric Co. A pre¬ 
liminary estimate of the number sold 
indicates a total of 707,000,000, an 
increase of more than 11 per cent 
over the 1929 total of 634,233,000, 
the previotta high total, llie 1935 
total includes 410,000,000 large and 
297,000,000 miniature lamps. 

« « « 

With the automobile industry 
cutrtady operating on nearly a 
400,OM unit a month basis—the 
highest rate of operations for this 
time of the year in its history, the 
outlook for 1936 is considered very 
bright. An analysis of the outlook 
for the industry, as published in the 
December issue of the Automobile 


Trade Journal, says in part: *Tt it 
necessary to go back to tbe middle 
twenties to find a business picture 
which looks as attractive and sound 
as at the present.” Due to the ac¬ 
celerated operations of motor car 
conq>anie8, Detroit’s present welfare 
load is lower than at any time within 
the past five years. There are 18,- 
886 families on relief, half of whom 
are listed as having ‘^unemployable” 
members, as against around 60,000 
families a year ago. In Flint, Mich., 
a General Motors city, Christmas 
buying refiected an increase of 66.5 
per cent over the holiday season of 
1934, and the number of families on 
relief has declined 71.7 per cent. 
Compared with December, 1934, the 
gains last month were: Building per¬ 
mits, 142 per cent; bank debits, 78 
per cent; bank clearings, 88 per 
cent; street car passengers, 53 per 
per cent, and car loadings, 174 per 
cent. 

« « « 

The extent of the recovery in 
the building industry in 1935 can be 
measured by the width of the spread 
registered in the value of permits 
issued over 1934 figures. During each 
of the first eleven months of 1935, 
building permit values were larger 
than for the comparative period of 
the year preceding. In spite of the 
seasonal recession in November, per¬ 
mits issued at the 215 cities regu¬ 
larly reporting to Dun & Bradstreet, 
Inc., were valued at $56,308,900, the 
highest November since 1931. This 
total was 105.1 per cent more than 
the largest monthly total of the year. 

« « « 

With unit sales of household 
washers during the first ten months 
of the year running 13 per cent 
ahead of the corresponding period of 
1934 and establishing a new produc¬ 
tion record, 1935 has marked a long 
forward step in the growth of the 
washing machine industry. Pros¬ 
pects are considered excellent for a 
further broadening of the demand 
during 1936. 

« * » 

In steel output, slackening 
due to the approach of the Christmas 
holidays, brought a reduction of 5.1 
points last week, to 49.5 per cent of 
capacity, as estimated by the Amer¬ 
ican Iron and Steel Institute. One 
month ago the rate was 55.4 per cent 
of capacity and one year ago the 
rate was ^.2 per cent. Steel pro¬ 
duction is at a very well sustained 
year-end rate, due to requirements 
from manufacturers of automobiles, 
tractors, farm implements, house¬ 
hold equipment and containers, as 
well as railroad and structural work. 


Digitized 


Shipments of ice refrigeratori 
(nott-electrical), in the four months 
ended November 30, were 26.6 per 
cent ahead of 1934, despite the great 
gains in electrical refrigeration. Pro¬ 
duction has been stepped up 25 per 
cent and inventories have been in¬ 
creased 23.6 per cent. UnfiUed or¬ 
ders at the end of November, never¬ 
theless, were 25 per cent larger than 
a year ago. Shipments of ice re¬ 
frigerators in the fiscal year ended 
July 30, 1935, had totaled 348,459 
units, as against 276,159 units in the 
preceding fiscal year and 243,363 
two years ago, manifestly not the 
record of a “dying” industry. 

* * « 

Railroad freight traffic in the 
December 14 week held at a five- 
year peak for that period, topping 
1931 for the third consecutive time. 
Shipments throughout the United 
States totaled 615,237 cars. While 
this was a seasonal drop of 21,8% 
cars below the previous week, the 
total was still 35,035 above a year 
ago, 55,818 more than in 1933, 94,- 
021 over 1932 and 1703 ahead of 
1931. If this five-year traffic record 
holds, December railway income 
should prove the largest for that 
month since 1929. It is possible that 
the November net of earnings nmy 
even have passed the 1930 mark to 
establish a six-year high. Early re¬ 
ports from some roads show oper¬ 
ating profits more than double a 
year ago. 

« « * 

November factory employ¬ 
ment and payrolls made the best 
showing of any November since 
1929, according to the Secretary of 
Labor. Total employment and pay¬ 
rolls in combined manufacturing and 
non - manufacturing industries 
showed net declines for the month, 
but the decrease was the smallest 
for any similar period since Novem¬ 
ber, 1929, and much below the usual 
seasonal decline. Factory employ¬ 
ment dropped in November one-half 
of 1 per cent and payroUs declined 
seven-tenths of 1 per cent. 

» « » 

Fur farming was lately re¬ 
ported to have grown to a $50,000,- 
000 industry in this country during 
the depression. A biological survey 
report to Secretary Wallace said that 
fox farmers alone marketed 170,000 
pelts in 1934-1935, with a total 
value of approximately $7,000,000. 
It further comments that “no branch 
of animal production has developed 
more rapidly during the depression 
or resulted in greater profits than 
silver fox farming. This at a time 
when some farm commodities scarce¬ 
ly had a market.” 

HARDWARE AGE 

by Google 



What’s 

for detail 
hiard'ware Stores 


New 


New and Improved Merchandise — 
Display Help^Sales Literature — 
Window Trims — NeW^Packoges 
—New Colors—New Deals — 
Catalogs . 


Adjustable Spring 
Sash Balance 

It is stated that this Adjustable Sash 
Balance represents a radical and im* 
portant improvement in spring sash 
balances. Adjustments for maximum 
and minimum carrying capacities can 
be made after the balances have been 
installed in the window. The only tool 



required for making the adjustment is 
an ordinary, small or medium sized 
screw driver. A turn to the right of 
the adjusting screw will strengthen the 
spring and a turn to the left will weak¬ 
en it. Pullman Mfg. Corp., 45 Ford 
St., Rochester, N. Y. 


Blair E Z 
Sidewalk Plow 

This plow instead of lifting the snow 
brushes it lightly aside. Bending is 
unnecessary because of its long handle. 
It operates on wheels and clears a path 
two feet wide. Wheels are of a special 



type to furnish good traction under all 
conditions. Strong lawn mower type 
handle is rigidly affixed to specially 
designed curved steel blade set at the 
most efficient angle for best results. In 
order to vriden the path, plow should 
first be pushed down the middle of the 
walk and then a slice taken off each 
side. Blair Mfg. Co., Springfield, 
Mass. 


Rex-Hide BaUoon 
Wiper Blade 

This Balloon Wiper Blade for wind¬ 
shields is of soft, carbon-base rubber, 
with a hollow perforated tube running 
its length. Ten flexible wiping ribs 
are said to create alternate areas of 
pressure and suction with the stroke, 
drawing water in the hollow tube 



through the perforations. According 
to the manufacturer, the self-cleaning 
operation prevents the same water from 
being smeared back and forth across 
the windshield and with its balloon 
construction the blade will work ef¬ 
fectively even on a warped glass. For 
extreme ice and snow, an ordinary pipe 
deaner can be dipped in glycerine, 
then bent at one end and hung inside 
the hollow tube of the Rex-Hide blade. 
It is stated that this will maintain a 
glycerine film 6h the windshield for 
several hours, remove sleet and prevent 
ice from forming on the glass. All 
metal parts of the wiper are of stain¬ 
less steel. Rex-Hide, Inc., East Brady, 
Pa. 



“Kwik-Grip” Waxed 
Paper Dispenser 

The “Kwik-Grip” household waxed 
paper dispenser offered by the Badger 
Paper Mills, Inc., Peshtig<s Wis^ is 
sanitary and unique in design. Ac¬ 
cording to the manufacturer, the fingers 
never touch the tearing edge; the paper 
is gripped through the opening and 
as it is pulled out, the ‘‘latches** close 
automatically so there is a straight tear¬ 
ing edge for the paper. One inch or 
ten feet of paper may be tom off. 
“Kwik-Grip** will, it is stated, accom¬ 
modate a standard roll of waxed paper 
40 to 125 feet in length. It is 2% in. 
X 2% in. X 12% in. long inside. Stan¬ 
dard colors are ivory and apple green. 
A special introductory retail sdling 
price of 39c has been made by the 
company for one roll of any of its five 
brands of waxed paper and the dis¬ 
penser. Waxed paper known as *lCwik- 
Grip** in rolls from 50 to 125 feet in 
length is also supplied by the company. 


^Sales Manual For 
Porcelain Enamel^ 

This brochure of the Educational 
Bureau, Porcelain Enamel Institute, 612 
North Michigan Ave., Qiicago, lU., 
contains interesting and nsahle infor¬ 
mation and tells in non-technical lan¬ 
guage the origin, nature, application 
and advantages of porcelain enamel. It 
tells the romantic and historic begin¬ 
ning of porcelain enameling and how 
an ancient art became a modem in¬ 
dustry. It guides sales people into a 
new concept of how porcelain enamel 
may be used as a selling feature on 
a variety of products. Contained in the 
booklet are also a variety of uses for 
porcelain enamel. Copies may be ob¬ 
tained from the Educational Bureau. 

n 
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1935—Year of Awakening 


house furnishings. With no 
signs of extravagant spending, 
luxury and comfort, goods 
which are worth their price 
have been successfully sold in 
countless stores. Refrigerators 
and washing machines, bicycles 
and radios are only a few ex¬ 
amples of the major-priced 
merchandise which are win¬ 
ning their way because they 
lighten the burdens of living, 
and because of their rapid de¬ 
velopment in value and effi¬ 
ciency. 

Despite, however, all the new¬ 
ness of variety and display in the 
hardware stores—^with the riot of 
form and color, of chromium plat¬ 
ing, of fancy packaging and all 
the eye-appeal of modem mer¬ 
chandise, our industries have not 
lost sight of their simplification 
programs or of the necessity for 
mass production and the elimina¬ 
tion of slow-sellers. Items only 
can live, in modem trade, on 
which a steady volume of demand 
and production can be assured. 

Agriculture 

1935 has seen a marvelous 
awakening in agriculture, and a 
new well-being throughout our 
farm population. Despite mis¬ 
takes in the administration’s en¬ 
deavor to contribute to farm pros¬ 
perity, and despite the “politics” 
designed to win the farmers’ sup¬ 
port, sincere acknowledgment 
must be made of the many actual 
accomplishments of the year, in 
the solution of farm problems. 
Nature herself has removed much 
of the need for crop control and 
price control. The destructive 
drouth of 1934 has been succeeded 
by a season of rather well-bal¬ 
anced and normal production, 
with prices at a most remimerative 
level. Estimated income from 
crops alone was almost 12 per 
cent above that of 1934, and from 
the sale of livestock of 16.6 per 
cent higher. The farmers’ gain in 
spending power during 1935 
underlies in a large measure the 
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advancing sales and profits in the 
hardware business. 

Implement sales have been 
greater than for several years past 
Orders for agricultural hand tools 
(steel goods), scythes and grass 
hooks were large enough to wipe 
out the carry-overs from 1934, and 
to keep the manufacturers busy 
on new production. If the govern¬ 
ment subsidies, which have helped 
the farm population, have too 
greatly increased the burdens of 
the city dweller, it is a healthy 
sign that this fact is becoming 
more definitely recognized and 
talked about—in itself a forerun¬ 
ner of some fairer adjustment. 

Industry 

Following closely upon this 
farm betterment, and largely de¬ 
pendent thereon, we have found 
1935 a year of awakening in in¬ 
dustrial activity. We need only 
mention the familiar and signifi¬ 
cant indexes of carloadings, which 
are now running some 15 per cent 
ahead of a year ago—and of elec¬ 
tric power and light output, which 
lately have established all-time 
high records. Makers of machin¬ 
ery and machine tools have been 
very busy supplying new equip¬ 
ment and replacements, to mod¬ 
ernize and speed up the country’s 
factories. Scarcity of skilled labor 
—a condition unheard of for sev¬ 
eral years past—^is notably evident 
in several industrial fields. Manu¬ 
facturers who had been worried 
about part-time operations and 
rising inventories have seen their 
forces fully employed, and their 
reserve stocks melting away. In 
some of the popular lines, buyers 
are having the new experience of 
waiting for shipments—sometimes 
for several weeks. 

The well - managed automobile 
industry has attained during 1935 
the highest yearly production since 
1929, with a total of 4,100,000 
units estimated. This industry, 
too, has taken during the year an 
important lead toward leveling off 
its seasonal bulges of activity. 
General Electric and other indus¬ 


tries have been studying the stabil¬ 
izing of emplo]rment, to insure 
active operations through all 
months of the year regardless of 
season. The changing habits of 
the people, as well, are wiping 
out many seasonable irregulari¬ 
ties. Winter building, until recent 
years almost unknown, is becom¬ 
ing not only possible but custom¬ 
ary. The winter use of automobiles 
and the growth of winter travel 
and of outdoor vrinter sports have 
all contributed to the leveling of 
the seasons, and the spreading out 
of production programs. 

1935 has b^n a year of awak¬ 
ening in employment. This can 
be acknowledged most gratefully, 
despite the well-known fact that 
unemployment still is with us to 
a distressing and even dangerous 
extent. There is much of comfort, 
however, in the steady rate of re¬ 
cent gains. Much, too, has been 
learned through sane and accurate 
studies of the employment situa¬ 
tion, such as that recently con¬ 
tributed by the Ford Motor Com¬ 
pany. 

Employment 

Only in relatively small part 
do the nation’s workers normally 
earn their living in the factories— 
though the manufacturers are fre¬ 
quently and inaccurately referred 
to as the country’s “industries.” 
This leads to much unfair expecta¬ 
tion as to the amount of reemploy¬ 
ment the manufacturers should 
contribute, as their share of a 
fuller recovery. Of the country’s 
normal 48 million jobs, approx¬ 
imately ten million are aocoimted 
for by agriculture, and another 
ten by public, personal and pro¬ 
fessional service. Wholesale and 
retail trade engage between eight 
and ten million; four million 
more earn their living in trans¬ 
portation and communications; 
another four million in the con¬ 
struction of buildings, roads and 
other projects. A million and a 
half are engaged in forestry, fish¬ 
ing and mining. Thus the normal 
employment in the manufacturing 
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‘‘industries” includes perhaps less 
than nine million persons, and of 
these probably seven millions are 
now at work. 

It is easy to see that the absorb¬ 
ing of our remaining millions of 
unemployed cannot rest solely or 
even largely upon manufacturing. 
Each of the great groups must do 
its share. The gains in factory 
employment reported from month 
to month are thus the more en¬ 
couraging and significant, and 
great credit is due to the manu¬ 
facturers of the country, for con¬ 
tributing so promptly and so 
largely to reemployment. 

1935 has been a year of awak¬ 
ening in transportation, and in 
this field a year of continuing and 
rapid change. Under stress of 
competition from the motor truck 
and the motor bus, steam roads 
have revolutionized their trains, 
their schedules, their charges, and, 
in general, their service to the pub¬ 
lic. By these methods they are 
regaining patronage and support 
Holiday travel has been remark¬ 
ably heavy. Railroad earnings are 
improving slowly but definitely, 
and as their outlook betters, the 
roads are making a prompt 
response with larger purchases of 
supplies and equipment. The steel 
industry, so largely dependent 
during all years upon the motor 
industry, is now recognizing the 
definite and large helpfulness of 
this railroad buying. 

A notable service is now ren¬ 
dered by the major trucking com¬ 
panies. Only recently five large 
trucks of one of the large trans¬ 
continental systems, carrying 90 
thousand pounds of pay-load, 
reached Los Angeles after a trip 
of only four days from Chicago. 
The run was made as a test of the 
practicability of a five-day stand¬ 
ard motor transport service be¬ 
tween Chicago and the West Coast. 
Its success practically assures 
such a daily service, with de¬ 
partures not only from central, 
but from eastern and western 
terminals. 

The past year has seen a wide¬ 
spread awakening in building, 
lliis gain, second only to the 
comeback of the farmer, has given 
outstanding encouragement to the 
whole hardware industry. Real 
estate values are rising steadily. 


and with considerable speed. 
Lumber and building materials, 
almost prostrate for several years, 
are showing signs of life. While 
much of the building gain has 
been fostered by the government 
spending programs, the gains in 
private construction work have 
been decidedly worth while. An 
especially notable increase has 
taken place in residential build¬ 
ing, which stands in the latest 
statistics approximately 85 per 
cent over the figures of a year ago. 
Changes in the building field have 
been great, both in designs and 
in materials, and the hardware in¬ 
dustry must be aware that further 
and more radical changes impend. 
It is no longer a secret that pre¬ 
fabricated homes and industrial 
buildings are not only definitely 
planned, but are coming upon the 
market. Enough of these have been 
built at strategic spots, or have 
been put on display at the nation¬ 
al expositions, to give full warn¬ 
ing of change to all those who 
have been dependent upon old- 
style building habits. 

With the awakening of all busi¬ 
ness activity during 1935, has 
come a most welcome awakening 
in earnings. Industry is paying 
increased dividends, and, to some 
extent, increased wages, although 
the step toward wage increase 
came primarily at the initiation of 
NRA. It may be said, however, 
to the credit of industry not now 
under NRA domination, that the 
wage schedules thereby estab¬ 
lished have been generally held, 
and in many cases increased— 
with no coercion from government 
or outside sources. Income taxes 
paid during the December period 
gained 31 per cent over payments 
in the similar period of the pre¬ 
ceding year. Increased industrial 
earnings, dividends and wages are 
acting just as the gain in farm 
income has acted. There has come 
a better ability and willingness to 
spend, and here again our hard¬ 
ware “craft” has shared in the 
benefits. 

With 1935 behind us, the busi¬ 
ness world has experienced in 
recent we^ a very definite awak¬ 
ening of expectation. Stronger 
than hope, there is practical as¬ 
surance, looking toward the new 
year, that several months of com¬ 


fortable activity and moderate 
prosperity are ahead. Congress 
will soon convene, and may cause 
some imcertainty by its debates 
and experiments, but there is con¬ 
fidence that the approach of the 
presidential campaign will temper 
any serious tendency toward 
further extravagance and further 
dangerous experiment. The coun¬ 
try is becoming increasingly tax¬ 
conscious, and discussion and ac¬ 
tion are crystallizing among all 
important business groups against 
unbridled public spending and our 
mounting national debt. Tax 
levies in a great many of our 
counties and cities are already les¬ 
sening appreciably, due to this 
intelligent popular revolt. 

C. So we, whose interests cen¬ 
ter largely in hardware, may 
look forward to 1936 as an¬ 
other and better year of adven¬ 
ture, of growth, and of inter¬ 
esting possibilities. We may 
expect greater rewards for our 
plans and our labors, than even 
the betterment which most of 
us have experienced during 
1935. 



BID FOR WOMEN CUSTOMERS 

J, A. Helf, of Helf Hardware Co^ 
Gilletty Wis^ finds women good poten¬ 
tial sales prospects and makes many 
direct bids for their patronage by 
using numerous small colorful dis¬ 
plays like the one illustrated^ in addi¬ 
tion to the regular full window dis¬ 
plays of dishes, crockery, kitchen 
utensils, and other items of interest 
only to women. 
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Filing Your Income Tax 


the amount of income tax imposed 
for such year. 

It appears that the excess profits 
tax is imposed only upon those 
corporations which are subject to 
the capital stock tax. 

All provisions of law (includ¬ 
ing penalties) applicable to in¬ 
come taxes apply to the excess 
profits tax except as inconsistent 
therewith and except that no credit 
is allowed for taxes paid to 
foreign countries. Returns must 
be filed and the tax paid in the 
same manner and at the same time 
as in the case of income taxes. 

Partnership Returns —^The In¬ 
come Tax Law requires the part¬ 
nership income to be distributed 
to the members of the partnership. 
It is necessary that each member’s 
portion be subdivided into the 
classes of income taxeible at dif¬ 
ferent rates on his individual 
return. 

The partnership return must 
therefore show in the distribution 
section the following: 

1. Name and address of each part¬ 
ner. This is for the purpose of 
tracing the income to the part¬ 
ners’ individual returns. 

2. Interest of each in the partner¬ 
ship. This refers to the propor¬ 
tionate interest in the income 
rather than in the assets; in 
other words it refers to the profit- 
sharing ratio rather than the 
capital ratio. 

3. The division of capital net gain, 
if any, meaning the gain derived 
from the sale of capital assets 
held for investment. Capital net 
losses should also be reported. 

4. The division of income from divi¬ 
dends on stock of domestic cor¬ 
porations or of foreign corpora¬ 
tions which derive SO per cent 
or more of their income from 
sources within the United States. 

5. The distributive shares of other 
income consisting principally of 
business operating profits. 

fi. The amount of income and profit 
taxes, if any, paid to a foreign 
country or to a possession of the 
United States. 

A partner’s share of each of the 
idbove mentioned items is merged 
with similar personal items, if 
any, and reported on his personal 
return, in the proper columns. 


(Condimed from page 27) 

Each partner is subject to tax 
upon his entire distributive share 
of the partnership net income 
even though he may not have 
actually received It from the 
partnership. 

Income taxes are levied on net 
income and not upon gross re¬ 
ceipts or earnings. In order, 
therefore to compute taxes, it is 
necessary to show the gross in¬ 
come first. Then from gross in¬ 
come are deducted certain allow¬ 
able expenses, bad debts, losses, 
etc., and the remainder is called 
the net income. After the net in¬ 
come is arrived at, there are cer¬ 
tain exemptions which are in the 
nature of allowances or reductions 
of the amounts subject to taxation, 
and credits which generally rep¬ 
resent income not subject to the 
normal tax. To put the matter in 
clearer form, we may summarize 
as follows: 

1. Gross income less deductions 
equals net income. 

2. Net income less credits and ex¬ 
emptions equals taxable income 
(for normal tax.) 

3. Net income equals taxable in¬ 
come (for surtax, if such net in¬ 
come exceeds $4,000). 

Two Kinds of Taxes 

Individuals are subjected to two 
kinds of taxation on their net in¬ 
come. The first is known as the 
normal tax, and the second as the 
surtax. 

The following chart gives nor¬ 
mal and surtax rates: 


Federal Income Tax Chart 



Surtax 

Total 

Normal and Surtax 

1. 

Net 

Income 

2. 

Total 

Sur¬ 

tax 

3. 

Surtax 

Rate 

on 

Bx- 

0688 

4. 

Total 

Tax 

5. 

Total 

Rate 

on 

E2x- 

0088 

0 

.... 

. . 

.... 

4% 

14.000 

None 

4% 

1160 

8 

6.000 

180 

6 

820 

9 

8.000 

180 

6 

500 

10 

10.000 

800 

7 

700 

11 

12.000 

440 

8 

920 

12 

14.000 

600 

9 

1.160 

13 

16.000 

780 

11 

1.420 

15 

18.000 

1.000 

13 

1,720 

17 

20.000 

1.260 

15 

2.060 

19 

22.000 

1.660 

17 

2,440 

21 

26.000 

2.240 

19 

8.280 

28 

82.000 

8.880 

21 

4,660 

25 

38.000 

4.640 

24 

6,160 

28 

44,000 

6.080 

27 

7,840 
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Family Loss 

A new provision is contained in 
the Revenue Act of 1934 which 
will not permit losses to be taken 
in cases of sales or exchanges of 
property, directly or indirectly, 
between members of a family or 
(except in the case of distribution 
in liquidation) betwe^ an in¬ 
dividual and a corporation in 
which such individual owns, di¬ 
rectly or indirectly, more than 50 
per cent in value of the outstand¬ 
ing stock. (Section 24 (a) (6). 

The “family” of an individual 
includes only brothers and sisters 
(whether by the whole or half 
blood), spouse, ancestors and 
lineal descendants. For the pur¬ 
pose of determining whether an 
individual owns more than 50 per 
cent in value of the outstanding 
stock of a corporation, the individ¬ 
ual is considered as owning the 
stock owned directly or indirectly 
by his family as that term has 
just been defined. 

Personal Exemptions 



Per 

Per 


Year 

Month 

Singrle person. 

11,000 

183.883 

Head of a family.. 

2,500 

208.333 

Husband and wife 



liviner together... 

2,500 

208.333 

Dependents (each). 

400 

83.338 


If status of person or dependent 
changes during the year the per¬ 
sonal exemption or credit must be 
apportioned by months, more than 
half a month counting as a full 
month. The personal exemption 
of a husband and wife living to¬ 
gether may be taken by either or 
divided between them. Eaph per¬ 
son (other than husband and 
wife) dependent upon and re¬ 
ceiving his chief support from the 
taxpayer, if such dependent per¬ 
son is under 18 years of age or 
is incapable of self-support be¬ 
cause mentally or physically de¬ 
fective is a “dependent.” (Sec. 
25.) 

How to Use the Federal 
Income Tax Chart 

The computation of income 
taxes under the Revenue Acts of 
1934 and 1935 is simplified by 
reason of two changes in the law: 
(a) the reduction of the normal 
{Continued on page 72) 
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Did You Know 
That Polo Was Played 
On Roller Skates 
Over 50 Years Ago? 

authority for this statement is an arti¬ 
cle which appeared in Harper’s Weekly, 
dated Saturday, September 8, 1883. This 
news item is so interesting that we are repro¬ 
ducing it herewith with the permission of the 
puhhshers. To just what extent UNION 
HARDWARE Ball-Bearing Extension 
Roller Skates figured in polo games we do 
not know, hut then, as note, they were and are 
popular roller skates with many sport lovers. 

Today in the parks, on the sidewalks, in the 
rinks, on the stage and in amusement halls 
roller skates are all the ‘^go”. 

But whether used for games or every day 
sport we commend the widespread efforts 
toward safety among school children, many of 
whom skate in the streets. About 50,000 
hoys and girls have already joined a “Safety 
League”. Nearly 300 Safety Clubs have been 
organized. Every state is represented. Hard¬ 
ware and sporting goods dealers are cooperat¬ 
ing to teach boys and girls general traffic and 
safety rules, especially in roller skating. 

We shall continue to make Union Hard¬ 
ware Ball-Bearing Extension Roller Skates as 
STRONG and SAFE as good materials and 
long experience can produce. 


Our 1936 Line Is a Trade Winner 

Sold by AU Leading Jobbers. 



fttc.u.s nAr ofiF 


TORRINGTON. CONN. 

NEW YORK OFFICE fSI CHAMBERS STREET 



Polo on Roller Skates at Newport 

Drawn by C. W. Weldon, From Harper’s 
Weekly, New York, Sat., Sept. 8, 1883. 

“Polo on roller skates, instead of ponies, has 
become a favorite pastime in Boston, Newport 
and other cities where commodious rinks afford 
facilities for the game. It is played subject to 
the usual rules, and offers the same opportunities 
for excitement and the display of pluck and skill. 

*The game shown in our picture was played 
in the Olympian Club rink at Newport, Rhode 
Island, and resulted in the victory of the Alphas. 
Their play was throughout steady and fine, 
though now and then inferior to that of the New- 
ports. This is the first defeat which the New- 
ports have experienced at home.** 
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The Price Trend 


k LTHOUGH the average of 
UL hardware prices as rep- 
^resented by our hardware 
commodity index seldom shows 
the wide swings of some of the 
other sections of the general com¬ 
modity index, the trend is in al¬ 
most all cases the same. The gen¬ 
eral commodity index has indi¬ 
cated that we have been passing 
through a period of stabilization, 
and it is only within the last two 
or three months that there has 
been evidence of the beginning of 
a very definite upward movement. 

The general commodity index 
had a very considerable rise back 
in 1933 as a result of wage in¬ 
creases made necessary by the 
NRA. During the latter part of 

1934 and the first six months of 

1935 the index moved very little 
either way, although individual 
groups moved both up and 
down. In this way the different 
groups were gradually brought 
into better alignment with each 
other. In other words, a basis was 
being formed from which a gen¬ 
eral advance might take place 
whenever the increase in the vol¬ 
ume of business furnished both the 
opportunity and the incentive. 

Our hardware commodity index 
showed a run up from the low to 
the high point of 1933 of between 
7 per cent and 8 per cent. From 
the high point there was a decline 
of 2 per cent or 3 per cent, and 
now for a period of nearly a year 
there has not been a maximum 
movement either way of over 1 
per cent. 

Some four months ago there be¬ 
gan to be signs of a rise in the 
general commodity index and an 
upward movement of considerable 
size has already taken place. As 
yet this advance shows verv little 
in the hardware average largely 
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By L R BRONSON 

President, The Bronson & Townsend 
Co^ New Haven, Conn, 


because, although there have been 
some advances, as sometimes hap¬ 
pens the final adjustment in a 
downward swing of the market 
takes place just before an advance 
begins. In other words, many 
manufacturers, in anticipation of 
an improvement in business, have 
been reviewing the detail of their 
cost and in making final adjust¬ 
ment have established lower prices 
as a foundation to build on. One 
tool manufacturer has done just 
this. In other cases the final round¬ 
up of a difficult competitive situ¬ 
ation results in one last brief price 
convulsion followed quickly by a 
withdrawal of these prices and an 
announcement of an advance. 
Perhaps the lower prices of screws, 
bolts and roofings during the sum¬ 
mer and early fall are examples of 
this type. Offsetting these de¬ 
clines, there have been advances 
in the cost of rope, wire cloth, 
steel goods, tvrines, lock sets, flash¬ 
ing. There are also rumors of ad¬ 
vances in the price of paints, var¬ 
nishes, shellacs, linseed oils and 
many other items. 

War Qouds 

Of course, the situation is con¬ 
fused somewhat by the Italo- 
Ethiopian War which has resulted 
at least in a temporary demand 
for war materials, not only from 
Italy and Ethiopia but also from 
all the other European countries 
who fear another major war. If 
there should be a general war 
there probably will be a very radi¬ 
cal run up in the price of most 
hardware items. It is not our 
thought, however, that it is the 
major function of either the retail 
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dealer or wholesaler to buy specu¬ 
latively. Therefore, although we 
all should keep in mind the possi¬ 
bilities of a general war, there are 
other and sufficient reasons why a 
change in our buying procedure 
may be wise. 

If we are at the beginning of a 
cycle of advancing prices, it will 
be to the advantage of all of us if 
we determine that fact as soon as 
possible. For it is obvious that the 
buying policy of a period of ad¬ 
vancing prices will differ from 
that which-has been followed for 
several years past. 

Aside from a short period in 
1933 there has been no general 
advance in commodity prices for 
a period of five or six years. As a 
matter of fact, during all these last 
years the tendency has been a lit¬ 
tle downward and therefore there 
was a double advantage in main¬ 
taining low stocks, for the lower 
the stock the less the capital invest¬ 
ment and less loss when prices 
moved downward. The disadvan¬ 
tage of maintaining a small stock 
is that as a rule a low stock results 
in inadequate service to the con¬ 
sumer. 

Therefore, if we are to assume 
that a change in the price cycle is 
taking place and that as commod¬ 
ity prices advance hardware prices 
will fall into step with them, there 
is every advantage to a change- 
about in the buying policy. A 
little more liberal buying will re¬ 
sult in better service and in in¬ 
creased sales. And in addition, it 
is always well to have on hand at 
the time of an advance more stock 
than was held at the time of a de¬ 
cline. As we are all creatures of 
habit, there is danger we will not 
adjust ourselves to this changed 
situation fast enough to take ad- 
{Continued on page 80) 
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AHOTHER 
REASOK 
WHY I 
FEATURE 


NATIONAL SCREEN DOORS 


Why you can make 

money on w . 

I^maini936 


Because, 


again, in 1936 
LOMA launches a strong Advertis¬ 
ing Campaign to send customers to 
your store. 

... LOMA offers you a fine variety 
of NEW and distinctive Sales Helps, 
including Window Trims, Counter 
Cards, Leaflets, Mats and Electros. 

... LOMA is packed in strong, in¬ 
ner-lined, moisture-proof bags and in 
well-made canisters — attractive look¬ 
ing and popularly priced. 


... LOMA offers NEW QUANTITY 
DISCOUNTS on future orders placed 
now for Spring delivery. {This Quan^ 
tity Discount offer positively expires 
January 31^^*) 

... And last and most important, 
because LOMA is a COMPLETE 
Plant Food of unexcelled quality — 
containing every element required for 
plant growth. {Perfectly balanced for^ 
mula on every package). 

Remember, LOMA is^Hhe best thing 
on earth*^ for lawns and gardens. 

NOTE: Jobbing Discounts available 


^ *^Tbat rounded edge is another neat little finishing 
touch that the National Screen Company puts on its 
screen doors—and that’s another reason why National 
Screen Doors are my best sellers. My customers appre¬ 
ciate the fact that extra features like that are a sign of 
superior workmanship and fine quality throughout.” 

And does extra work like that make National Screen 
products more expensive? Not by a long shot. National 
Screen Doors and Window Screens sell on price as well 
as quality and good looks* Send for our new 1936 
schedule and price list. 


for firms doing a wholesale business. 
For full information and prices write: 
LOMA 

61 Broadway, New York City 




SEND FOR THIS CATALOG 


NATIONAL SCREEN CO,, Suffolk, Va. 

Please send as a copy of yoar 1936 catalog: 
showing the complete line of National Screen 
Doors. Window Screens and Ventilators. 


Sold exclusively 
by Ha rdvoare 
and H orticul- 
iural Dealers. 



Name .. 

Address . 


City ... State __ 

New York Office: 253 Broadway 
Southern Sellinc Agents 
SAND & HULFISH. Baltimore 


National Screen Co 

Suffolk Virginia 
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Back Up Your Advertising 

{Continued from pogo 24) 


No more 
backaches 

USE an 

EZ SIDEWALK 
SNOWPLOW 



Ingiead of UfUng ike heavy 
snow . • • the plow brashes it lightly 
aside! 

Instead of repeatedly bending 
over • • • like opening and shutting 
a jackknife . . . you simply walk, 
standing erect. 

Instead of hard labor and 
callouses • • • you take a stroll along 
your walk. 

Instead of a big job • • • a few 
minutes of light workout. 

Instead of a backache • • • a 
little invigorating exercise. 

(Send for price lists and circular) 

It Saves Your Timk and 
It Saves Your Back! 



MA1«^ACTURING COMPANY 

BtuAIUhed 1879 

SPBINGFIELD, MASSACHUSETTS 


definite to work on. And in these 
days of modem business methods 
a retailer of hardware should be 
able to know accurately the costs 
of doing business, and what pro¬ 
portion of that cost he can set 
aside for advertising. 

The approximate cost of the 
Program outlined in the Charts 
herein can be kept within 2% 
of the gross sales of sixty thousand 
dollars a year. This is merely 
suggestive, of course. Some locali¬ 
ties or conditions would warrant 
a larger expenditure—some, a 
smaller. But the alert and aggres¬ 
sive retail hardware dealer of 
today recognizes that the principle 
of budgeting and planning his ad¬ 
vertising has taken it out of spo¬ 
radic or uncertain expenditures. 
He knows accurately from clear 
analysis, just what he is investing 
and why, and that the total so in¬ 
vested in any period is absolutely 
based on sales expected or on 
sales in a preceding period. 

Then there is the choice of 
mediums. This is one of the most 
important problems confronting 
the advertiser. An advertising 
medium in its broadest sense is 
any vehicle which carries an ad¬ 
vertising message, suggestion or 
impression. There are three gen¬ 
eral classes of mediums: (1) DI¬ 
RECT MEDIUMS—through which 
the prospective customer is 
reached directly by the advertiser, 
either by mail or some other dis¬ 
tributing agency fully controlled 
by the advertiser. (2) PERIODI¬ 
CALS—through which the pros¬ 
pective customer is reached by the 
introduction of a third party. (3) 
SIGNS—through which the pros¬ 
pective customer is reached by 
utilizing the habits of the public. 

In the case of DIRECT MEDI¬ 
UMS, the advertiser makes up his 
own list of possible customers or 
buys one already made. When he 
buys space in a PERIODICAL, he 
buys a certain amount of circula¬ 
tion, and a class of readers which 
he desires to reach. SIGNS are 
probably the oldest form of ad¬ 
vertising and include a wide 
variety of different kinds—those 
most commonly known and used 


being. Electric Signs, Painted 
Bulletins, Dealer Signs, Theatre 
Signs, and those known as Bill 
Posters (or Boards). 

The small retailer of hardware 
is generally limited in his selec¬ 
tion of mediums, these being con¬ 
fined principally to Newspapers, 
Direct Mail, Signs, Dealer Helps 
(Stuffers, Display Material— 
counter and window), and some¬ 
times Radio. 

NEWSPAPERS as a class carry 
more advertising than any other 
one medium. A newspaper has 
two outstanding characteristics. 
First, it is concerned chiefly vrith 
the printing of news—^not the news 
of special trades or interests, but 
the general news of the community 
and the world. Second, it ordi¬ 
narily serves a definite locality. It 
may have subscribers all over the 
country, but the bulk of its readers 
are found in the community in 
which it is published. And, as 
most newspaper readers “swear 
by” some one newspaper in their 
locality and read it religiously, 
newspaper space becomes one of 
the most important mediums with 
which to reach prospective cus¬ 
tomers. 

In the use of newspaper space 
you will find two mediums—Db- 
play and Classified. Display 
space being where you buy so 
many column inches and fill that 
space with “selling words” and 
illustrations, or copy. And classi¬ 
fied is that where you buy so 
many lines under a “classified 
head” in that part of the paper 
devoted to Classified Advertising. 

Referring to the Charts you will 
see that classified advertising plays 
quite a prominent part in the sell¬ 
ing of one thing—old ranges, re¬ 
conditioned trade-ins. Place a 
three to five line classified ad 
imder the heading, “For Sale— 
Miscellaneous” in the Sunday 
morning or weekly paper reach¬ 
ing the most prospects of the type 
who might be interested in the 
purchase of a used range. The 
address given in the ad should be 
only a telephone number. Such 
an ad will bring many calls, and 
often the contact resulting will 
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WELL BILL-lJUST PASSED JONES STORE 
AND HE HAS BLANK’S WAX ON SALE I04 
A CAN LESS THAN WE SELL IT FOR. NO 
WONDER OUR WAX BUSINESS ISN’T 

growing -7T- 




ITS ABOUT TIME WE GOT WISE 
TO OURSELVES AND PUSHED 
0*CEDAR WHICH SELLS FOR 8S{ 
A QUART ANYWHERE-ANY TIME- 
AND WE WONY see r ■ 

OUR CUSTOMERS 
60 DOWN THE 

. STREET ^ 


I WANT ANOTHER CAN OF O'CEDAR SELF- 
P0LISHIN6 WAX-1 LIKE IT BETTER THAN ANY 
I'VE USED-WE’VE ALWAYS USED O-CEDAR 
POLISH AND MOPS IN OUR HOME-SO THIS 
O’CEDAR WAX IS UKE AN OLD FRIEND/ 


they’re fine PRODUCTS 
MADAM - AND WE FIND 
O'CEDAR A GREAT COMPANY 


BILL AND SAM LEARN IT’S NO FUN 
LOSING CUSTOMERS TO COMPETITOR 


couM'moAi 




RIVETS 


Juul 


{iwiz! 


Dependability is above 
price I Rivets made to 
sell at a price make dissatisfied customers 
for us—and for the Jobber. Only the 
finest in materials, equipment and labor 
are used in the production of every 
T R & S Rivet. You may pay a little 
more for our rivets but that little is 
your guarantee of satisfied customers 
—and that*s the best insurance we know 
of for the future of your business. Play 
safe—sell T R & S Rivets—quality pays 
dividends in good will. 

TUBULAR RIVET & STUD COMPANY 

BOSTON, MASS. 


The largast Factory In 
the world devoted to 
the manutacture of Tu¬ 
bular and Clinch Rivets. 


I I’M NOT A FOOTBALL- 
I’M O-CEDAR SELF- 
POLISHING WAX - A 
PROFIT MAKER FOR 
MERCHANTS ALLTHETIME 
AND don’t forget 
I’M NATIONALLY 
ADVERTISED, TOO/ . 


And the same profit story applies to 

POLISH, MOPS AND DUSTERS 
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• Klein Pliers are made for the 
man who needs or appreciates a 
remarkably fine tool. 

From the careful inspection of 
the alloy tool steel made to the 
most exacting specifications— 

Through the old craftsman 
methods of individual manufac¬ 
turing and individual heat treat¬ 
ing— 

To the final steps of rigid in¬ 
spection and testing, each pair of 
pliers that carries the Klein trade¬ 
mark represents the iiiaximum in 
plier quality. 

Klein methods viewed in’ the 
light of modern mass production 
are necessarily more costly. 

On the other hand, for a man 
who demands a plier of Klein 
quality there is no way to pro¬ 
duce it except the Klein way. 


Mathias 


3200 BFLMONT AVEISCF:, CHICAiiO, ILL. 
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bring the sale of even a new range 
and many times a new store cus¬ 
tomer. And the costs of such ad¬ 
vertising is small. 

DIRECT BY MAIL advertising 
centers about the letter. In a broad 
sense any letter written to a cus¬ 
tomer or prospect for the purpose 
of obtaining business, partakes of 
the nature of advertising. But this 
term is not often applied to gen¬ 
et al correspondence where each 
letter is personal. It is used to 
signify “selling letters,” one or 
more of which may be mailed to 
prospective customers. Mail ad¬ 
vertising while general in its ap¬ 
peal to all the persons in a group, 
may be sent to them directly as 
individuals. Some of the advan¬ 
tages of direct advertising as com¬ 
pared with more indirect mediums, 
are, (1) to concentrate your ad¬ 
vertising upon a particular com¬ 
munity or a particular class of 
people, or to a particular type of 
individual or prospect. (2) To 
time the reading of the advertise¬ 
ment. (3) To check closely costs 
and returns from this particular 
form of advertising. (4) To per¬ 
mit enclosure of folders or circu¬ 
lars, advertising the article you 
are selling. And (5), one of its 
most attractive advantages is that 
you are permitted to carefully se¬ 
lect your prospects and build 
your advertising to “fit” that par¬ 
ticular prospect. It is one of the 
best mediums for selling a SPE¬ 
CIAL PRODUCT, where an actual 
prospect may be carefully se¬ 
lected and an appeal made direct 
to the individual. 

In using direct advertising there 
are a hundred and one sources 
from which good prospect lists 
may be compiled. Some of the 
most common being: 

QTY DIRECTORIES. 

TELEPHONE DIRECTORIES. 

CITY AND COUNTY TAX USTS. 

BUILDING PERMITS. 

UCENSE & MARRIAGE RECORDS. 

PRESS CUPPINGS (Watch your 
papers for these, and you will hnd them 
a fount of information. Society notes, 
engagement notices, fires, births, deaths, 
marriages, transfers of real estate, and 
innumerable bits of other information 
useful in building up a good prospect 
file.) 

YOUR OWN REGULAR CUSTOM- 
ERS. 

AUTOMOBILE LICENSE NUM¬ 
BERS. 


And if you don’t want to go to 
the trouble of compiling your own 
lists, valuable mailing lists may 
be purchased on very short notice 
and cheaply from listing agencies 
and addressing companies, who 
make a business of supplying class 
lists of most any kind of prospects 
you might desire to reach. 

The STUFFER (Envelope In¬ 
sert) furnished by many manufac¬ 
turers is a no-cost medium which 
can be tied up in bundles of mer¬ 
chandise or sent out with monthly 
statements or other mail, and you 
will be surprised at its many in¬ 
stances of stimulating sales for 
the product which it is advertis¬ 
ing. 

THROW-AWAYS are usually 
reprints of advertisements which 
the advertiser is running in news¬ 
papers, or a specially prepared 
advertisement, printed cheaply— 
mostly on newsprint, and thrown 
on porches, stuck in doors, or 
tossed in autos, and used to reach 
those prospective customers not 
exactly being reached by other 
forms of advertising. This me¬ 
dium is a good producer if care¬ 
fully distributed and supervised. 

SIGNS, modem and artistically 
done and properly located, win¬ 
dow trims, changed regularly, 
counter cards, and special dis¬ 
play racks, bearing the advertise¬ 
ment of the manufacturer (who 
usually furnishes them), are all 
effective mediums, and all live- 
wire retailors of hardware use^ 
them extensively. 

RADIO, which is not included 
on any of the Charts, is a com¬ 
paratively new medium for ad¬ 
vertising, but a most effective one 
if used rightly. Small local sta¬ 
tions should not prove too expen¬ 
sive for some advertisers, and they 
are sure to have various plans 
which can be adapted to an ad¬ 
vertising program most advan¬ 
tageously. As a good-will builder 
and as a tie-up with other adver¬ 
tising the writer believes it to be 
one of the most effective advertiB- 
ing mediums in use today. 

In closing I cannot stress too 
strongly the putting of your or¬ 
ganization behind your advertis¬ 
ing program. An advertising cam¬ 
paign is the expression of the ad- 
verti^r’s sales policy. It is his 
most important way of talking to 
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PHOENIX 


JUNIATA 


ARGEST MANUFACTURERS OF HORSE AND MULE SHOES AND CALKS IN THE WORLD 






HERE’S one of the fastest selling items in the retail 
hardware trade . . . ball bearing casters that roll in any 
direction quietly, smoothly and without effort. 

MERCHANTS MAKE MONEY WITH "ACME" CASTERS 
Every customer is a logical prospect for “acme” Ball 
Bearing Casters. All you have to do is demonstrate . . . 
roll an “acme” along the counter or in the palm of your 
hand and the sale is made. Stock “acmes” and roll up 


“PHOENIX MEANS QUALITY’* 

HORSE AND MULE SHOES 


‘THE SHOE WITH THE REPUTATION” 


HORSE AND MULE SHOES 


Phoenix 

Front 

Light 


Sho«« for Trotters, Pacers, 
Ranoers, Polo Ponies and Saddle 
Horses 


BULLDOG, JUNIATA, SWEETS and 
AMERICAN CALKS 

Said on an E$tabUthad Poliey Through Reguiar 
Trade ChanneU 

PHOENIX MANUFACTURING COMPANY 

ChieagOy IlL 8uee9$nn t§ p%9 mi& Uvrm Bko0 Co, CataMinqnay Pa. 

“0«r prodaeu wo mniafaetiired In tkn Unltod States ef Aaaerlea hj 
Union Labor.** 


JANUARY 2, 1926 






—for coming 
advertising 
in space 
carrying this 
border; 

—announcing 
merchandise 
produced with 
probably the 
country*s greatest 
length of 
experience; 

—by a factory with 
only 1/10 of 1% 
credit losses for 
all last year, 
thus eliminating 
the customary 
high credit loss 
cost factor from 
our final prices 
to you; 

—plus profitable- 
to-you, practical 
variety AND 
a sales policy 
that the trade 
helped to plan. 


the public and of telling them 
about himself and his goods. But 
it is not the only way. Every letter 
that goes out from a business es¬ 
tablishment advertises that busi¬ 
ness. It creates a good or bad im¬ 
pression, and the bad impression 
may be so bad that no amount of 
general advertising can remove it. 
Every time an employe of a busi¬ 
ness house comes into contact with 
the public he helps or hurts his 
employer. No matter how casual 
may be the personal contact be¬ 
tween visitors and employes of a 
store, every time there is any per¬ 
sonal contact the visitor receives a 
good or bad impression of the 
house that the employe represents. 

The retail store can nullify hun¬ 
dreds of dollars’ worth of good ad¬ 
vertising by failing to take proper 
care of orders, by failing to make 
prompt deliveries and by failing 
to do many other things which 
good service demands. 

It is not difficult to tell the pub¬ 
lic about high ideals, courteous 
service, careful attention to orders, 
good products and honest treat¬ 
ment, but it is often a very dif¬ 


ficult matter to be sure that every 
employe of the advertiser lives up 
to the spirit and policy behind 
the advertising. The retail hard¬ 
ware advertiser who fails to see 
that all the members of his or¬ 
ganization are imbued with his 
ideals and that they do their best 
to back up his advertising, is fail¬ 
ing in a very important respect 
in coordinating the various things 
that go to make up a successful 
advertising campaign or program. 

And in the preparation of adver¬ 
tising remember that advertising 
is expression. It is more than 
mere words on paper. Adver¬ 
tisements are the representatives 
of the organizations paying 
for them. They should be like 
those organizations, look like 
them—live like them. A truly suc¬ 
cessful advertising program is not 
developed by mere formula. It is 
an expression of a store’s char¬ 
acter. And in so far as that char¬ 
acter is strong, as that character 
is steadfast, as that character is 
true, to that extent, and to that 
extent only, may your advertising 
program be expected to succeed. 


Filing Your Income Tax 

{Continued from page 64) 


tax to a straight 4 per cent, and 
(b) the allowance of the personal 
exemption and credit for de¬ 
pendents for purposes of both the 
normal tax and surtex. 

The normal tax is not shown 
on the chart because it is readily 
computed by taking 4 per cent of 
net income subject to normal tax. 
The table of surtax rates (columns 
2 and 3 on the chart) is all that 
is needed for the computation of 
income, taxes under the Revenue 
Acts of 1934 and 1935 (see first 
method below). For the conveni¬ 
ence of taxpayers, however, a 
table of the total amount of nor¬ 
mal and surtaxes has been includ¬ 
ed in the chart (columns 4 and 
5) from which the total tax may 
quickly be estimated (see second 
method below). 

The Revenue Act of 1935 in¬ 
creased the rates of tax but only 
with respect to surtax net incomes 
in excess of $50,000 in taxable 
years beginning' after December 
31, -1935. In using the chart to 
compute the tax upon surtax net 


incomes in excess of $50,000 
select the rates applicable to the 
taxable year for which the com¬ 
putation is being made. 

The Federal Income Tax chart 
may be used to compute income 
taxes under the Revenue Acts of 
1934 and 1935 in one of two ways 
as follows: 

FIRST METHOD: 

1. Add all of the items of taxable 
gross income including dividends, ' 
interest-exempt from normal tax, 
and capital gain. 

2. From taxable gross income sub¬ 
tract all allowable deductions, 
and capital loss to the extent 
recognized. Subtract also the 
personal exemption and credit 
for dependents. The amount re¬ 
maining is **surtax net income.'’ 

3. Compute the surtax upon “sur¬ 
tax net income” by reference to 
columns 2 and 3 of the chart on 
page 64. (There is no surtax 
on surtax net income of $4,000 or 
less.) 

4. Determine the amount subject to 
normal tax by deducting from 
“surtax net income” (a) the 
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^^Never Lets Go** 



ALLIGATOR 

TRADE MARK REG. U.S. PAT. OFFICE 

STEEL BELT LACING 


! The Year Closed BIG! 


with a HAPPY NEW YEAR aheadf 


CELEBRATING U in or^nr for tho follow who hos stocfcod 
^ / / *”*•**•• WcGr. Ho’f found a Lino thcrt solU Ittolf to 

^^tack up I •^•nrono who paintal • Bolcor Quality • Rokor Policy . 

f Handftomo brush disponsors cut soiling dotoN • givo thno 
FOR THE NEW YEAR and profit ylold In pthor storo dopartmonts. YES SIR! 193S 
dosod BIOI g Look to Bakor for SALES In *361 Bokor Stand- 
•‘•P* I" frowt of consumors. Bcricor Trodontorks 
tpGGd domond. • Solf-salosI Ro-ordors aro 
^ Mt routirto and voiunso GROWSI 


REG. U.S. PAT. OFF. That's why Brushos by Bcdcor aro 


f Fundamentally yours 

baker brush ca.h 


u! usju K^yjuinc 

*7 ORAND STRUT • NSW YORK 


HERE’S A Genuine 
EAGLE PUMP OHiER 
for Only 75^ Retail 

This improved hydraulic pump oiler has wide use¬ 
fulness among farmers, mechanics, plumbers, garage- 
men, millwrights, etc. It has Eagle-quality construc¬ 
tion, welded steel spout, seamless body with double- 
seamed bottom, one-piece handle, positive action 
pump, machined brass plunger. Capacity % pint. 
Six-inch bent spout. 


RAINBOW DISPUY I ^ 

contains half dozen oilers 11 

—assorted red, blue and I 

green. A colorful, sales ij 

stimulatinsr display for ‘Jdip 
window or counter. 


ORDER FROM YOUR JOBBER 
or write for names of 
Jobbers carrying: this 
fast selling: pump oil¬ 
er. Our liberal dis¬ 
count permits good 
profit. 


EAGLE MANUFACTURING CO. 

Wellsburg, W. Va. 


Your profits are made from satis¬ 
fied customers who continue to 
trade with you—who have complete 
confidence in the merchandise you 
carry. They’ll repeat if you sell 
them trouble-free HOLTITE Prod¬ 
ucts. Accurate, uniform and ex¬ 
ceptionally strong, these well 
known products are used by Amer¬ 
ica’s foremost industries. Stock 
the complete line—you’ll enjoy 
steady, profitable turnover. 

Distributed through Hardware Jobbers 


Continental Screw Co 


Office & Factory 

NEW, BEDFORD, MASSACHUSETTS, U.S.A 

Sonthern Branch 
1421 FORT ST., 

CHATTANOOGA, TENNESSEE 
Western Branch 
6529 RUSSELL ST., 
DETROIT, MICHIGAN 


GREAT 

STRENGTH 


FLEXIBILITY 


For belts of all kinds and sizes. 
Genuine ALLIGATOR STEEL 
BELT LACING is stocked by 
r» leading jobbers 

and listed in their 
catalogs. Not sold 
by mail order com- 
panies under its 
^ own or any other 
name. Specify 
Genuine “Alliga- 
tor Steel Belt 
Lacing.'* Order 

( through your 
jobber. 


Accept So 
Substitutes 


PROTECTION OF 
BELT ENDS 


Sole Manufacturers 

FLEXIBLE STEEL LACING CO. 

4616 Lexington Street Chicago, Illinois 
In England at 135 Finsbury Pavement, 
London, E. C. 2 




JANUARY 2, 1936 


Digitized by ^ooQle 


78 









THE 

PERFECT 
STRAIGHT-LINE 
NETTING 

You can roduco in- 
vontory, spood up turn- 
ov«r,incr«ato profits,by 
concantrating on thosa 
trada-markad poultry 
nattings from ona da- 
pandabla sourca. 

U. S. STRAITLOK 

Matting—tha original 
straigkt-lina fabric— 
is first choica avary- 
whara for building poul¬ 
try runs. It stratchas 
parfactly to wood or 
staal posts; raquiras no 
top-rail, no basaboard; 
savas tima, labor and 
axpansa. 

Mada of Coppar- 
baaring Staal Wira in 
ona and two-inch mash, 
Galvanizad Bafora or 
Aftar Waaving. Haights 
12 to 72 inchas. 


THE 


PERFECT 
HEXAGON-MESH 
NETTING 

U.S.HEXLOK Poul¬ 
try Matting craatas an- 
tiraly naw standards for 
haxagon-mash fabric. 
Mora uniform, mora 
rigid, naatar in appaar- 
anca, suparior in sarv- 
ica, this improvad nat- 
ting is aasiar to handia 
and sail. 

It is availabla in all 
popular standard widths 
and waights, Galvan¬ 
izad Bafora or Aftar 
Waaving; haights 12 to 
72 inchas. Tha ona- 
inch mash is mada in 
thraa waights: Mo. 18, 
19 and 20 gauga; tha 
two-inch mash in Mo. 
16, 19 and 20 gauga; 
tha ona and ona-half 
inch mash, in Mo. 16 
gauga. All wiras ara 
Coppar-baaring Staal. 

Ask your Jobbar or 
writa us for furthar 
information! 


amount of dividends and interest 
exempt from normal tax (pre¬ 
viously included in gross in¬ 
come) and (b) 10% of earned 
net income, but not in excess of 
10% net income. 

5. The normal tax will be 4% of 
the amount remaining. 

6. The total tax will be the total of 
the surtax and normal tax so 
found. 

7. From the total tax deduct allow¬ 
able credits such as taxes with¬ 
held at source, taxes of foreign 
countries and possessions of the 
United States, and miscellaneous 
credits, if any. The sum remain¬ 
ing will be the Net Total Federal 
Income Tax. 

SECOND METHOD: 

Taxpayers, the greater part or 
all of whose income is subject 
to both normal and surtax may 
compute their income taxes by 
reference to columns 4 and 5, as 
follows: 

(a) Determine ‘‘surtax net income’* 
in the manner outlined above 
(paragraphs 1 and 2.) 

(b) Compute the gross tax upon 
“surtax net income” by refer¬ 
ence to columns 4 and 5 of the 
chart of the preceding page. 

(c) From the gross tax deduct 4% 
of (a) dividends and (b) earn¬ 
ed income credit. Deduct also 
the credits described in Para¬ 
graph 7 above. The sum re¬ 
maining will be the Net Total 
Federal Income Tax. 

Important Changes in the 
1934 and 1935 Revenue 
Acts 

CapUal Gains and Losses 

The Revenue Act of 1934 estab¬ 
lished an entirely new method of 
treating gain and loss upon the 
sale or exchange of ‘‘capital as¬ 
sets.” “Capital Assets” includes 
all property held by the taxpayer 
(whether or not connected with 
his trade or business) but does not 
include stock in trade of the tax¬ 
payer or other property of a kind 
which would properly be included 
in the inventory of the taxpayer if 
on hand at the close of the tax¬ 
able year, or property held by the 
taxpayer primarily for sale to 
customers in the ordinary course 
of this trade or business. Gain 
and loss upon the sale or ex¬ 
change of capital assets is recog¬ 
nized on a percentage basis de¬ 
pendent upon the length of time 


for which the asset has been held, 
as follows: 

100% if held for not more than 
1 year; 80% if held for more than 1 
year but for not more than 2 years; 
60% if held for more than 2 years 
but not for more than 5 years; 40% 
if held for more than 5 years but 
not for more than 10 years; 30% 
if held for more than 10 years. 

The amount of recognized capi¬ 
tal gain which exceeds recognized 
capital loss is added to and be¬ 
comes part of the taxpayer’s 
ordinary income and is taxed at 
the normal and surtax rates ap¬ 
plicable thereto. Such capital 
gain may be offset by the ordinary 
losses and other deductions of the 
taxpayer. The amount of recog¬ 
nized capital loss which exceeds 
recognized capital gain is deduc¬ 
tible from the taxpayer’s ordinary 
income only to the extent of 
$ 2 , 000 . 

In the case of corporations, the 
percentage reductions of gains and 
losses recognized upon the sale or 
exchange of capital assets do not 
apply, i. e., 100 per cent of all 
gain and loss is recognized. Cor¬ 
porations are, however, subject to 
the limitations upon the deduction 
of capital losses, i.e., to the extent 
of capital gains plus $2,000. 

Cains upon distributions in 
complete or partial liquidation of 
a corporation must be reported in 
full (1(X) per cent) but losses 
upon such distributions are sub¬ 
ject both to percentage reduction 
and to the limitation on the de¬ 
ductibility of capital losses de¬ 
scribed above. 

For special rules applying to 
the determination of the period 
for which capital assets have been 
held, short sales, the failure to 
exercise privileges or options, the 
retirement of bonds, and bond 
losses of banks and trust com¬ 
panies, see the statute. 

Federal Tax Calendar 

1936 

Feb. 1. Last day for a citizen or resi¬ 
dent to file claim for exemp¬ 
tion from withholding of tax 
on tax free covenant bonds. 
Feb. 1. Last day for a corporation to 
file report, covering distribu¬ 
tions, partly or wholly noa- 
taxable, to shareholders. 

Feb. 15. Last day to file all informa¬ 
tion returns (except corpora¬ 
tion reports of distributions 
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RICH LADDERS 



Rich ladders are famed for strength 
and quality (combined with light 
weight). Reason? Rich Ladders 
are made of carefully selected, air- 
dried, clear spruce, re-inforced for 
safety and durability. Rust-resist¬ 
ing, cadmium-plated hardware. 
Step, Single, Extension, Sectional 
Ladders; also Scaffolding, Trestles, 
etc., for every trade and purpose. 
Prompt shipment from warehouse 
stock near you. Write for catalog. 

At The Chicago Show 

See the display of Rich Ironing Tables, 
including the Auto-Krat, the Durex and 
the new Premier. Each one an out¬ 
standing value in its class. 

Write for Catalog 

Shows Rich Ladders, 

Ironing Tables, Step 
Stools, Clothes Props, 

Wash Boards and 
other woodenware spe¬ 
cialties. Leading job¬ 
bers handle the Rich 
line. Ask your jobber. 

The Rich Pump & Ladder Co« 
1028 Depot St., 
Cincinnati, Ohio 


VISIT OUR 
EXHIBIT 
ROOM StlA, 
STEVENS 
HOTEL. 
CHICAGO 
JANUARY 
5 TO II. 



Sell Them 
by the set 



Sets of 9, 11, 17 bits are fur¬ 
nished in compact cases for 
the convenience of the users. 



It Isn't bard. Every mechanic needs the entire set In bis soik. and it 
resolves Itself to a question of selling him once or seventeen times. Bring 
out the value of the case, its use in keeping the bits in order and near at 
hand, preventing loss. etc. Try it. 


Forstner Bits are the only bits that are not dependent on a center or a 
level to guide them. They cut from the outer rim. The entire surface is 
at work all the time, no jagged ends; every part of the work is smooth and 
polished. They bore their way through hard, knotty, cross grained wood, 
leaving a smooth hole and clean. p<dished surface. 


Let ua send you catalogues. Order through your jobber or direct. 


The Progressive Manufacturing Co. 

TORRINGTON, CONN., U. S. A. 



WOOD 

SCREWS 


Screws—Drive, Coach, Machine 
Cap, Set, Thumb, Lock 
Cap, Knob. 

Bolts—Stove, Tire, Sink. 

Nuts—Semi-Finished, Machine 
Screw, Acorn Cap. 

Chain — Sash, Jack, Safety, 
Ladder, Register, Furnace. 
Escutcheon Pins. 

THE CORBIN SCREW 
CORPORATION 

THE AMERICAN HARDWARE 
CORPORATION, SUCCESSOR 

HI New Britain, Conn. 

HI Warehouses: New York 
HI Chicago Philadelphia 


lAYDOLE 

QUALITY TOOlS\C 


UAYBODLII! 


Hemmorv, Wrenches, Punches end Chisels by A^AYDOLE 
ere known thruout the world for their many points of 
superiority. 

MAYDOLE Tools are always the choice of skilled 
workmen. Sold only thru recognized Hardware Distributors 
and Dealers. Not a "come and go" policy but one that has 
been strictly adhered to for 105 years. 

DAVID MAYDOLE 

TOOL CORPORATION 
NORWICH 
N. y. 



N€SCO 


AUTOMATIC ELECTRIC ROASTER 


urttA Si^nd.1 
“TenijaMtAtut^ (2onitol 


Delicious food, full 
flavored and eosily 
prepared — is the 
reason for the 
Nesco's Notional 
popularity. Here is 
o gift supreme for 
the whole family— 
gratifying profit 
possibilities for your 
Houseware Gift Counters Write for prices and 
Holiday promotion suggestions in the Nesco Une. 


NATIONAL ENAMELING 
AND STAMPING COMPANY 

452 N. 12th STRUT • • MILWAUKII, WISCONSIN ^ 
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5 2 8 

dealers tried both 


and here is how they voted: 


FOR LOOSE-LEAF CATALOG 

86 % 


FOR TIGHT-BOUND CATALOG 

14 % 


—here is what they wrote on their ballots 




"ilit on!^ cmdiuta^. .. 


These retailers were getting a loose-leaf 
catalog from one house and the old- 
fashioned kind from another. They 
knew! Why not ask your wholesaler for 
this modern, efficient catalog service? 


Wholesalers: Write on your letterhead 
to THE HEINN COMPANY, Dept. 
1225, 326 W. Florida St., Milwaukee, 
Wis., for new book, "The Catalog Ques¬ 
tion,” showing how you can serve your 
dealers better and make more money by 
rendering a loose-leaf catalog service to 
your trade. 



Another loose-leaf catalog just issued to the 
trade — a new edition by Isaac Walker, users 
of the Heinn loose-leaf system for many years. 



Originators of the Loose-Leaf System of Cataloging 
Branch offices in principal cities 


to shareholders, partly or 
wholly nontaxable.) 

Mar. 16. Last day to file individual, 
corporation, fiduciary and 
partnership income tax re¬ 
turns and corporation excess 
profits and surtax returns (ex¬ 
cept returns of non-resident 
aliens, foreign partnerships, 
foreign corporations, etc. see 
June 15). Entire tax due or, 
at option of taxpayer, one 
quarter of tax, and balance 
of tax in three equal install¬ 
ments at intervals of three 
months. 

Last day to file annual re¬ 
port of taxes withheld at 
source. 

Last day to file gift tax re¬ 
turns. Payment of entire gift 
tax due. 

Last day to file information re¬ 
turns by donees of gifts. May 1 
last day to file non-resident alien 
exemption certificate with with¬ 
holding agent. 

June 15. Last day to file income tax 
returns of non-resident aliens 
and foreign corporations not 
maintaining office or place of 


business in United States. En¬ 
tire tax due or, at option of 
taxpayer, one quarter of tax, 
and balance of tax in three 
equal installments of intervals 
of three months. 

By general extension last day 
to file income tax returns of 
foreign partnerships, foreign 
corporations maintaining of- 
6ce or place of business in 
United States, domestic cor¬ 
porations transacting business 
and keeping records abroad, 
domestic corporations whose 
principal income is from pos¬ 
sessions of the United States^ 
and citizens residing or trav¬ 
eling abroad. First and sec¬ 
ond instalments of tax due 
with interest at 6 per cent 
per annum on first installment 
from March 15th until paid. 
Taxes withheld at source due. 
Second quarterly income tax 
installment due. 

July 31. Last day to file capital stock 
returns. Payment of entire 
capital stock tax due. 

Sept. 15. Third quarterly income tax 
installment due. 

Dec. 15. Fourth or last quarterly in¬ 
come tax installment due. 


Future of the Wholesale Business 

{Continued from page 35) 


must be included in the retail 
price. 

Department stores are large 
enough so they themselves perform 
the wholesaling function, that is, 
they buy goods in quantities and 
store reserve stocks in warehouses 
ready for delivery to the sales 
floors when needed. 

The national chains which oper¬ 
ate many stores are large enough 
so they take quantities into their 
warehouses and redistribute them 
to their member stores. There is 
no way whereby goods can be 
gathered from thousands of 
sources and made quickly ready 
for sale over the retail counter ex¬ 
cept by having someone, some¬ 
where along the line, perform the 
wholesale function. 

An independent merchant who 
attempts to buy goods direct from 
the mills soon discovers that 
thereby he has defeated his pur¬ 
pose. He nearly always buys an 
excess quantity, in order to re¬ 
duce his cost; at best he kills his 
turnover and at worst he puts him¬ 
self out of business. 

In order that the independent 
merchant may be able to survive 
at a profit, he must turn the 


wholesaling function over to some¬ 
one else, so he may be able to 
buy each item in a modest quan¬ 
tity, make his investment cover 
many items, and rely upon a fast 
turning stock to give him volume. 

That is the best answer as to 
the future of the wholesaler. The 
wholesale industry exists to serve 
the independent merchant. It has 
no other reason for being. If there 
were no independent stores there 
would be no wholesalers, and if 
there were no wholesalers the 
average independent store would 
have to go out of business. It 
could not meet the price competi¬ 
tion of its larger neighbors, the 
department store and the chain 
store. 

In recent years, as you know, we 
have succeeded in introducing the 
consumer preference principle 
into our own merchandising. This 
has been made possible through 
our owned “laboratory” retail 
stores (Scott-Burr) and through 
the intimate contact we have with 
the members of our two voluntary 
chains—Ben Franklin and Fede¬ 
rated. 

Through these sources it has 
been possible for us to learn ac- 
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SPEEDY PAINT SPRAYER 


View of Speedy Paint Sprayer No. 850 in work¬ 
shop of the Model Home of America. Atlantic City. 
Professional type electric spray equipment listing 
as low as $20 and $14. Others $5.00 and up. Auto 
power sprayers list from $2.60 up. Speedy sprayers 
are professional type for all general painting, var¬ 
nishing. etc. Low cost makes selling easy. Built 
right for long life. 

Dealers: Write for complete details, prices and 
discounts. 


ELECTRIC 

COMPRESSOR 

OUTFITS 

LIST AS LOW AS 

$20 and $14 

COMPLETE 
(without motor) 


W. R. BROWN COMPANY 


2014 N. Major Ave. 


CHICAGO 


HpHfW A FINE CHROME- 

PUTED TOOL FOR HOME 
OR FARM WORK 

THIS model is one of the 
world’s largest selling torches. 
The tank is chrome-plated, and 
is fitted with windshield and 
a lock-down, T-handle pomp. 
This tool has the constmction 
features that have made C & L 
if'ritm torches the standard of the 
ford^. country. Yet it is modestly 
*<!»«' priced, as are C & L 800 and 
foidt-r C & L 600A, other models in 
to the low-priced line. 

CLAYTON & LAMBERT MFC. CO. 

Detroit, Michlgaii 

Mmkmre of World *m Lmrg—t SMinm Firopota 


BRUSHES 

mean more profit from jour brush counter. 
Ask jour jobber. 

The OSBO/tM MAMUFACJVJtiNa COMPAMY 


5401 Ehimilton Avenue 


Cleveland, Ohio 


S«Im Of^coaz New York-Detrolt-Cliicago-San FraneUeo 


For Very Heavy Work 

You wouldn’t expect a light weight 
man to handle jobs intended for a 
heavy weight man—nor a wrench. The 
COES “Steel-Handle” Wrench is a 
strong, heavy built tool that withstands 
heavy work. It stands up and takes 
punishment on severest wrench jobs. 

. Sell it with confidence. Seven sizes: 

6 to 21 inches. 

A»k Your Jobber 

BEMIS & CALL CO- 


56PRINGFIELD 


MASS. 



Repairs Unsightly Chipped Porcelain 


When home owners hit and chip 
porcelain or enamel fixtures 
Tilette Liquid Porcelain Glaze 
will quickly repair them like 
new. Ideal for Porcelain and 
Enamel Sinks. Bath Tubs, 
Lavatories, Refrigerators, etc. 
Ready for use, waterproof, 
dries quickly with a perma 
nent porcelain gloss. In 1 oz. 
jars, packed 12 to attractive 
counter display. Quick 25 
cent seller. Liberal profit. Ask 
your jobber to supply you. 

If he cannot, write to us 

TILETTE 

CEMENT CO., INC. 

401 Lafayette St., 

N. Y. C. 

1115 Temple St., 

Los Angeles, Calif. 



MANY EXTRA DIMES FROM THIS 

Neur AIL Metal RetmUniUj DUfUai/Cahutet 


, oHdOi FREE! 

Advertising creates a steady demand 
f for Moore Push-Pins, aluminum or 
glass heads and Moore Pushless Hangers. 

Our new Revolving Display Cabinet given 
absolutely free w'ith 72 window front pack¬ 
ets .. . occupies only 6V4 square inches 
of counter space ... makes sale after sale. 
Gel one from your jobber today ... 
then watch the extra dimes build A 
your daily volume. 

MOORE PUSH-PIN CO.^Rn 

113-125 Berkley St., Phila. 



SAVE$ SPORTSMEN’S LIVES 

§ Retails for only BDc. 

This is the Match Box referred 
. in recent news dispatches and fea- 
ture articles in sportsmen’s 
magazines. Many a life has 
been saved by 


It^BIES 


Improved 
Wa terproofi 

Match Box 


Show ’em 
and you’ll N 


Carried In pocket or attached to belt or 
chain by handy ring. % inch outside diam¬ 
eter. (’arrles several days’ supply of 
Y matches. .Absolutely waterproof—even 
- X when siibmerge<l under water. 


V ^ Packed 6 to each new display carton. 
>2Order from your jobber or direct from 
factory. 


Retails for 60c - —* 

MARBLE ARMS & MFG. CO., 540 Delta Ave., Gladstone, Mich., U. S. A. 
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Repairs 

CRACKED 
FIREPOTS 

In itOTM. nnces. fur- 
nacet and bolleri. Not 
a flro cement or imear- 
on make-shift, but an 
actual refractory mate¬ 
rial of Industrlal-oeen 
type, that comes In air¬ 
tight cans: is plastic—aa euiiy uioiiiaa lo any Hiicaneea 
as putty; that “bakes-ln” with an ordinary lire Into an 
exactly fitting, one-piece firebrick: wlthstandbi temperatures 
up to 3000 F.; will not crack, fuse or spall; protects fire- 
pot castings Indefinitely. FIRELINE has taken the coun¬ 
try by storm . . . Just announced. It already is carried 
■by leading jobbers everywhere, for It meets, for the first 
time, a definite need wherever solid fuel is burned and 
quickly runs Into volume sales wherever intiodoeed. 
Copr., I9SS, Plibrieo Jointless Firebrick Co. 

Write for Free Sample and Pull Information 

HRELINE STOVE & FURNACE LINING CO. 
18S9.L Kingsbury St. Chicago, III., U. S. A. 



■J SuPtRlOfl Eutba 

Qualitv , Aomesiv 


SLIPKNOT 

FRICTION 

TAPE 

PLVMOiiTm WLlBrER COMPANY li 


MANY USES—MANY SALES 

Slipknot Friction Tape is a steady 
repeat seller. Extra adhesive-^ 
binds tightly—holds securely. Lasts 
longest—never dries out. Edges can¬ 
not ravel. In 1, 2 , 4 and 8 oz. rolls. 


SLIPKNOT SOLES are easily fitted 
and attached to any size shoe. No 
nails—no stitches. Finest quality 
rubber. 

Outw ear 
leather 2 to 
1. Each 
pair on a 
S t r i k - 
ing Colored 
Card with 
Tube of 
Double 
S treng th 
Sole Ce¬ 
ment. Sizes 
for Men's, 
Worn e n's 
and Chil- 
d r e n ' s 
Shoes. Sold 
t h rou g h 
Jobbers. 
Write for 
details to 

Plvmobth Robber Company. Im. 

Largest Rubhartmmrs of Cloth in the World 

108-200 Rmrere St. CANTOIL MASS. 


curately the items which the pub¬ 
lic prefers, and the price which 
the average man or woman wishes 
to pay. 

It is then a comparatively small 
matter for our buyers to go to the 
mills and purchase goods whose 
sale over the retail counter is as¬ 
sured, because it has been pre¬ 
determined that they are the 
goods the consumer wants. 

We have also, as you know, 
gone to great effort and great ex¬ 


pense to establish a retail promo¬ 
tional division for the benefit of 
cooperating retail merchants, 
which gives them substantially the 
same benefits which chain stores 
receive from their respective head¬ 
quarters. 

In my judgment, the success of 
the wholesaler in the future will 
depend largely upon his ability to 
put his independent merchant cus¬ 
tomers in position to compete in 
all ways with the chain store. 


Handicraft Club Boosts Power Tools 

{Continued from page 37) 


booth as it appeared at a home 
show held in Milwaukee. The 
booth was dismantled and re¬ 
erected in the hardware store after 
the close of the exhibit. A great 
deal of interest was aroused by 
the power tools shown, and, as this 
was a working exhibit, a large 
audience could always be seen at 
the booth. Quite a number of on¬ 
lookers made inquiry as to the 
requirements for joining the 
Handicraft Club, as well as prices 
for the various tools shown, re¬ 
sulting in considerable increase in 
membership for the club as well 
as the sale of a number of power 
tools. 

The G. A. Butter Company makes 
a practice of keeping the latest 
design of power tools available, 
offering a fair trade-in value on 
tools of older design. It is claimed 
that one of the largest stocks of 
power tools in the state is carried 
at this store. 

In its advertising the Butter 
concern stresses the Handicraft 
Club. One advertisement stated. 


“Wintry nights bring happy hours 
in your home work shop. 2fero 
weather with a biting cold wind 
whizzing around your house means 
a barrel of fun at the old work¬ 
bench with a Driver or Delta tool 
at your disposal. 

“Visit our home work shop. A 
very complete line of power and 
hand tools, etc. Consult our com¬ 
plete library for problems you 
may have; you will find it very 
helpful. An invitation to visit our 
next meeting of the G. A. Butter 
Handicraft Club. There will be a 
lecture and demonstration on the 
subject of ‘Cabinet Finishing’ to be 
given by a man who possesses 
complete knowledge of finishing 
softwood, open-grain hardwood 
and close-grain hardwood. You 
are more than welcome.” 

It is not difficult to see that 
with such excellent promotion the 
G. A. Butter Co. finds that the 
membership in the club grows fast 
and that the club provides whole¬ 
some interest for interested per¬ 
sons in the Milwaukee district. 


Is a Service Store the Answer ? 

{Continued from page 40) 


“Well,” dryly remarked the Gov¬ 
ernment lawyer, “you may be an 
expert and your evidence may be 
valuable, but you seem to have 
been among the unemployed for 
the last three years.” Such situa¬ 
tions as that are unkind especially 
around Christmas when we should 
all be full of goodwill to mankind. 

But how I do wander around. 
What I started out to say was that 
while my car was being filled vrith 


the fancy gasoline, I took a look 
around the garage to see how they 
were doing. I talked to the pro¬ 
prietor. I discovered this garage 
ran a regular store. They sold 
tires and everything else necessary 
for an automobile. They supplied 
water, air, oil and gasoline. They 
repaired your machine, blew up 
your tires and would even sell you 
rifle and shotgun ammunition. An 
examination of their stock indi- 
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IlSTOVINK 


The Only Black ^ 
That Stays Black 


NEW 

Silent Salesman for 

STOVINK 

Will greatly increase your 
sales of this thoroughly 
established necessity. Stov- 
ink-blacking for hot stoves— 
guaranteed not to burn off— 
is in steady demand every¬ 
where. 

All shipments of one-ounce 
size now being made in new 
display carton containing 
twelve bottles. 

JOHNSON'S LABORATORY. Inc 

Manufacturino Chemists 
WORCESTER, MASS. 


WORKING HAND IN HAND WITH THE JOBBER 

Western Track and Hangers for Garage, Barn and Industrial Doors 
West-Over Door Hardware for Garages 

95% of All Western Hardware 
is Sold Direct 
To Recognized Jobbers 

WESTERN PRODUCTS. INC. 

NEWCASTLE INDIANA 


HEW YORK, CHICAGO, BOSTON, ATLANTA, PALLAS, DETROIT, SAN FRANCISCO 


SURE*GRIP Hose Clamps 


Stock up with dependable, non- 
corroding **Sure-Grips**. This is 
the one complete line that en¬ 
ables you to serve every cus¬ 
tomer. For air, beer, garden, 
suction, automobile or steam 
hose—use **Sure-Grips**. Spe¬ 
cial clamps made to your order. 

Ask your jobbei^—or write 
us direct for price list. 

J. R. CLANCY, Inc. 

Syracuse N. Y. 


SOMETHING TO TALK ABOUT 

* when you sell the 

WL IB'-GASOLINE 

CAMP STOVES 

Each burner is individually controlled and operated—permitting fast and slow cooking at the same 
time—in fact, it operates exactly like the most expensive kitchen range. A feature found only in 
Turner Stoves. 

Made in 3 Instant lighting—fuel tank easily removed for safe filling—built-in pump—rigid construction and 
models — a non-warping weld^ grates. Stoves that stand up under heavy use. Have a trim and attractive 
handy one appearance—olive drab lacquer enamel easy to clean. 

burner ~ an With all these features Turner Camp Stoves cost no more than ordinary stoves. You can really 
utility two sell Turners—you can get them from your iobber. 


MADE-TO-ORDER 
PERSONALIZED 
BUSINESS GETTING 
MAGAZINES 

Ten years of conatmotive aervice to the Hardware 
Trade has eatabliahed Bunting Store Magazinea aa 
reaultfnl, direot-to-home advertising media. 

Ask about the New A tested means of cooperative aalea effort for 

Banting Service aggressive dealers, jobbers and mannfaeturera. 

Tke Bunting System 

NORTH CHICAGO, ILL. 



You can swing 
a Good Axe 
Business with 
a Good Axe 



Michigan 

Double 

Bit 


the COLLINS CO. 

COLLINSVILLE, CONN. 

AXES HATCHETS BUSH HOOKS 

HOES PICKS MATTOCKS 
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H Greatest 
■ Door Closer 
Ever Made/ 



Everedy's 1936 Door Closer with the 
"Double-Jointed" Door Bracket. 

EASY TO SELL 

Because the Double-Jointed Bracket Makes It 

EASY TO INSTALL 
FOOL PROOF 

MONEY MAKERS FOR HARDWARE 
DEALERSI 

EVEREDY DOOR BRACES 

Everedy Turnbuckle 
Door Braces eliminate 
"Door-Sag.” 16" to 72" 
in length. 

EVEREDY DOOR GRILLES 

Everedy Adjustable 
Screen Door Grilles pre¬ 
vent "Screen Bulge." 

Hand woven and ex¬ 
panded metal. Fit doors 
of almost any size. 

ORDER FROM YOUR JOBBER TODAY 
Write us direct fer literature 

THE EVEREDY COMPANY 




Frederick, Maryland 

KEY BLANKS 


OF ALL KINDS 



Catalogue on Roquost 


GRAHAM MFG. CO. 

Det>t. W. 

Derby, Conn., U. S. A. 


The Original 
««HOftSESHOE MAGNET* 
HAMMERS 

Steel Forgings, Perma¬ 
nent Magnets. The best 
magnet hammers on the 
market. Give long and 
satisfactory service. The 
Hammer holds the tack. 

ARTHUR R. ROBERTSON 

dele Mmnufmeturor 
§96 Atlantia Aae., Baetan, Mate. 




The “Gem Junior’’ 

An cyc-pleasing streamline 
clipper with keen, hardened 
cutting jaws and efficient 
file and cleaner. Colorful 
counter card displays one, 
stores eleven. Retail. 25^. 
At jobbers’. Send for cata¬ 
log price sheet. 

The H. C. Cook Co. 

Ansonia, Conn. 


cated they were carrying quite an 
assortment of convenient articles 
for tourists and campers. 

The properietor told me he 
started first just as a regular 
garage, supplying gasoline, oil 
and service. Then by degrees he 
added a lot of things that he could 
sell to people who stopped for 
service or gasoline. And he added 
that now he was not only doing 
all these things, but was also stor¬ 
ing cars, which led to his having 
to take care of chauffeurs . . . This 
in turn led to his installing a 
restaurant to feed these chauffeurs, 
and in addition he has partitioned 
off several rooms and furnished 
them so chauffeurs can stay all 
night or become regular boarders, 
as they wish. And not only that, 
but he has made arrangements 


with a number of his employees so 
they can eat and sleep on the 
premises at a very low rate. 

All this has given me a good 
deal to think about in connection 
with the retail hardware stores 
of the country. Should the retail 
hardware store develop into a ser¬ 
vice store? Aren’t too many re¬ 
tail hardware men simply sitting 
and waiting for somebody to drop 
in and call for hardware? This to 
me is quite an interesting subject. 
I may have struck upon a new 
idea. Suppose all of us think it 
over until my next article, when 
I will try to develop the thought 
of the retail hardware dealers of 
the country, especially the smaller 
ones in the small towns, inaugurat¬ 
ing some sort of community ser¬ 
vice. 


The Price Trend 

{Continued from page 66) 


vantage of the early and larger 
opportunities. 

It is always dangerous to fore¬ 
cast the future; but we are plan¬ 
ning our own buying on the as¬ 
sumption that prices when ad¬ 
justed will usually be higher 
rather than lower. 

If this conclusion is right, two 
things can be done to advantage. 
In the first place, the stock of 
staple lines which sell the year 
’round can be profitably built up 
a bit. We do not suggest specula¬ 
tive buying, but when it is known 
that an advance is in the making, 
as was recently the case with rope, 
the placing of a fair sized order 
in anticipation would seem to be 
an advantage. As this is being 
written, bolts are perhaps in a 
similar position. In a great many 
instances there will be some 
knowledge of a possible advance 
in price which information we 
shall carry on so that orders may 
be entered before the advance 
takes place. 

Perhaps the biggest opportu¬ 
nity is offered in the case of spring 
seasonal lines. Whatever the pros¬ 
pect we never advocate 100 per 
cent future order placing. Sea¬ 
sons vary enough so that 75 per 
cent buying on an advancing mar¬ 
ket would be suflScient at the open¬ 
ing. On a declining market 50 
per cent to 60 per cent should be 
sufficient. 


For several years now most 
early orders for seasonal spring 
goods have been very conservative, 
and there have been some who felt 
it was both unnecessary and un¬ 
wise to enter any orders for future 
delivery. This year it would ap¬ 
pear as though the situation were 
completely changed. It does not 
seem reasonable to anticipate low¬ 
er prices next spring, and there 
are probabilities of many moder¬ 
ate advantages and perhaps some 
rather large ones. The manufac¬ 
turers of poultry netting, screen 
cloth, steel goods, lawn mowers, 
and other spring lines, have made 
an effort to establish their opening 
prices for next spring on the low¬ 
est possible basis, hoping that all 
will cover themselves at these 
prices. 

Their quotations in almost every 
case limit the opening price to a 
comparatively short period of time 
and their personal recommenda¬ 
tions on the side are that we get 
our customers covered and cover 
ourselves promptly. We know that 
advances are already being con¬ 
sidered. 

Following our usual custom, we 
are urging only that which is the 
basis of our own planning and 
action. Even though the detail of 
each one’s needs differs, there 
would seem to be little question 
that a “right about face” in buying 
approach is warranted. 
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SUPER APEX 

has a zinc coating: almost twice as heavy as some other widely and 
more or less carelessly advertised lines. 

On top of this zinc coating there is baked a coat of high quality 
enamel thus reducing corrosion almost to the vanishing point. 

THE LIFE OF SUPER APEX 

in **Salt Air/’ moisture or gaseous laden climates is almost double 
the life of cloth made by the old process. 

STEEL — COPPER — GOLDEN BRONZE — SPECIAL ALLOYS 
ANTIQUE BRONZE — ALUMINUM 

HANOVER WIRE CLOTH CO. 

HANOVER. PENNSYLVANIA 


CASH IN 
ON A 


QUALITY 


V*" ^ BICYCLES 

This is the year to cash in on quality bicycles! 
There is no surer way to do so than with the 
Columbia franchise. Open territory still avail¬ 
able. Write for details now! 

THE WESTFIELD MFG. COMPANY 

Westfield, Massachusetts 


Can We Sell - 

f o r y O U ? 

- We are seeking one or 

two products to add to our lines as successful, 
established manufacturers' agents, also doing 
big importing business. We now contact job¬ 
bers and other sales outlets over entire country 
east of Rockies. 

- Write giving details - 

THE HOUSE OF CRANE 

Indianapolis/ Ind. 


The BOSTON LINE of Garden Hose 


M eets every garden hose need. 7 stand¬ 
ard nationally known brands of plied 
and moulded hose. Each 
brand a leader in its own 
price field. A complete 
line that gives you a hose 
for every purpose at a 
price for every purse. 






I BOSTON WOVEN HOSE & RUBBER CO. 

CambrIdgS/ Mots. 


FRANKLIN 

HORSE NAILS 

Two famous brands made by a 
company known over half a cen¬ 
tury for integrity and quality. 

CAPEWELL HORSE NAIL CO. 

HARTFORD, COHN. 


Ring Up Profits With "STARS' 

There’s qaality in “STAR” . 
o Heel Plates that moves ^ 

O them. There’s long wear - 1 

in them that keeps cns- 

tomers satisfied. There’s rapid turnover in Q 
handling them that makes them profitable. Q 
Best known. 9 fast selling sices to fit tmaUest gt 
O to largest shoes. H gross pairs in box. ^ 
Send for Samples and Prices. ^ 
Sold by Leading Jobbers ^ 


STAR HEEL PLATE CO. 

NEWARK, N. J. 
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Classified Opportunities Section I 


Use this section to reach Hardware Manufacturers^ Manufacturers* Agents, 
Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


• CLASSIFIED ADVERTISING RATES • 


Positions Wanted Advertisements 


■t special rate of one cent a word, aslnl* 
muBi 50 cents per Insertion. 

All Othor Clastiflcations 


Set Solid, Maximum of 50 words.... $5.00 

Each additional word.06 

All Capitals, Maximum of 50 words. . 4.00 
Each additional word .06 


Allow Sermn Words for Kmyod Address. 

BoMd Display Ratae 

1 Inch .$5.00 

Eaeh additional inch .4.00 


* Business Opportunities 


FOR SALE: TO CLOSE AN estate, a good 
establish^ hardware and housefurnishing store, 
located in Norwich, N. Y. New clean stock, 
best location, satisfactory lease. Address Mac 
Hardware Company, Fort Plain, N. Y. 


MERCHANDISE WANTED—I BUY FOR 
cash small or large lots of manufacturers’ close 
outs, ^’obbers’ surpluses and any discontinued 
items tn the hardware and harness line. Write 
me what you have to oflFer. Address Harry J. 
Epstein, 815 Central St., Kansas City, Mo. 


FOR SALE^TO CLOSE AN ESTATE, old 
established hardware business. Clean stock, in¬ 
voice jalue about $30,000. Good comer location 
in county scat town in Northeastern Ohio, center 
of good farming community. Must be sold for 
cash. No brokers, not interested in special sales. 
Address Box B-883, care of Hardwaee Age, 239 
W. 39th St., N. Y. City. 


HARDWARE MAN, AGE 38, NOW conduct¬ 
ing retail store New York City, excellent credit 
rating amongst jobbers, formerly with first-class 
oi'thts, seeks to merge with another outfit, in¬ 
vesting stock, capital, mental and phvsical labor, 
or will buy outright store with reduced stock. 
Character and business references exchanged. 
Confidential. Address Box B-907, care of Hard¬ 
ware Ace, 239 West 39th St., N^. Y. City. 



COMMISSION SALESMEN NOW CALL¬ 
ING on hardware, plumbing, and janitor supply 
houses. Commission paid on all repeat business 
in territory assigned. Address Box B-882, care 
of Hardware Age, 239 W. 39th St., N. Y. City. 


SALESMAN —MUST BE ACQUAINTED 
WITH hardware jobbers and dealers in Metropoli¬ 
tan District, also some experience in office man¬ 
agement. State salary and also business and 
personal history. Address Box B-928, care of* 
Hardware Ace, 239 W. 39th St., N. Y. City. 


SALESMEN DESIRING PERMANENT 
CONNECTION WITH reliable corporation man¬ 
ufacturing finest fastest sellers, call on furniture, 
hardware, department stores, also jobbers, either 
whole or part time. Address—Dustmaster Cdrp., 
Dept. H-3, 600 First Avenue North, Minneapolis, 
Minnesota. 


SALESMEN WANTED TO SELT. AS a side 
line on a commission basis a line of electric light 
bulbs manufactured under General Electric Com¬ 
pany’s patents. Several territories open. Must 
have following with wholesale trade only. Appli¬ 
cants must state territory wanted, also lines now 
carried. All replies will be strictly confiden¬ 
tial. Address Economic Lamp Company, Malden, 
Mass. 


MANUFACTURER OF LAWN SPRIN¬ 
KLERS AND metal household novelties, con¬ 
sidered the finest in the market, has openings 
for salesmen in all territories, particularly the 
South and West. Must have following among 
jobbers and large retailers. State experience, 
territory covered, lines carried, references. Ad- 
dr ss Box B-926, care of Hardware Ace. 239 W. 
39th St., N. Y. City. 


Discounts for Consocuttvs Insertions 
4 insertioBA, 10% off t 8 IntortionA 15% off. 
Due to the Bpecial rate, these discounts do 
not apply on Positions Wanted Advertise¬ 
ments 


REMIHANCE MUST%CCOMPANY ORDER 

Send check or money order, 
not currency, 

— o — 

HARDWARE AGE is published every ether 
Thursday. Qassified forms close 15 days 
previous to date of publication. 


NOTE 

Samples of Literature, Mer¬ 
chandise, Catalogs, etc., will 
not be forwarded. 


Addrs ss your eorrospondonco and ropllos to 

HARDWARE AGE 

Clauified Opportunitiet Dept. 

239 West 39th St., New York City 


Sales Representatives Wanted D Sales Representatives Wanted 


SALES AGENTS WANTED 


Territory stiU open for representation of POLLYWADS—the 
modern chemically treated paper for cleaning and polishing silver¬ 
ware, glass and all metals—guaranteed not to harm the most delicate 
surface—attractively packed—a quick seller—a quick repeater, with 
an excellent sales promotional plan which gives a constantly increas¬ 
ing volume nationally. 


State qualifications, territory covered every 30 days, and lines 
now carried. 


PADCO, INC., 342 MADISON AVENUE, NEW YORK, NEW YORK 




Sales Representatives Wanted 


! Manufacturers' representatives calling on hard- | 
ware. Janitor and mill supply trade to handle j 
Skat Metal Polish as a side line on strictly ( 
L'ommiKsion basis. Remarkable repeat business. | 
Please furnish references, experience and terri- ( 
tory covered. 


THE SKAT COMPANY. Hartford. Conn. 


Wanted—Factory Representative 

For New York State, excinalve of Metro¬ 
politan District, by well-known manufacturer 
of Builders' Hardware, not at present repre¬ 
sented In this territory. 

Address Box B-885, care of 
HARDWARE AGE. 

2.39 W. 39th St.. New York City 


Help Wanted 


Sales Accounts Wanted 


SALESMAN 


A man who lives in and travels the South, 
especially through the Coast States from 
Philadelphia or Baltimore, to New Orleans, 
may And this the opportunity he has been 
seeking. 


This man should be about 38 to 40 years of 
age—selling to the wholesale hardware, retail 
hardware and mill supply trade. If he is 
acquainted with the Purchasing r>e|)artment8 
of large direct buyers such as railroads and 
large manufacturing plants, it will be helpful, 
as he will be expected to sell this trade also. 


SALES REPRESENTATIVE DESIRES TO 
COMMUNICATE with manufacturer of machine 
tools, shop supplies, or heavy hardware, with 
view of representing them on Pacific Coast. Ad¬ 
dress Fred Dyson, 2314 24th Avenue North, 
Seattle, Wash. 


VOLUME LINE WANTED FOR 1936 by 
factory representative with established following, 
calling on department stores, electrical, hardware 
and drug jobbers in Missouri, Eastern Kansas. 
Elastern Nebraska, Iowa and Minnesota. Ad¬ 
dress Box B-897, care of Hardwarx Age, 239 W. 
39th St.. N. Y. City. 


The company intere8te<1 has enjoyed for sev¬ 
eral generations an enviable reputation for 
manufacturing high quality products, and for 
establishing relationships with its customers 
on a very satisfactory basis. 


If 5 ’ou believe you are the man desire*!, write 
us your history in detail: age. education, ex¬ 
perience. family responsibilities, expectations 
as to initial salary, and so forth. Letters 
written in generalities will not be considered. 


MANUFACTURER'S REPRESENTATIVE 
WITH SALES ORGANIZATION of sevra sales¬ 
men covering hardware and lumber trade in Ohio, 
Michigan, Indiana, Kentucky and West Virginia, 
desires one or two lines. Not interested in sea¬ 
sonable items. Well known to trade. Address 
Box B-901, care of Hardware Ace, 239 W. 39th 
St., N. Y. City. 


Positions Wanted 


Address Box B-924 


c/o HARDWARE AGE 


239 W. 39th St.. New York City 


HARDWARE CLERK. AGE 42, two years’ 
experience retail store; stock inventory amounted 
to about $10,000. Married. Salary secondary. 
Prefer location in Suffolk or Nassau County. 
Received $30 per week. Address Box B-929, care 
of Hardware Age, 239 W. 39th St., N. Y. City. 
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Positions Wanted 


SALESMAN. WITH ESTABLISHED FOL- 
LOWING AMONG hardware and housefurnish¬ 
ing stores, desires a position with a metropolitan 
jobber. Can furnish best of references; have 
had twenty years’ experience. Presently em- 
pbjred. Address Box 909, care of HAXDWAax 
Ac*. 239 W. 39th St., N. Y. City. 


EXPERIENCED IN HARDWARE. HOUSE- 
FURNISHINGS. ELECTRICAL, plumbing, miU 
and factory supplies; store departmentizing and 
display work, also considerable experience in win¬ 
dow trimming doing my own show card and sign 
work. Desire to locate for a permanent position 
where hard work and good sales work will be 
appreciated. Address Box B-902, care of Hau>- 
WAiE Ack. 239 W. 39th St.. N. Y. City. 


LOOKING FOR A MAN TO sell your prod¬ 
uct? I can do it. Have been selling success¬ 
fully hardware, housefumishing, variety, elec¬ 
trical stores in New York, Brooklyn. Long 
Island, Westchester County and part of New 
Jersey for the past 8 years. Will work on 
salary or commission basis. Splendid record 
and excellent references. Address Box B-92S, 
care of HAaowAas Acs. 239 W. 39th St., 
N. Y. aty. 


SALESMAN WITH 14 YEARS* EXPERI¬ 
ENCE calling on the wholesale and retail hard- 
uare. electrical and automotive trade in Pennsyl¬ 
vania. Maryland, Washington (D. C.), New Jer¬ 
sey and Delaware. Also, manufactured and sold 
sirall woodworking machines (electric). Age 39 
years, free to travel. Have small warenouse 
space in Philadelphia, Pa. Can furnish best of 
references. Address Box B-930, care of Haeo- 
WAEE Age, 239 W. 39th St., N. Y. City. 


Positions Wanted 


Hardware Personnel 


Ovr fllM ssutsla sppUestlsns of Mvsrsl hmidrsd ss- 
psrisnesd sod wsU-trslnsd s mp to y ss s la tiw hard- 

^0*CH%t TO IMPLOYim FOR TNIO 
OtRVICt. 


I If wt csB b« sf any htfp to yon, Ju 

ASSOCIATED PUCEMENT BUREAU 
I IIS Wast 42M Ojmt_ __ Nsw York City 


Wit. 7-1002. ine 




THE UNDERSIGNED OFFERS HIS SER¬ 
VICE to a manufacturer who is seeking a re¬ 
liable and experienced salesman to cover the 
Southern States, calling on the jobbii^ trade. 
Fifteen years* highly successful experience in 
the South calling on hardware jobbers. Address 
Box B-913. care of Haxowakr Age. 239 W. 39th 
St., N. Y. City. 


HARDWARE MAN. TWENTY - FIVE 
YEARS* EXPERIENCE in buying and selling 
hardware, sporting goods, and mill supplies, long 
training in financing and general management, 
desires position with jobber or retailer. Purchas¬ 
ing department preferred. Good reference given. 
Address Box B-906, care of Hardwaeb Age. 239 
W. 39th St.. N. Y. City. 


HARDWARE EXECUTIVE OVER 30 
YEARS* experience in wholesale and retail busi¬ 
ness as bu^er, merchandise manager and sales 
promotion in^ general hardware, mill supplies, 
cutlery, sporting goods, house furnishings, elec¬ 
trical appliances. Supervised all departments. 
Retail sales $450,000. Age 49. Live m Central 
States. Address Box B-932, care of Hardware 
Age, New York City. 


Positions Wanted 


MANAGER, HARDWARE DEPARTMENT, 
LARGE CHAIN store organization, specialist in 
builders’ hardware and power tools, versed in 
modern merchandising methods, age 32, married, 
wishes position with reputable retailer; willing 
locate anywhere. Highest references. Address 
Box B-90S, care of Hakdwarb Age, 239 W. 39th 
St., N. Y. City. 


A GOOD SALESMAN WITH WIDE ac¬ 
quaintance among jobbers and large retailers 
in the South and Southwest seeks connection 
with manufacturer. Has had long and varied 
experience in builders’, shelf and heavy hardware, 
mill, mine and contractors* supplies. A hard 
worker. Address Box B-931, care of Haeowaib 
Age. 239 W. 39th St.. N. Y. City. 


HARDWARE MAN, 37 YEARS OF AGE, 
having 18 years’ experience, competent to do 
buying or selling or managerial work for hard¬ 
ware business or to represent manufacturer of 
hardware articles, seeks position offering better 
opportunity than present employment affords. 
Will furnish references. Address Box B-910, 
care of Haedware Age, 239 W. 39th St., N. Y. 
City. 


RELIABLE SALESMAN. WITH EXCEL¬ 
LENT RECORD and good following, would like 
a good line from a routable manufacturer on 
strictly commission basis to the wholesale hard¬ 
ware, cutlery, novelty, drug and syndicate trades. 
Cover Metropolitan New York, New England. 
Philadelphia, Baltimore. Have represented one 
manufacturer for the past eight years. Address 
Box B-927, care of Hardware Age, 239 W. 39th 
St., N. Y. City. 



He Advertised in the Right Medium 


This man wanted to represent a good hardware 
manufacturer—he told his story in the Qassified 
Opportunities Section of Hardware Age— 

A notionolly known company replied to his adver¬ 
tisement and he secured o desirable px^sition through 
advertising in the right medium 

HARDWARE AGE is noted for quick results — 
try it—send your od to— 


Hardware Age 

Classified Opportunities Dept 

239 W. 39th StTMt New Tork, N. 7. 
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• INDEX TO ADVERTISERS • 


Tm Dm* (—) Indicate that tha AdyatHaamant Doat Nat Aaaaar la This hsua 


A 

Abrasive Products, Inc. — 

Aladdin Industries, Inc. — 

Albion Mfg. Co. — 

Allith-Prouty Mfg. Co.. — 

Aluminum Goods Mfg. Co. — 

American Can Co.. — 

American Chain Co., Inc. — 

American Fork & Hoe Co.. — 

American Gas Machine Co., Inc. — 

American Pad ft Textile Co. — 

American Power Tool Corp.... — 
American Safety Razor Co.... — 

American Steel ft Wire Co. — 

American Weekly, The. — 

American Wire Fabrics Co.... — 
Ames Baldwin Wyoming Co.... — 

Animal Trap Co. of America.. — 

Arcade Mfg. Co. — 

Archer, Daniels, Midland Co... — 

Armstrong Bros. Tool Co.. — 

Atkins ft Co., E. C. 4 


B 


Babcock Co., W. W. — 

Baker Brush Co. 73 

Barton Corporation, The. — 

Bassick Company, The. . 

Rehr-Manning Corp. — 

Bemis ft Call Co. 77 

Bethlehem Steel Company. . 

Bissell Carpet Sweeper Co. — 

Blair Mfg. Co. 58 

Bommer Spring Hinge Co.. — 

Boston Varnish Co... . 

Boston Woven Hose ft Rubber 

Co. 81 


Boyle Co., A. S. . 

Brearley Co. . 

Bridgeport Hardware Mfg. Corp. — 

Briggs ft Stratton Corp. — 

Brown Co., The E. C. . 


Brown Co., W. R. 77 

-Brush-Nu Co. 86 

Bunting System, The. 79 


C 

C-K-R Co., The. — 

Capewell Horse Nail Co., The. 81 

Car Products Co. . 

Carborundum Co. 16 

Chain Products Co., The. — 

Chase Shawmut Co., The. — 

Chicago Lock Co. . 

Chicago Roller Skate Co. — 

Chicago Spring Hinge Co... — 

Chicago Wheel ft Mfg. Co. — 

Chisholm-Ryder Co., Inc. — 

Clancy, Inc., J. R. 79 

Clark Bros. Bolt Co. — 

Clark Co., The J. R. — 

Clarke Sanding Mch. Co. — 

Clayton ft Lambert Mfg. Co... 77 

Clemson Bros., Inc. — 

Cleveland Wire Spring Co. •— 

Clover Mfg. Co.. — 

Cobum Trolley Track Co. — 

Coleman Lamp ft Stove Co., The 9 


Collins Co., The. 79 

Colson Corp., The. — 

Columbian Rope Co. 86 

Continental Screen Co. — 

Continental Screw Co. 73 

Continental Steel Corp. 87 

Cook Co., The H. C. 80 

Coolerator Co. — 


Corbin Cabinet Lock Co. 


Corbin Screw Corp., The. 75 

Cross ft Co., Inc., W. W. 86 

Cyclone Fence Co. — 


D 

Darragh, Small ft Co., Ltd..... — 

Dazey Chum ft Mfg. Co„ The — 
De Laval Separator Co., The.. 5 

Deming Co., The. ■— 

Dickson Weatherproof Nail Co. — 

Dietz Co., R. E. — 

Disston ft Sons, Inc., Henry... — 

Dixon Crucible Co., Joseph.... — 

Domes of Silence. 86 

Dreadnaught Sanders . — 

Duluth Show Case Co. — 


E 


Eagle Lock Co. — 

Eagle Mfg. Co. 73 

Easy Washing Mach. Corp. — 

Edlnnd Co. 86 

Elastic Tip Co. — 

Electric Soldering Iron Co., Inc. — 

Evansville Tool Works, Inc. — 

Everedy Co., The. 80 


F 

Faultless Caster Corp. 

Fireline Stove ft Furnace Lining 


Co. 78 

Flexible Steel Lacing Co. 73 

Flomac Products . — 

Florence Stove Co. 79 

Fowler & Union Horsenail Co. — 
Frigidaire Corp. 6 


G 

Gardex, Inc. — 

Gardiner Metal Co. — 

Gardner-Denver Co. —- 

Gem Safety Razor Corp. — 

General Electric Co., Bridgeport, 

Conn. — 

General Electric Co., Nela Park, 

Cleveland, Ohio . — 

General EHectric Co., Schenec¬ 
tady, N. Y. — 

Gibbs ft Son, Inc., W. A. — 

Gibson Electric Refrigerator Co. — 

Gilbert ft Bennett Mfg. Co. -- 

Graham Mfg. Co. 80 

Gray ft Dudley Co. — 

Greenfield Tap ft Die Corp. — 

Greenlee Tool Co. — 

Griffin Mfg. Co. — 


H 

Hamilton Beach Mfg. Co, 


Hanover Wire Qoth Co....... 81 

Hanson Scale Co. 

Heinn Co., The. 76 

Hoppe, Inc., Frank A. — 

House of Crane, The. 81 


I 

Independent Lock Co. — 

Indiana Steri ft Wire Co. 74 

International Harvester Co. of 

America, Inc. . — 

International Housewares Show — 
Irwin Anger Bit Company, The — 


J 

Johnson’s Laboratory, Inc. 79 

K 

Keystone Steel ft Wire Co. — 

Klein ft Sons, M. 70 

L 

Landers, Frary ft Clark. — 

Lindsay Light ft Chem. Co. — 

Lockwood Hdwe. Mfg. Co..... — 

Loma . 67 

Lowe Bros. Co., The. — 

Lufkin Rule Co. — 

M 


McKinney Mfg. Co. — 

David Maydole Tool Corp. 75 

Marble Arms ft Mfg. Co. 77 


Marvel Rack Mfg. Co., Inc... — 


Master Lock Co. — 

Merchandise Mart, The. — 

Metal Sponge Sales Corp. — 

Mid-States Steel ft Wire Co. — 

Miller. Inc., Robert E.. 86 

MiUers Falls Co. — 

Minnesota Mining & Mfg. Co... — 

Moore Push Pin Co. 77 

Morse Twist Drill ft Machine 

Co. — 

Moulton Ladder Mfg. Co., The.. 86 

Murphy’s Sons Co., Robert... — 
Musselman Products Co., The.. — 

Myers ft Bros. Co., The F. E... 15 


N 

National Carbon Company, Inc. 
National Enameling ft Stamping 


Co. 75 

National Mfg. Co. 86 

National Screen Co.. 67 


Nicholson FUe C0....I, 11, 12-13, 14 
Northwestern Barb Wire Co... — 

Norton Abrasives . — 

O 


O-Cedar Corp. 69 

O-Pan Top Mfg. Co. — 

Osborn Mfg. Co., The. 77 


P 


Patent Novelty (^., The.. 

. ... 

— 

Peck, Stow ft Wilcox Co., 

The 

72 

Perfection Mfg. Co. 

.... 

— 

Phoenix Mfg. Co. 


71 

Pittsburgh Plate Glass 

Co. 


(Brush Div.) .. 

,... 

— 

Pittsburgh Plate Glass 

Co. 


(Pennvernon Div.) . 


— 

Pittsburgh Plate Glass 

Co. 


(Paint Div.) . 

... 

9 

Pittsburgh Steel Co. 

... 

— 

Plumb, Inc., Fayette R.... 

.. . 

— 

Plymouth Rublier Co., The 

... 

78 

Porter, H. K., Inc.. 

. . . 

— 

Premax Sales Div. 

... 

— 

Progressive Mfg. Co . 


75 

R 




Railway Express Agency, Inc... — 

Raybestos-Manhattan, Inc. 

(Raybestos Div.) . — 

Reflector Hardware Corp. — 

Remington Arms Co., Inc. — 

Republic Steel Corp. 2 

Re^blic Steel Corp. (Upson Nut 


Reynolds Wire Co.. — 

Rich Pump ft Ladder Co., The 75 

Richards-Wilcox Mfg. Co. — 

Ridge Tool Co.^ The. — 

Rixsoo Co., The Oscar C. — 

Robertson, Arthur R. 80 

Rochester Sash Balance Co., Inc. — 

Rubberset Co. — 

Russia Cement Co. — 


S 

Samson Cordage Works.... 
Sandvik Saw & Tool Corp. 


Schalk (Hiemical Co . — 

Schatz Mfg. Co. 71 

Shapleigh Hardware 0>. 88 


Sheffield Bronze Powder ft Stei - 

cil Co., Inc. — 

Sherman Mfg. Co., H. B. — 

Signal Electric Mfg. Co. — 

Silex C^., The. — 

Silver Lake Co . 86 

Simmons Hardware Company.. — 

Simplex Heater Control . — 

Smith, Inc., Landon P. — 

So-Lo Works . — 

Standard Safety Razor Corp- — 

Standard Tool Co. — 

Stanley Rule ft Level Plant... — 


Stanley Works, The. 7 

Star Heel Plate Co. 81 


Stewart Iron Works, Inc. 
Sure Grip Rope Clamp Co. 

T 


Tamms Silica Co. — 

Taylor Instrument . — 

Tennessee Corp. 67 

Three-in-One Oil (^. — 

Tilette Cement Co., Inc.. 77 

Trow ft Holden Co. — 

Tubular Rivet ft Stud Co. 69 

Turner Brass Works, The.... 79 

Turner Bros. — 


U 

Union Fork and Hoc Co.. — 

Union Hardware Co . 65 

U. S. Rubber Co . — 

U. S. Steel Corp. Subsidiaries.. — 


V 

Vaughan Novelty Mfg. (^., Inc. — 
W 

Wagner Mfg. Co . — 

Walkcr-Tumer Co., Inc,. — 

R. WaHace ft Sons Mfg. Co.... 18 


Ward Mfg. Co. — 

Western Cartridge Co. — 

Western Products, Inc.79 

Westfield Mfg. Co. 81 

Westinghouse Elec. & Mfg. Co. — 

Whiting-Adams Co. — 

Wickwire Brothers . lOT 


Wickwire Spencer Steel Co..... — 

Wilder ft Co. — 

Winchester Repeating Arms (}o. — 

Wooster Brush Co. — 

Worthington Co., Geo. — 

Wright Steel ft Wire Co., G. F. — 

Y 

Yale ft Towne Mfg. Co. 3 

Yard-man, Inc.. — 
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The Industrialist and Politics 

{Continued from page 49) 


al principles of American life will 
make a fatal mistake if we assume 
that these destructive tendencies 
are of recent origin: if we fail to 
realize that the slow poison has 
been working through our body 
politic for many, many years. In 
order that you may realize how 
far back the foundations go, how 
clearly the situation was recog¬ 
nized 15 years ago, when another 
Administration and another polit¬ 
ical party were in power, let me 
read to you resolutions unani¬ 
mously adopted by the Convention 
of this Association on May 19, 
1920, as printed on page 300 of 
that year’s proceedings: 

WHEREAS, there exists a wide¬ 
spread social unrest which is destruc¬ 
tive of individual happiness, unsettling 
to industry and against the general 
welfare of all the people and which if 
continued threatens the very founda¬ 
tions of the Nation itself; and 

WHEREAS, this unsettled mental 
state is caused largely by fancied 
wrongs which have been made to ap¬ 
pear as real, both by careless or mis¬ 
leading statements appearing in the 
public press and by the deliberate mis¬ 
representation and falsehood of those 
radical leaders who, for selfish reasons, 
seek by the preaching of unsound eco¬ 
nomic doctrines to overturn that gov¬ 
ernment which has created the most 
equal opportunity for advancement 
ever enjoyed by man; and 

WHEREAS, the industrial centers 
have been and are now being flooded 
#ith the most amazing quantities of 
insidious and well-written propaganda 
condemning the existing order of soci¬ 
ety and advocating doctrines which 
have already undermined the will to 
work and by breeding inefficiency and 
strikes have enormously curtailed pro¬ 
duction and which if persisted in can 
only bring disaster; and 

WHEREAS, such propaganda can 
be successfully counteracted only by 
making available to the great mass 
of the people industrial information 
and . elementary economic principles 
which will enable them to see the 
vicious sophistry of such propaganda; 
now be it 

RESOLVED: (1) That it is the duty 
of every business man to carefully 
scrutinize that part of the public press 
which he usually reads; to promptly 
and vigorously challenge either in per¬ 
son or by letter any statement con¬ 
cerning industry or industrial relations 
which he knows to be untrue or mis¬ 
leading; and by personal communica¬ 
tion to endeavor to correct the same or 
any news items or editorials which by 


misrepresenting facts form a basis for 
arguments which may increase social 
unrest and as in favor of those which 
preach the doctrine of true American¬ 
ism, and 

(2) That the board of directors of 
this association be asked to carefully 
investigate the possibilities, the con¬ 
junction with such other organizations 
as may seem desirable, of planning and 
starting a nation-wide drive to furnish 
to all our people the simple funda¬ 
mental economic facts which must be 
the basis of successful industry and 
successful industrial nations to the 
end that they may realize that hap- 
oiness and prosperity can be achieved 
only by industry and natural laws and 
not by idleness and force. 

Fifteen years ago these subver¬ 
sive forces were sufficiently active 
to be clearly recognized. It will 
take something besides one cam¬ 
paign to undo the damage they 
have done! 

An Unbelievable Tax 
Burden 

The result of the things which 
have been done by Government, 
both Federal and local, since the 
adoption of this resolution, has 
brought about a tax burden almost 
beyond belief. The expenditures 
of the present Federal Administra¬ 
tion, assuming that estimates for 
the coming year are fairly ac¬ 
curate, will have been equivalent 
to the total cost of the Federal 
Government from the inaugura¬ 
tion of George Washington to that 
of Woodrow Wilson; the Emer¬ 
gency Relief appropriation, the 
greater part of which will be used 
for buying votes, is alone greater 
than the cost to the Government of 
all the wars from the time of the 
Revolution to the World War. The 
total estimated cost of Government, 
Federal and local, including both 
money raised by taxing and bor¬ 
rowing, for the fiscal year of 1934, 
is 15^ billion dollars, against an 
estimated national income of 47 
billion dollars. Such astronomical 
figures are incomprehensible to the 
ordinary mind, but when we real¬ 
ize that during the same period the 
total cost of food for the American 
people was estimated at 7.65 bil¬ 
lion dollars, the cost of rent at 
3.6 billion dollars, the cost of 
clothing at the same figure, and 


the cost of medical expenses of 
all kinds at one billion, we arrive 
at the staggering conclusion that 
it cost the American people as 
much to govern themselves as it 
did for their food, their rent, their 
clothing, and their medical atten¬ 
tion. 

I say to you in all seriousness, 
that the burden of taxation, if con¬ 
tinued on the present basis, or the 
burden of the social security legis¬ 
lation now on the statute books, or 
the fundamental principles under¬ 
lying the Agricultural Adjustment 
Act — either one of them alone, 
without the help of the others, if 
allowed to continue will within a 
single generation destroy the liber¬ 
ty of the people, wreck their eco¬ 
nomic structure, and reduce this 
nation to a condition akin to that 
of Russia today. 

The ^Tmpassable Gulf” 
Theory 

Years ago organized labor ad¬ 
vanced the thesis that between em¬ 
ployer and employee there was an 
impassable gulf, that each one rep¬ 
resented a separate and distinct 
class, whose interests were eternal¬ 
ly opposed to the other. They have 
never been able to sell this doctrine 
to the man in the shop; if they 
had, the closed shop would be uni¬ 
versal, instead of being the excep¬ 
tion to the rule. But they have 
quite largely sold it to the man¬ 
agement of industry, and they 
have “kidded” the men who sit in 
the front office into believing that 
the man in the shop doesn’t want 
his advice and will react against 
it if it is offered. If the men in 
industry would devote a small per¬ 
centage of the brains and effort 
toward selling their ideas to the 
men in their shops that they de¬ 
vote to the selling of their prod¬ 
uct to the public, doing this in a 
straight-forward, clean-cut, man- 
to-man fashion, they would find 
that 90 per cent of those em¬ 
ployees would gladly follow them 
to the end of time. This isn’t a 
battle for the future of industry, 
it is a battle for the future of free 
America. 
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HYGRADE BALCONY DRYER 



Simplest and strong- 
••t Balcony Dryer on 
the market. Easily 
adjusted. Made from 
clear Eastern Spruce 
with steel frame 
and galvanized reel 
castings. Entire dryer 
attractively enameled. 

Long arms Yellow—s 
arms Red — crane a rich 
Green. Withstands sever 
weather. No. 5 with 4 lines 
75 ft. of good cotton roi 
No. 6 with 5 lines, 100 ft. cot 
ton rope. Profitable sellers. 

THE MOULTON LADDER MFG. CO. 

Somerville 

N 0 W Yorh DisMrUnttOTt II, Kornalirens, 


LOOK FOR THE DISTINCTIVE 
CROSS PACKAGE 

red-white - black 
YOUR CUSTOMERS DO/ 

all 

O. K. 

if they re 


W. W. CROSS & CO. INC., EAST JAFFREY, N. H. 


EDLUND 


CAN OPENERS 
KNIFE SHARPENERS 
JAR OPENERS 
BOTTLE OPENERS 

EGG BEATERS 



Approved by Good HoosekeepinB 
Inedtote 

Sold by a majority of the leading 
distributors throughout the U. S. 

WRITE ERR CATALMUB 


EDLUND CO., Burfingten^t. 






To completely Bstidy your customers, ssk your jobber for COLUMBIAN 
Tape-Marked. You esn tell it by the Tape-Marker in «ll sizes end 
ibe red, white end blue surface marlcers in H inch diameter and larger. 

Columbian Rope Company, Auburn, ‘TAr CanUgtaty’^ KY. 
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Sells fast HARDWARE 



BRUSH-NU COMPANY 

BALTIMORE MARYLAND 



M eets all the specifications of 
exacting builders. A complete 
line; modern in design and built of 
the finest materials. 

A catalog presenting the facts 
awaits your request. 

National Manufacturing Co. 

STERLING V ILLINOIS 


SUCHNC tXXM HaNOEKS 
SUDtNC 000« RAa 
CaraCI haROVaRE 
DOOR IATCME5 
SCREEN HARORARC 
strap and Tff HINGES 
HAir SiTtFACE •LTTS 
MORnSI Rt-TTS 
ORNAMENTAL HINGES 
CL’fBOARO TL-RNS 
>AAH LOCKS 
SASH LIFTS 




I 


Gen^"®DOMES»/SILENCE 

SLIDE SILENTLY-SOFTLY-SMOOTHLY 


40<SET- IO<SET-10?SET^ SAVE FURNITURE 

& FLOORS-CREATE QUIET 


Look for words''lXWfS «/SIlENCt 

INSULATED-NOISELESS FOR TILE 
CEMENT OR MARBLE FLOORS IN 
BATH ROOMS. RESTAURANTS, ETC 


LARGE SIZE FOR METAL & WOOD BEDS 

_ LARGE CHAIRS & AU FURNITURE.. 

^ Ask your Jobber — 

If he is not supplied, write to 

DOMES of SILENCE, Inc., 35 Pearl SL. N. Y. C. 


Silver Lake Sash Cord 

GUARANTEED FOR 20 YEARS 

Identified by the name SILVER L.\KE 
stamped on every foot of cord. 

EDDYSTONE —a superior sash cord 
long wearing and of high quality. 

PELHAM—guarantees satisfaction. 

NuCORD—a medium priced sash cord. 

BENG.\L~a good competitive cord. 



I U B E HAN KS 
our exclusive Put-Up 

Silver Lake Co. 
99 Chauncy Street. 
Bo ston. Mass 
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CONTINENTAL PRODUCT 


GET THIS FREE BOOK KOI 


• Hardly a day passes but what the farmer uses some of these 
steel products for alterations, improvements, or repairs. Nearly 
every time he comes to town he gets anything from a pound of 
nails to a ton of fence. With the Continental line you can give 
him a superior value on every item. Identify yours as a FULL¬ 
LINE CONTINENTAL STORE—cash in on the prestige of 
Continental quality and the force of Continental advertising. 
Besides the bread-and-butter value of these every-day sales, 
you get the inside track on larger deals, not only in steel prod¬ 
ucts but for everything you sell. 

From start to finish the Continental merchandising plan is 
geared to give you economies in buying and shipping, bigger 
and cleaner sales, short-cuts to profit all along the line. With 
Flame-Sealed Fence and Continental sheets, for headliners, 
your customers naturally accept nails, steel posts, gates, etc., as 
worthy companions—and they are. There will be more farm 
building and repairing in 1936; get ready for it now by learning 
all about Continental’s 1936 money-making plan for dealers. 
CONTINENTAL STEEL CORPORATION 

Generad Offices: Kokomo, Indiana. Plants at Canton, Kokomo, Indianapolis 


See what Continental does to Bring Customers 
Into Your Store • • • 

e Farm Paper Advertising —National, sectional, and state farm pa- 
pew cany a three-fold campaign of Continental advertising to your 
fina prospects. Frequent reminders invite them to visit Continental 
tkdcrs. 

e Mailings to Prospects —Imprinted with your firm name, but with- 
oat cost or trouble to you, we send a series of attractive, convincing 
nriings direa to your prospeas. Inquiries are forwarded to you. 

# Signs and Store Displays— Store and tacker signs, window trim 
j_*ad other store display pieces, a variety of circulars imprinted with 
cataJr»««'s, etc., are supplied —to give you ever>’ selling help. 


Name 


Complete Information on This 
Attractive Dealer Opportunity 

Get this book! It tells all about Continental’s modern 
money-making plan for dealers. lust write your namel 
and address below, and mail today. 


AHO FARM IMPROVEMEHT MATERIALS 








1843 '‘% mvL\^i% NisETY:THREEYEARs OF Honorable ServicE’ ^IBSS 
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Pot Fork 
or 

Kitchen Carver 
Fork 


Steak Knife 


Bonins Knife 
Excellent for 
General Kitchen 
Use 


Sticking Knife 


Butcher Knife 




WILL 

GIVE LASTING SERVICE 


Skinning Knife 
Used Also as 
Kitchen Cleaver 


Household Slicer 




BLADES—Extra Heavy 100 Poirrt Carbon Crucible Steel, 
Scientifically Hardened, Tempered and Hammered, Obtaining the 
Utmost of Strength and Toughness. Finely Ground By Hand To Stiff, Sharp 
Edges, Under Most Modern and Scientific Methods. 

HANDLES Genuine Rugged ^^Old Hiclcory^^ with That Secret Special Highly 
Burnished or Antique Coloring, That So Far is Exclusive with Us. 



Di/\moXd Edge is a Quality Vledge" n 

Shapleigh National Series No. 199 7 igiiized by Va 
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FOR PROOF 

WE*LL SEND YOU 
THIS TOOL free! 


/ 


Three Tine 
Hay Fork 
No. SB34 


We want every hardware dealer in the U. S.. beiore he places 
any more orders for farm and garden tools< to have an oppor¬ 
tunity to compare our 1936 line with the brand he has been 
selling: 

^ Because we have created new EYE APPEAL that DOUBLES 
THE SALABILITY OF TOOLS, by new improvements in 
polish, finish, packaging and labeling, and by the use 
of "All-White" handles on all first quality tools. 

^ Because we have now made every tool RENEWABLE FOR 
LONGER LIFE, by means of an exact duplicate repair 
handle whose identifying number is permanently stamped 
in the handle of every tool we make. WE GUARANTEE 
that the repaired tool will have the same perfect balance, 
the exact "feel" and "hong" of the original tooL 

FREE PROOF: Send us your name and address, name of 
jobber from whom you buy, and 25c to cover postage. We 
will immediately mail this Hay Fork* with its correct Replace¬ 
ment Handle (the two worth $2.10 retail). Then judge for 
yourself why dealers, everywhere, are INSISTING that their 
jobbers supply them with UNION Tools this year. 

♦li you sell to city trade mostly, ask lor No. C7 UNION Field ond Garden Hoe 
in ploce of the Hay Fork. Oiler good only until Feb. 1st. 1936. 


THE UNION FORK & HOE COMPANY 

COLUMBUS, OHIO . . . FRANKFORT, N. Y. 

RtprescnUtivcs: H. J. McCarty, 253 Broadway, N. Y. City; John T. Rowntrcc, Inc., Lot Angelas; Henry Keidel A Co., Baltimore 







ALLEN 

Introduces Revolutionary 
New Principle of 

Design and Construction 

• 

Tremendous Sales and Profit 
Opportunities for Wide-Awake 
Dealers 


NS Air-Seal 


NEW as today! Utterly different! 
An amazing combination of 19 sensa¬ 
tional features. New standards of 
beauty. New standards of heating 
speed . . . fuel economy . . . cook¬ 
ing efficiency. Super-construction 
throughout. 

No other range in the world has the 
revolutionary Air-Seal Body . . . it’s 
an exclusive Allen triumph, patent 
applied for. Air-Seal preserves the 
matchless beauty of the fine tw'o-tone 
porcelain finish. 

Allen’s new Air-Seal Range is backed 
by a complete merchandising pro¬ 
gram that sells ranges. Lose no time 
in getting this range before your cus¬ 
tomers—for when they see it no other 
range can satisfy. Write today. 


HARDWARE AGE 


Hardware Age, publiehed every other Thurnday by Chilton Co. (Ine.), Vheetnmt and SSth Ste., 
Office at nUadeiphia under the Act of March S, 1879. (Printed in V. 8. A.) $1.00 per year. 


Philadelphia. Pa. 
Single copies 15e 


Entered at teeond-elatt 
tach. Vol. 
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"Now you won't forget to lock your door" 


Ji 



Show your 
customers 


THE LOCK 
THAT NEVER FORGETS! 


// 



YALE OEADLATCH No. 44 


Operates with knob from 
inside, pin-tumbler cylin¬ 
der key from outside. 
No.44>4 has no knob—cyl¬ 
inder and key operation 
inside and out. Attractive 
wrinkled brass finish. 


Y OU ARE RENDERING your customers 
a genuine service when you sell them 
maximum security—and this modem YALE 
Deadlatch is an excellent lock for you to 
feature. It is called ''the lock that never 
forgets" because it deadlocks automatically 
with a double throw of the bolt whenever 
the door is closed. It is an ideal auxiliary 
lock for use on entrance doors of houses 
and apartments. Show it at every op¬ 
portunity — it is its own best salesman! 



turns as it enters the strike, YALE DEADLOCK No. 10 

holding the case and strike 

together in a grip of solid steel. deadlock” 

because its effect is similar to having a massive 

bar of hardened steel across the door. 


THE YALE &TOWNE MFG. CO., Stamford, Conn., U.S.A. 
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You r customers know the difference 


between Rubberset Paint Brushes 


and ordinary paint brushes 


• Find out for yourself 
How Rubberset Profits Beat 
Ordinary Profits All Hollow! 

Y our customers prefer Rubberset Paint 
Brushes and here is the reason why: Rubber- 
set Brushes have better bristles and they’re set in 
a way that only craftsmen trained in the true art 
of making fine bnishes can duplicate. The finest 
paint brush bristles from all over the world go 
into Rubberset Bnishes. And they’re everlast¬ 
ingly set in hard rubber by the original and only 
genuine Rubberset Process. 

Imitation, such as ‘*set-in-rubber” or ‘‘vulcan- 
ized in rubber,” is the sincerest flattery, and the 
Rubberset Process has been imitated from Topeka 
to Timbuktoo. But it’s never been duplicated. No 
other set-in-rubber brush is a Rubberset Brush. 

SIMPLIFIED RUBBERSET LINE GIVES 
QUICKER TURNOVER, BIGGER PROFITS 

It was true 50 years ago—it’s just as true today: 
There’s a Rubberset Paint Brush for every job 
and every painter. Still, the Rubberset catalogue 
has been cut in half. This reduction cuts down 
your inventory and turns over your stock in 
double-quick time. 

Hardware dealers everywhere report that profits 
have gone up as much as 100% since the Rubberset 

line was simplified— 
but there still is a Rub¬ 
berset Brush for every 
job. You never have to 
turn away a brush cus¬ 
tomer when you feature 
Rubberset! 




RUBBERSET 

iTKAM MMM> 

BRUSHES ^ 


RUBBERSET COMPANY 


56 FERRY ST. 
NEWARK, N. J. 


ESTABLISHED 1873 


PAINT BRUSH DIVISION • NOW UNDER THE OWNERSHIP OF BRISTOL-MYERS CO. 
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This Month—Vind New Profits in 



To help you sell more quality tools in 1936 Stanley will offer you every aid 
possible. It is our intention to give you definite, concrete sales suggestions and 
sales helps which will increase your profits from the sale of popular Stanley Tools. 

This month it is Stanley Hammers. Use the sales points featured below as 
your guide, pass them along to your sales people, get them to point out these 
product advantages to your customers — increased sales of quality Hammers 
will result. 




AND HERE ARE THE SELLING POINTS THAT WILL BRING YOUR PROFITS 


★ ★ 

Stronger Crowned and 

Heads Chamfered Faces 

Stanley Hammer An important feature 
Heads are stronger, of Stanley Hammers is 
because they are made the crowned face with 
of special analysis a wide chamfer. The 
steel, super heat- claws arc beveled to 
treated. Faces and grip and pull a nail by 
claws arc individually the shank, 
hardened and tem¬ 
pered. 

SELLING POINTS LIKE 
THESE WILL ENABLE YOU 
TO SELL STANLEY QUALITY 
TOOLS AT A PROFIT. SELL 
STANLEY TOOLS INTELLI¬ 
GENTLY AND YOU WILL 
BE WELL REPAID BY MORE 
PROFITABLE RESULTS. 


STANLEY TOOLS 

NEW BRITAIN, CONN. 


★ 

^^Evertite** 
Handle Fit 
Stanley handles arc 
pre-shrunk before 
being driven into the 
heads. This prevents 
swelling or shrinking 
—the common cause 
of loose heads. 


★ 

Correct 

Balance 

Holding a Stanley 
Hammer in his hand, 
your customer can 
note the better, surer 
“feel” which results 
from Stanley scientific 
balance of weight. 


★ 

Selected 

Hickory Handles 
Stanley Hammer Han¬ 
dles arc noted for their 
strength. They are 
made from young, live, 
straight grained 
hickory. Carefully in¬ 
spected during manu¬ 
facture. 


Instructors 


Carpenters 

THEY ALL LOOK TO STANLEY 


Home Workshop Fons 


STANLEY MAKES EVERY TYPE 
OF HAMMER 

Every requirement in Hammers can be met from the 
Stanley line. Concentrate on the line which is better 
known. The quality of Stanley Hammers is universally 
recognized. They are easier to sell. Make 1936 a good 
year for quality tool sales. Take advantage of the sales 
assistance Stanley offers. 


Formers Automobile Mechanics Industnol Workers Occostonol Tool User 

nitenaoi3ox of AyneAuxL— for their tools 
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ALWAYS AT THE TOP 

By E. B. GALLAHBR 
Editor, Clover Business Service 
Treasurer, Clover Mf|t* Co. 

TN EVERY INDEPENDENTLY-OPERATED TEST where Clover 

Color-Stripe Coated Abrasives have been compared with the best available 
competitive goods, they have never failed of acceptance, because they have 
always reached the highest standard. 

It is for this reason that Clover Abrasive Papers and Cloths are found in 
many of our most important industrial plants, where Only the proven best can 
gain entrance. 

We have made Coated Abrasives since 1925 — employed nothing but the 
very highest quality materials and the most skillful talent in their production 
from the very first—preferred to operate in the red for sev¬ 
eral years rather than to sacrifice quality. 

In recent years, we have operated on a profitable basis, 
and the quality of our product has increased each year with 
the state of the art. There is nothing better to be had than 
Clover Color-Stripe Coated Abrasives—^we can prove it. 

The Jobber, to gain his share of this 10-million-dollar 
Coated Abrasives business, must have quality—he must be 
able to compete with anyone, both in quality and in price. 
He must have a reliable source of supply—backed by ample plant capacity; 
amply financed. His source of supply must work with him. 

We are prepared to supply all these elements of 
success to any Jobber who seeks a highly-profitable share 
of this great lO-million-dollar volume. 

May we not show you what we have to offer? 


Glover Manufacturing Company 

E:. B. GALLAHBR I 

Clover Mfir. Co., Norwalk, Conn. 

You may send me. without obligation. 

samples of: 

1 1 Green-Stripe Flint Sandpaj er. 



^ V on 

NORWALK, CONN., U.SA. 

1 Yellow-stripe Aluminone Oxide 

1 noth. 

MeUl-WorkiBff 

SANDPAPERS 

I Yellow-Stripe Aluminous Oxide 

1 noth. 

Wood-Working 

Yellow-Stripe Aluminous Oxide 
Paper. 

Wood-Working 

METAL-WORKING PAPERS AND CLOTHS 

1 Orange-Stripe Garnet Cloth. 

1 Oranire-Strlpe Garnet Paper. 

WOOD-WORKING PAPERS AND CLOTHS 

1 Clover Greaee-Mixed Grinding Compound. 

1 Clover Water-Mixed Valve-Grinding 0>mpoiuKl. 

Clover Grinding and Lapping Compounds 

Name 


Address 


Character of Business 
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WITH THESE OSBORN PAINT BRUSH ASSORTMENTS 


and Increase Your Profits! 

Brilliant... Modern ... Eye-compelling Displays! Brushes... handles 
in striking colors contrasting with glistening black bristles. Prices in 
tune with present-day demand for VALUES! Place your orders NOW! 

THE OSBORN MERCHANDISER . . . A REAL PROFIT MAKER! 

The Osborn Merchandiser is a proven Enamel, Lacquer and Flat Wall Paint 
sales producer. This strongly-built, Brushes. Size of display, at base, 17?/^- 
permanent display is FREE with Mer- inches wide, 14}4-inches long. Compart- 
chandiser assortment of Osborn Varnish, ments in back for brush stock. 




FAST SELLING 10^ VALUES 

No. 4341 VARNISH BRUSH ASSORTMENT 

An Osbom Assortment of 10c Varnish Brushes will always sell. 
Handles are finished in striking colors. The display is compact 
and attractive. Assortment contains four dozen brushes. 


Quan. 

Size 

Length of 
Bristle 

Color of 
Handles 

Suggested 
Retail Price 

2 Doz. 

r 


Red 

10c 

l^Doz. 


VA" 

Yellow 

10c 

% Doz. 

2^ 

Blue 

10c 


Brushes are made of pure Black Chinese Bristle., Vulcanized in 
Rubbery Nickeled Ferrule. 



POPULAR 10 -15 - 25^ VALUES 

No. 4342 VARNISH BRUSH ASSORTMENT 

This sales-compelling. compact display will sell quickly these 
Varnish Brushes with handles in striking colors. Assortment 
contains three dozen brushes. 


Quan. 

Size 

Length of 
Bristle 

Color of 
Handles 

Suggested 
Retail Price 

1 Doz. 

r 

VA” 

Brown 

10c 

1 Doz. 



•Orange 

15c 

1 Doz. 

2-" 


Green 

25c 


Brushes are made of pure Black Chinese Bristle, Vulcanized i n 
Rubber, Nickeled Ferrule. 



50)?-75)?-*1.00 VALUES 

No. 22 WALL BRUSH ASSORTMENT 

Here is your opportunity to meet the demand for low-priced 
wall brushes. Each Brush is an outstanding value. Handles 
are finished in striking colors. Assortment contains only one 
dozen brushes. 


Quan. 

Size 

Length of 
Bristle 

Color of 
Handles 

Suggested 
Retail Price 

Doz. 

S'' 


Brown 

50c 

J^Doz. 


3" 

Green 

75c 

Doz. 

4* 


Orange 

31.00 


Brushes are made of pure Black Chinese Bristle, Vulcanized i n 
Rubber, Nickeled Ferrule. 


The Osborn Manufacturing Company * 5401 Hamilton avenue • Cleveland, ohic 
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^AnalTzing my glass sales, I find 
that there are three fundamental 
reasons for the consistent, sub¬ 
stantial profit they show. 

^First, is the fact that I standardize 
on L«0*F Quality Class. This glass 
is easier to sell because national 
advertising over many years has 
made its superiorities throughly 
familiar to the public. 

^Second, is the fact that L«0«F 
Quality Class is a more profitable 
glass to handle. The more perfect 
annealing it receives in the longest 
lehrs used in the industry makes 


it less brittle and, therefore, easier 
to cut. Excessive breakage is a 
factor that has never eaten into 
my glass profits. 

^Third,is the fact that I maintain 
an attractive, permanent glass dis¬ 
play, have my jobber^s salesman 
help me keep an adequate, 
balanced stock, and instruct my 
clerks to talk about glass at every 
possible opportunity. 

think I sell glass intelligently. 
And when I sell glass, I invariably 
sell allied items along with it. So 
my glass department not only 


makes money itsdf, but buflds tip 
additional profit in other depart¬ 
ments. Take a tip from me. Push 
glass, and you^ll see an amazingly 
profitable turnover.” 

• • • 

L»0»F Quality Gkus has a lastingly 
brilliant finish^ is always of uniform 
quality and thickness and has a surface 
considerably flatter than that of ordi¬ 
nary window glass. Itissofree from wave 
that you get a clearer^ sharper image 
when you look through iL Superior 
quality^ nationally advertised, has cre¬ 
ated a marked €Mnswaner preference for 
this superior product Libbey Owens • 
Ford Glass Company • . • Toledo, Ohio. 
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The Most Complete Line of 
Trucks on the Market . . . 
kfrom Half-Ton Light- 
\ Delivery to Heavy-Duty 
k\ Six-Wheelers. « 4 •* 


Right: The Globe 
Machinery & 
Supply Company, 
Des Moines, Iowa, 
finds this 1^ to 
2-ton Interna¬ 
tional Model 
C-3S well suited 
for its hauling. 


INTERNATIONAL \ 
HARVESTER ' 

Thanks you 
for the Biggest 
Increase in 


Note: R. L. Polk & Co. reports 741 gain in Internaticmal Truck 
registrations —and 261 gain in registrations for the entire Inn-k in¬ 
dustry'—for the first ten months of 1935 over the same period in 1934. 


IhIS big increase in International registra¬ 
tions climaxes a long^ steady record of International Truck 
popularity. For more than a quarter-century I>u8ine88 men 
have come to International Harvester when they have 
needed the most reliable truck transportation and the 
soundest kiud of truck economy. Internatioiiars posi¬ 
tion in the industry has long rellectcfl this well-estah- 
lished. growing popularity. 

When the demand for such a well-estahlished 
truck is increased 74% in any year, tlujl Ls news Jor 
all truck buyers. And it is a guidepost for the 
man who wants the most for his truck money. 
Go to the nearby International Truck dealer or 
(Company-ow ned branch and see for yourself 
just why International Truck registrations 
have increased 74% while registrations for the 
entire truek industry have increased 26%. 

International Harvester Company 

(INCOKPOKATED) 

606 So. Michigan Ave. Chicago, 111. 


Registrations 


looks forward to another 
big year of transportation 
progress. 
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SQUAD THAT 
SET NEW 
national 
record 


MTtOIT fOtiCI 


Grand 

i- 

eans More Busines!^ 


SMALL 


)35, as in other years, Western Ammunition swept the national shooting 
npionships! As usual, new world records were made! On these pages is new 
hat the World’s Champion Ammunition is supreme in accuracy and uniform- 
e same accuracy and uniformity are available in the Western shells and 
jes you sell to your customers. Tell them about it—for bigger sales in 1936! 

1935 GRAND AMERICAN TRAPSHOOTING CLASSIC 

VandAlia, Ohio • « August 19 to 23 

GRAND AMERICAN HANDICAP CLASS CHAMPIONSHIPS 

. B. Royall, Tallahassee, Fla. Western FIELD Class AA: Tie: Russell Elliott, Kansas City, Mo. West- 
hells. Score: 98x100 (47x50 in shoot-off) cm XPERT. Score: 200x200 Goat shoot-off). 

.M. Vance. Tillsonburg,Ont. Western SUPER- Class B: Winner: Mrs. Lela Hall East Lynne Mo. 

RAP SheUs. Score: 98x100 (46x50 in shoot-off) Western XPERT Shells W<S 

: Hiestand, Hillsboro, Ohio. Western SUPER- over all competitors, men and women. Score is 

^AP Shells. Score: 96x100 (25x25 in shoot-off) new world record for amateur women shooters. 

RECORD FOR HANDICAP TARGETS Ohio. 

md completed world record T\m of 152 straight Class D: Winner: C. B. Scars, Loveland, Ohio. Western 
targets from 25 yards at the Grand American. XPERT Shells. Score: 196x200 

JTRAIGHT RUN RECORD FOR G. A. H. " STATE CHAMPIONS’ RACE 

am targets without a miss, •hooting from 16 Winner: Elmer L. Torge, Wales Center. N. Y. Western 

XPERT Shells. Score: 200x200 

iLCfQ S rld lSs 

G. A. H. PRELIMINARY HANDICAP 

Prairie. Minn. We.t«„ 

OF NORl H AMERICA FIELD Sheila. Score: 99x100 

oc Hiestand, Hillsboro, Ohio. Western XPERT ^ 

hells. Score: 199x200. Defeated 9 competitor, JUNIOR CLAY TARGET CHAMPIONSHIP 

a shoot-off by breaking 100 straight. Shooters Winner: Homer Clark, Jr., Alton, Ill. Western XPERT 
rhoplaced 2nd, 4th, 8th and 9th used Western. Shells. Score: 99x100 

ale C- Jone?. East Alton. lU. Score: 199x200 SUB-JUNIOR CLAY TARGET CHAMPIONSHIP 
rm.*Eld^! andnnati. Ohio. Score: 199x200 ' 

M* K Q too o Second: Billy Bryant, Henryetta, Okla. Western XPERT 

cd Lilly, Stanton, Mich. Score: 199x200 SheUs. Score: 97x100 

4x25 in shoot-off) 

y Zweiner. Blooming Prairie, Minn. Score: >‘-YARD TARGETS 

1x200 (23x25 in ritoot-off) Joe Hiestand, Hillsboro, Ohio., and Hale C. Jones, East 

ATEUR DOUBLES CHAMPIONSHIP W^^Tern'icpliT sSe"',: 

hliui*1^:’ “sx’oo™’ XPERT NEW NATIONAL SQUAD RECORD 

. B. Franz, St. Louis, Mo. Western Shells. A new trapshooting squad record of 498x500 was hung 

rore: 90x100. (17x20 in shoot-off) up by Wm. Eldred, Joe Hiestand, H. C. Jones, Ned 

L. Hawkins, Ft. Wayne, Ind. Western SUPER- Lilly and Arthur Cuscaden at Yorklyn, Del. Four of the 

AP Shells. Score: 90x100 (16x20 in shoot-off) hvc used either Western or Winchester trap loads with 

ale C. Jones, East Alton, lU. Western XPERT Western Seal-Tite moisture-proof wads, 
lells. Score: 90x100 

^^Rf.“^re:^9^.’SS(.'?L*rdin‘:hV'^?r^ 

1 Maust, Lincoln Park, Mich. Western CHAMPIONSHIPS 

£RT SheUs. Score: 89x100 

HIGH ON AI I TARGFX^S Cleveland, Ohio • ^ August 25 to 31 

HIGH ON ^ lARGETS NAT L. INDIVIDUAL ALL-BORE CHAMPIONSHIP 

>e Hiestand, Hillsboro, Ohio. Western XPERT 

id SUPER-TRAP SheUs. Score: 880x900. Winner: L. S. Pratt, Indianapolis, Ind. Score: 244x250 

A new G. A. H. record! Mr. Pratt also placed fourth in the National 

»y Zweiner, Blooming Prairie, Minn. Western 20-Gauge Championship. Score: 94x100. Used 

clusively, except in doubles championship. Western XPERT SheUs with Western Minimaz 

B. Franz, St. Louis, Mo. Western XPERT piowder in both events. 

SUPER-TRAP SheUs. Score: 868x900 

lie C. Jones, East Alton, IlL Western XPERT NAT’L. SUB-SMALLBORE CHAMPIONSHIP 

d SUPER-TRAP Shells. Score: 867x900 Winner; Clarence MitcheU, Waltham, Mass. Score- 

icll EUiott, Kansas City, Mo., and Karl 89x100. Mr. Mitchell also placed third in the 

4aust, Lincoln Park, Mich., tied with 866x900 National SmaUbore Championship. Score: 93x 

Bch. Both used XPERT and SUPER-TRAP. 100. Used Western SUPER-X in both events. 

dEN’S amateur CLAY TARGET NAT’L. WOMEN’S CHAMPIONSHIP 

CHAMPIONSHIP Runner-Up: Mrs. Sidney R. Small, Detroit. Mich, 

rs. Lela Hall, East Lynne, Mo. Western Western XPERT SheUs with Minimax 

PERT SheUs. Score: 191x200 powder. Score: 92x100. 
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»UDSON PoucT 


Slam of 1935! 
For Yon in 1936 


COMFOBT 


jkOAl*S 


•CBNT 
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NATIONAL BIG GAME 
HEADS COMPETITION 


Twenty-one of the forty-two winning trophies — exactly 
one-half—in the 1934 National Prize Heads Contest 
conducted by the James L. Clark Studios, New York, 
N. Y., were tsdcen with Western Lubaloy cartridges. 

First: Can. Moose. R. L. French. New York, N. Y. 
Second: Can. Moose. A. Lawrence, Washington, D. C. 
Second: White-Tail Deer. J. Mauthe, Sr., Dunkirk, N. Y, 
Third: White-Tail Deer. E. R. Harriman.New York, N. Y. 
Sroond: Mule Deer. H. B. Stewart, Jr., Akron, Ohio. 
First: Big-Horn Sheep. P.O.Summers, Morgantown,W.Va. 
First:Black Bear. P.O.Summers, Morgantown, W. Va. 
Second: Big-Horn Sheep. H. B. Stewart, Jr., Akron, Ohio. 
Second:Stone Sheep. David Ames, Benton, Mass. 

First:Goat. Alfred C. Berolzheimer, New York, N. Y. 
First: Wolf. Harry Snyder, Chicago, Ill. 

Second: Prong Horn Antelope. J. W. Lippincott, Phila., Pa. 


HURLEY 


. There were Edso nine trophies taken with Western which 

R. A. PISTOL TEAM MATCH ^on Honorable Mention, 

iware fls Hudson Police. Score: 1357 

igan State Police* Score: 1353 ESTERN CA RT R1 DO E CO M PA NY 

earns used Western .38 Special Match. Dept. A-50 East Alton, Illinois 

It Pays to Feature Western! Order NO by C 







at good 

is STE E L 
without a 
MEAN S 
to fasten it? 


Headed and threaded produas—bolts, nuts, pins 
and rivets—transform inert steel into usefulness 
—in buildings, bridges, cars and locomotives, 
automobiles, machinery and metal products of 
every kind. Upson items have been doing this for 
more than seventy years—and doing it well. 

Upson products are manufactured, not with the 
idea of turning out tonnage, but with full knowl¬ 
edge of the qualities each item must possess 
in order to contribute ease of assembly, better 
service and longer life to the product or structure 
in which it is used. 

The uniform high quality of Upson products 



begins with seleaion of the steel and is gradually 
inbuilt through modern and closely-controlled 
methods of heading, threading, gauging, heat 
treatment and final inspection. Whether standard 
or intricately shaped for a special purpose, every 
item must meet Upson’s rigid standard for quality 
before shipment. 

It is no trick for hardware and mill supply 
jobbers to sell Upson products to industry. Ad¬ 
vertising in leading industrial publications is 
carrying the story of Upson quality to manufac¬ 
turers everywhere. If you are not carrying Upson 
produas in stock, it will pay you to investigate. 


UPSON NUT DIVISION 

Republic ^teel 

CORPORATION 

GENERAL OFFICES • • • CLEVELAND. OHIO 
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KITCHENKOOK 



With KITCHENKOOK you can "cut yourself a 
piece of cake" big enough to make 1936 a banner 
year in your household appliance department. 

KITCHENKOOK'S dominant leadership is unques¬ 
tioned. To a degree never equalled before, it 
offers to your customers New Beauty, Greater 
Efficiency, Marvelous Convenience and Lower Cost 
of Operation. 

KITCHENKOOK Is nationally advertised, satisfied 
and pleased users are found in every state in the 
nation. Back of it is a manufacturing organization 
with more than forty years of experience in the 
manufacture of liquia fuel appliances. 


Write today for fully illustrated catalog, prices, dis« 
counts, merchandising plans, sales helps and all the 
other information that will prove to you that 
KITCHENKOOK offers you an unequalled means 
for increasing your sales profits during the coming 
year. KITCHENKOOKS are approved for financing 
under the Federal Housing Administration Rnance 
Plan. 

AMERICAN GAS MACHINE CO., Inc., Albert 
Lea, Minnesota. Branches, Brooklyn, New York, and 
Oakland, California. 
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OPPORTUNITY * 

s^ouMne 

WMORE PROFITS''^ 


Th ARMERS have the purchasing power to start 
^ NOW on a systematic yearly fence improvement 
plan . . . sell them 80 Rods or more of new fence this 
year . . . and a similar quantity every year hereafter. 
Such a plan means your customers will eventually have good hog' 
tight enclosures and cross fences, and scarcely notice paying for 
them. With even size fields fenced hog'tight together with a mod' 
em crop and stock rotation system, your customers will make more 
money . . . and as they prosper your volume of business is sure to 
increase in proportion. 

Your opportunity to get this new fence business is to sell them 
MID'STATES ‘‘Galvannealed” Copper'Bearing Fence ... because 
it lasts years longer than ordinary galvanized, and yet costs no 
more than other standard brands— 


Patented ^^Galvannealed^^ 

Starts where galvanized Stops! 

In the ordinary galvanizing process most of the surplus zinc is 
removed by asbestos wipes, leaving only a thin outer coating 
of zinc on tte wire. 

In the patented ‘‘Galvanncaling” process, no wipes are used. 
The extra heavy zinc coating is blended with die wire as it 
passes thru the “Galvannealing ’ furnaces. “Galvanncaling" starts 
protecting the wire where galvanizing stops. 


FENCE 

PLAN 




Copper>Beariii0 


But that's not all. MID'STATES Fence is made from 
Bearing Steel, adding more years of field service. Steel containing 
copper, lasts twice as long as steel without copper. 

New 1936 Sales Plan 

backed by Effective Advertising 

Write for the MID'STATES profit'opportunity plan for 

1936 ... a complete sales and merchandising program that helps 

you sell fence and the other things you have for sale. This plw 

is now ready for you . . . write for your copy. . . and cash in 

with MID'STATES in 1936! 

Manufacturers of — Field, Poultry, Industrial Pence, Barbed Wire, 
Steel Posts, Hails, Bale Ties, Pence Stays, Staples, Suel, and Wood 
Cates, Ornamental Fabric and Gates, Shert Metal Products. 


MID-STATES STEEL & WIRE CO. 

Dept. M-23 CRAWFORDSVILLE, INDIANA 

(“Galvannealed" wire produced under Keystone license) 
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^ SELL ONE \ 
DAZEY DEVICE 
AND THIS TINY 
BRACKET ON THE 
NA^ALL WILL SELL 
OTHERS FOR 
YOU! y 


How One Sale Leads 


to Another With 

DAZEY 


KITCHEN 


A Powerful Silent 
Salesman Hangs 
In Every Kit c hen 
Where One or More 
DAZEYS Are in Use 


AIDS . . 


DAZEY DELUXE 

n»e former 8PEED0. EnthusUatl- 
cally advertised by nearly 3 million 
Mtlsfled users. Supreme quality 
builds sood will and future pro6ts 
Jn every sale. 11.69 ReUll.* 


Si 



OAZEY-8PEEDO 

Super-Juiccr 


Another 8PEEDO fa¬ 
vorite "fone DAZEY”. 
flandniM. durable. 
saiMr elllelent—always 
satlaflea. $1.75 Reua* 







DAZEY 

SHARPIT 

Makes It easy for house¬ 
wives to have sharp cut¬ 
lery. No skill needed. 
Patented “MAGIC 
GROOVE" outlasts Imi¬ 
tators by years. $1.80 
ReUU.* 


DAZEY SENIOR 
CAN OPENER 

Leads the field for sales In 
medium pri ce ra nge. Second 
only to DAZBT DeLuze In 
durability, efllcleiicy and all 
around quality. $1.88 BeUll 


DAZEY JUNIOR 
CAN OPENER 

Far loafer serrlce 
for Its price than 
same money will buy 
In cheaper openers 
one after another. 
Rapidly galnlnf In 
popularity. 69# Re- 
talL* 


* Prices quoted are 
minimum retail 
prices — slightly 
higher west of 
Rocky Mountains. 



“ I T'S almost unbelievable,” say hardware 
dealers everywhere, “how soon a 
woman is back for another DAZEY kitchen 
aid after she has bought her first one!” 
But, that’s to be expected. Each DAZEY 
device is designed for the highest possible 
efficiency and gives nothing less. Every 
time a user slips a DAZEY device in or out 
of that handy wall bracket she is reminded 
that there are other DAZEY devices, no 
doubt equally efficient, that she can use to 
|:ood advantage. At other times the bracket 
IS a constant reminder—always before her 
eyes as she works in her kitchen. That kind 
of selling power doesn’t take long , as a rule 
to get results. 

MILLIONS NOW IN USE 

And think what it means that these sales 
creating brackets now hang in over 3 mil¬ 
lion American kitchens! Th^t means an 
average of hundreds in every community 
silently building up sales for local dealers. 
Think too of the many thousands sold only 
last month for Xmas gifts all working to 
make still more thousands of DAZEY sides! 
That’s why it pays to keep constantly re¬ 
minding your trade that you not only handle 
DAZEY devices but that you have them 
ALL! 

Invaluable Selling Aid FREE 

If you do nothing more—always 
have one of those handsome DAZEY 
display stands where every customer 
must see it. If you haven’t already re¬ 
ceived yours, order at least six 
DAZEY devices from your jobber and 
advise us what you ordered. Your dis¬ 
play stand will then be sent direct 
from the factory—FREE and fully 
prepaid. 

DAZEY CHURN &MFG. CO. 

Oil WtrM At*. SI. Uib, Mt. 
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Never before in the history of fence mak¬ 
ing has any book about fences created such 
a sensation. Requests for the book have 
swamped us. Recognizing its value as the 
only impartial book on the subject ever 
published, agricultural schools throughout 
the country have adopted it as the authori¬ 
tative text-book on fences. Through the 
use of the "Ready Reference Fence Gkiide” 
the farmers of today, and agricultural stu¬ 
dents, the faumers of the future, are learn¬ 
ing how to buy fence and how to use it on 
the farm. They are learning the economy 
of buiring good fence with long life, such 


as "Pittsburgh” Fence. The "Ready Refer¬ 
ence Fence Gkiide” is one of the most val¬ 
uable aids to fence sales ever offered by a 
fence manufacturer. If you don't have a 
copy of this book for yourself and each 
one of your clerks, write at once. Let us 
know how many copies you need. 


A FAIR DEALER POLICY. ..... Il»m»mber our 

Bstablished policy of loyalty to the regular 
jobber^dealer channels of distribution. RTien- 
ever you place an order for •‘PITTSBURGH*’ 
Fences, Barbed Wire, Nails, Gates, etc., you 
are supporting a manufacturer who is definite^ 
ly championing your own cause. 



PITTSBURGH STEEL CO. 

739 Union Trust Bldg. Pittsburgh, Pa. 
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With am ACCO ghain^displat 


# When customers come in for a pound of nails or some other small 
item, you can often make dollar sales of Acco Ch£Lin if you have a 
good display out to remind them. 

There are hundreds of jobs where nothing takes the place of 
chain. In homes, farms and factories—with animals and machinery 
—there are many uses for chedn. Some of these needs aren't real¬ 
ized by your customers themselves—until they see your Acco 
Chedn display. 

Acco Chains are packaged to get attention—in attractive fiber 
ceuions or neatly lettered bags. The American Chain Company 
also furnishes an attention-compelling Acco rack for Coil Chains; 
a metal lithographed hanger for Dog and Halter Chains. 

Use these Acco helps to display chedn and the selling is half 
done. Acco Chain is known as honest chain. Seeing it reminds a 
lot of customers to buy eind this means extra sales per customer— 
extra DOLLARS in the cash register. 


POPULAR LEADERS 
IN THE ACCO LINE 


EL-WEL-TRA TRACE CHAINS 
HmI ond Butt Choint 
Wagon Chains 
Braast Chains 
Haltar Chains 
Dog Chains 

Plumber and Safety Chains 
Hooks, Cold-shuts, etc. 

Tie-outs 
Cow Ties 

Steel Loading Chain 
Log or Binding Chains 
Porch Swing Chains 
Hammock Chains 

Tire Chains: WEED AMERICAN BAR- 
REINFORCED • Weed Regular • 
Weed Emergency Units • Pneumatic 
Truck • Cress Chains for all above 
Tewing Chains 

Coil Chains, Welded and Weldless 
General Purpose Chains 
Repair ond Lap Links 
Sash Chains 
Well Chains 



ACCO^^ 


AMERICAN CHAIN COMPANY. Inc. 

BRIDGEPORT . CONNECTICUT 

In Business lor Your Safety 

World's Largest Manufacturer 
of Welded and Weldless Chain 


AGCO 




CHAIN 
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STONE WIRE SMOOTH WIRE 


ASSORTMENTS 


NON 

SPLITZ 

NAILS 


PACKAGED 

SPECIALTIES 


I - , DUALIZED 


POULTRY NETTING • HARDWARE CLOTH 


POULTRY FENCE 


FARM GATES 


DUALIZED 
FIELD AND 


ORNAMENTAL 


FENCE AND CATES 


Here’s the keynote of the immediate con- 
stuner acceptance of Sterling W^ire products 
. . . they are designed for modern selling! 
Sterling products . . . incorporating exclu¬ 
sive new Sterling salb features... are blazing 
the trail to profitable sales records for alert 


retailers. You get action when you show 
your customers Sterling products. 

Write Department 10 for full details 
of tlp^ line of Standard and Special Wire 
Products that is available all from one source 
of supply. 



THIS COMPLETE UNE WILL BUILD SALES AND PROFITS FOR YOU 


NORTHWESTERN BARB WIRE CO. 

STERLING SINCE 1879 ILLINOIS 


PACIFIC COAST DIVISION, OFFICE AND WAREHOUSE 
1615 EAST 7TH STREET 500 SO. AURORA ST. 

LOS ANGELES, CALIFORNIA S.TOCKTON, CALIFORNIA 
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of 


Harpers Weekly^* 


''By Courtesy 


New York City — Opening of the Olympic Roller Skating Rink on Broadway^ 
Between Fifty-seccmd and Fifty-third Streets^ January 19th. From a Sketch by a Staff 
Artist, from Frank Leslie’s Illustrated Newspaper, January 31, 1885. 


E present, this week, in order to illustrate more 
fully the most popular of all sports, a sketch of 
the new Ol^pnpian Roller Skating Rink as it appeared 
on the opening night last week. 

Roller skating seems to have become a mania with 
both old and young. Its fascinations are indescribable, 
and, unlike most other sports, it is highly recommended 
by both physicians and clergymen. It has proved seri¬ 
ously detrimental to liquor and billiard saloons; the 
youth of today, instead of spending his evenings in play¬ 
ing ‘pool for the drinks,’ can now be seen wheeling 
around the skating floor with some lady companion, 
and instead of coming from his sport with callow and 
whitened complexion, he emerges from this exhilarating 
exercise with the glow of health in every feature. 

The Olympian Club was the first to inaugurate roller 
skating in this city, their coming here last winter being 
regarded by many as a reckless waste of money. TTie 
nianagers, however, unheeding the many sayings of as 
many wise-acres, opened their doors, and the result 
speaks for itself. 

From here, the bound was “Westward Ho” and today 
more than $20,000,000 are invested in skating rinks. 
The very careful and strict management of the Olympic 
Club eliminating any evil that might, if permitted, have 
tarnished their good name, at once commanded the sup¬ 
port of the higher elements who patronize this sport. 


In order to more fully satisfy the wealthy portion of 
their patrons, the erection of this rink has b^n neces¬ 
sary. Situated on Broadway, between Fifty-second and 
Fifty-third Streets and running through to Seventh 
Avenue, it takes in a lot of land, some 75 by 200 feet 
in dimensions. The building has been erected and is 
owned by Messrs. W. L. Wainwright, A. J. Robinson, 
W. L. Noble, E. N. Sweet, and F. R. Fortmeyer, the 
latter gentleman being manager. 

The opening night was a surprise to those attending. 
Instead of entering in the old-fashioned way, and gaz¬ 
ing on bare walls, the visitor was ushered through drawn 
curtains and gazed upon what might be termed a draw¬ 
ing room wifh a skating floor. Care and taste is every¬ 
where displayed and patrons realize at once the ample 
provision made for their comfort. The uniformed atten¬ 
dants constantly look out for the wants of all. 

On the opening night an attractive programme, con¬ 
sisting of fancy skating by Miss Jennie Houghton and 
Mr. Raymond Mayer, and bicycle riding by Harry W. 
Tufts, elicited great applause. 

This rink must certainly rank among the finest, and 
it will become more and more the Mecca of beauty and 
fashion, ambitious to glide on rollers through .the 
hours.”# 



For rink use we recommend our No. 130 and No. 140 models for Men and 
No. 130 L and No. 140 L models for Ladies. These popular Ball-Bearing 
Extension Rink Roller Skates are easy, fast rolling and sturdy. When skate is 
extended full length, it will support the weight of an average man standing 
crosswise on it. One skate fits aU shoe sizes. Other models for outdoor use— 
all attractive steady profitable sellers. 

Our 1936 Line is Sure to Increase Your Sides and Profits 


Patterns for 
Men, Women, 
Boys and Girls 



Sold by 
All Leading 
Jobbers 
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I^jHU Modeh^^£MCU/ iLDD^O 


T he first MONARCHS were built in the days when the boys 
marched away to Cuba. They were made by hand in a room 
above an Iowa hardware store . . . made of steel and unbreakable 
malleable iron, riveted together like a steam boiler. 

They didnU look very inviting according to today^s standards but 
they did have the qualities that the housewife of that day de¬ 
manded first of all. They were unbreakable; they were economical 
of fuel; and they did the same perfect baking after years of hard 
use that they did when new. 

Nearly forty years have passed but in all that time no one has 
ever ^scovered a new way to build ranges of equal stamina. So 
the MONARCHS of 1936 are built exactly the same as they were 
^Svhen the boys marched away to Cuba.^ 

Inside the beautiful, modem, porcelain enamel body is the same 
unbreakable, full malleable range, with hand riveted joints that 
stay tight for a lifetime. 

The customer of today may not inquire about the inner con¬ 
struction but she does expect to buy service and economy as well 
as beauty. And it is up to you—the dealer who knows the facts—- 
to see that she gets it. 


Hoic to Do a Bigger Range Business 

The Monarch dealer can sulMtantiallj increase his 
range sales hy taking advantage of the Monarch 
Pkvctical Payment Plan. With this plan the smallest 
dealer can meet the term competition of maU order 
house, city installment store or itinerant peddler. 
A small down payment; a very low **carrying charge**; 


12 months to pay, and the full rate of profit secured 
on a cash sale, are the outstanding features of this 
proven plan. Full details are olTer^ hoth to present 
Monarch dealers and to those in open territory who 
are interested in merchandising plans that will build 
volume and profits. 

MAIXEABLE IRON RANGE CO. 

61 Lake St. Beaver Dam^ Wis. 



Digitized by 


Google 


22 


HARDWARE AGE 














Hardware 

WifhWhichisCombiMd 

QooDj^AitsmAn 


CHESTNUT AND S6TH STREETS, PHILADELPHIA, PA. 

Seim OSUm 

289 WEST 89TH STREET NEW YORK, N. T. 


VoL 137 


No. 2 


GEORGE H. GRIFFITHS 
President 


t The Hardware Dealers Magazine ^ 

PUBLISHED EVERY OTHER THURSDAY Jj 


CHARLES J. HEALE. Editor 

J. A. WARREN. Managing Editor 

MACDONALD WITTEN 
Aaeociate Editor 

ALBERT J. MANGIN 
^'Who Makes ItV Editor 


Copjrifht 1938 by Chilton Company (Inc.) 

EDITORIAL CONTENTS of THIS ISSUE 
JANUARY 16. 1936 


L. W. MOFFETT 
Washington Representative 


ADVERTISING REPRESENTATIVES 

Nror York : 

H. G. Bu)dg£TT. 239 W. 89th St. 

Boston ; 

CUAUNCBY F. Emoubh, 140 Federal 8t. 
CueVSLAND : 

Will J. Fbodbbt, 709 Union Bldg., 1836 
Eaclid Ave. 

Chicago: 

L. V. Rowlands, 802 Otia Bldg. 

San Pbancisco, Cal. : 

R. J. Bncn, 155 Sanaome St. 

Los Anorlbs, Cau : 

R. J. BiBcn. 846 So. Broadway 


SCBOOBIPTION Pbicb —linked States, its possessions: 
ms pear 11.00. Mesieo, Central Ameriea, South 
Amorios, Spain and its eoloiUes: one pear 81.00. 
Censds fS.OO. Foreign eountries rtei taking domestie 
rates, one pear 18.50. Single copies 15 cents each. 




Owned, Pnbllslied and Copyrighted 

by 

0 

CHILTON COMPANY 
(Incorporated) 


Eneentive Offices 
Cbestnnt and 86tb Streets 
Pbiladdphia, Pa. 


G. A. MUSSELMAN. President 
FRITZ J. FRANK, Executive Vice-President 
FREDERIC C. STEVENS. Vice-President 
JOSEPH S. HILDRETH. 

GEORGE H. GRIFFITHS, 

BTERIT B. TERHUNE, 

ERNEST O. HASTINGS. “ 

WUXIAM . A. BARJUSR... JJWMirec. .... 
JOHN BLAIR MOFFETT. Secretary 


Just Among Ourselves, by Charles J. Heale 
Picture Framing as a Sideline 
How to Utilize Secondary Light Sources 
Gone Forever, $5,371,393 in Cold Cash 

Power Tools Become Kirch’s Best Line. 

Hardware Age Window Display Suggestions 

Hardware Curiosities, by Robert Pilgrim. 

British Merchants Adopt Standards of Retail Practice. 

More Electric,Pump Sales.. . .. 

Social Security Chart. . 

Retail Advertising Appropriations, by Victor Vetromile 
Power of Store Manager to Bind Owner by Contract 

They’re Telling Us. 

News of the Trade. 

How’s the Hardware Business?. 

The American System of Enterprise, by Morgan Farrell. . 

Hardware Age Fifty-Year Club. 

Convention Calendar . 

The Adams Family of Colorado, by Saunders Norvell. 

Who Makes It?. 

What’s New? . . 


25 

27 

28 
30 
32 
34 

36 

37 

39 

40 
43 

45 

46 
48 
60 
68 
72 
74 
78 
82 
84 


AdveHisers* Index; page 112 ’ 


Digitized by i^ooQle 






















THE BEST DEVELOPMENT 
IN NESTED STOVE PIPE 


TRADE MARK 

REGISTERED U, 8, PATENT OFFICE 


PATENT NUMBERS 

1,900,749 — 1,900,750 AND RE, 18,444 




NO TOOLS 

NO HAMMERING 

NO RIVETS 


This pipe is put together hy simply inserting tongue on one edge into fold on 
opposite edge and pressing together until it snaps—^the pipe is then ready for use. 

The ^‘Special Blue” and “Polished Blue” sheets from which this pipe is made are 
rolled in our own mills, guaranteeing an even colored, smooth finished sheet— 
much superior in finish and quality to the product offered hy most other makers. 

ASK YOUR JOBBER 


TheR eeves Manufacturing Co. 

Largest Makers of Pipe and Elbows in the World 
DOVER, omo, U. S. A. 
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Just 

Among 

Ourselves 

By CHARLES J. HEALE 

Editor^ Hardware Age 


Premiums— 

An increasing number of 
grocery and drug stores are using 
hardware store merchandise for 
premium purposes. This is par¬ 
ticularly true among chain groups 
in these fields. Cutlery items, elec¬ 
tric clocks, sport goods, etc., are 
currently popular for this pur¬ 
pose. A typical plan is to give 
these goods away free or at a price 
easily 60 to 70 per cent below the 
normal retail price. To obtain the 
premium the customer buys $5 or 
$10 worth of goods and has a spe¬ 
cial ticket punched each time a 
purchase is made. It is said this 
plan speeds up sales because the 
customer desires to obtain the free 
(or almost free) items quickly. 
Sometimes a time limit neces¬ 
sitates speeded-up purchases. 
When such goods sold way below 
cost or given away are obtained 
in large number in a community 
the chances for legitimate, profit¬ 
able sales on such goods are lost. 
Only the manufacturer (or whole¬ 
saler) furnishing the goods has 
any chance of making a profit. 
This type of premium pirating 
costs the hardware trade many 
thousands of dollars yearly in di¬ 
rect lost sales and uses up addi¬ 
tional thousands of buying power 


from which some part might prop¬ 
erly be expected to go through 
hardware channels. 

Retaliation— 

Although such selling is 
doubtful merchandising and ba¬ 
sically poor economics for busi¬ 
ness generally, this premium idea 
is a serious and existing form of 
competition which the hardware 
trade faces and must meet on com¬ 
mon ground. If you face this type 
of competition the best move is 
retaliation taking, as leaders 
and/or premiums, merchandise 
common to the grocery or drug 
trade and give those fellows a 
taste of their own medicine. 
Charge the lost margin up to ad¬ 
vertising and make the most of the 
store traffic you encourage. This 
plan of counter - attack has been 
successfully tried in Minnesota, 
Illinois, Ohio, Pennsylvania and 
New York hardware stores. “Kill¬ 
ing” the price on soap or soap 
flakes bothers both drug and 
grocery stores. Bread, coffee and 
such grocery staples as packaged 
goods not requiring refrigeration 
equipment and drug store sun¬ 
dries that do not require a phar¬ 
macist’s license can be handled on 
the same basis. All these goods 


are available if a sizable order is 
placed. This idea may not have 
the ethical standards which busi¬ 
ness men prefer to follow, but it is 
increasingly apparent that ethics 
is not disturbing those who oper¬ 
ate chain drug and grocery stores. 
In several instances this retalia¬ 
tory method has been very success¬ 
ful in stopping the competitive 
situation described. An Ohio 
dealer whipped the drug chains on 
razor blades and scalped packaged 
candy until a nearby candy store 
was happy to stop killing the mar¬ 
ket on pocket knives. In the same 
state dealers stopped the local 
drug chains from spoiling the 
seed, garden hose and paint trade 
by this same procedure. 

Drug Stores— 

Among those retailers who go 
afield for specials, loss leaders 
and premiums the drug store must 
take first place. To the grocery 
trade belongs second prize. Yet 
these two types do more complain¬ 
ing on this subject than all other 
retailers put together—either that 
or they are more articulate. Drug¬ 
gists are always organizing to fight 
the sale of some drug item in non¬ 
drug channels yet their own stocks 
bulge with merchandise that has 
no relation to the drug business. 
On this subject the drug field has 
enjoyed national, state and local 
legislative protection in the “pub¬ 
lic interest.” Other retail groups 
enjoy no such aid. Hardware men 
who have had experfence with re¬ 
taliatory measures are invited to 
send in their comments and expe¬ 
riences for the benefit of the entire 
hardware trade. So are those who 
have a better idea for meeting the 
situation. 

Woolworth’s— 

The Wool worth stores, com¬ 
monly known as the “five and 
tens” recently started 40 cent de¬ 
partments in many if not all of 
their stores. A year or so ago the 
former dime limit was doubled to 
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20 cents. Well founded rumor 
has it that Woolworth’s plans un¬ 
limited price departments in key 
stores as an experiment. If so, 
these familiar red front stores will 
become even more acute competi¬ 
tion to the hardware trade and to 
every other retail group. When 
these stores followed the ten cent 
limit their scope of hardware lines 
was so restricted that the competi¬ 
tion was relatively unimportant. 
The introduction of the 20 cent 
and now the 40 cent limit changes 
this picture considerably as the 40 
cent range can easily include many 
items common to the average in¬ 
dependent retail hardware store. 
It will pay hardware men to watch 
closely this new development and 
to compare prices, quality and 
trade marks. 

“From the Top”— 

“Trees die from the top—when 
executives grow old, there is dan¬ 
ger that the business may grow 
old with them. Every business 
faces this problem. For the life 
span of a business tends to follow 
the life span of its management. 
Even when executives "remain 
physically and mentally fit, there 
comes an inevitable ‘hardening of 
their outlook.’ The management 
becomes conservative, old fashion¬ 
ed, definitely ‘set’ in its way. It 
loses the priceless ability to create 
new ideas conforming to changed 
conditions. Unless great fore¬ 
thought is exercised business and 
management decline together. For 
business like trees, often die at 
the top. The answer is of course 
‘new blood’ to avoid hardening of 
the corporate arteries; younger 
men must be taken in. They must 
bring vigorous energy and new in¬ 
sight into the organization. Only 
by investing in youth can a busi¬ 
ness keep from ‘acting its age.’ ” 
So reads a recent advertisement of 
Lord & Thomas, well known ad¬ 
vertising agency. Its message 
might well be taken seriously by 
every reader and throughout all 
American business. 

Example— 

Last week a young man came to 
my office seeking a job in a live 
retail hardware store with new 
goods, new ideas where progres¬ 


sive modern merchandising is 
practised. His name was familiar 
but his face was not. He was the 
son of a veteran eastern hardware 
merchant reputed to be wealthy 
and considered a success. Often 
I had heard his father dominate 
hardware meetings with his ap¬ 
parently aggressive ideas about 
current retailing methods, and as¬ 
sumed that these were in some part 
followed in his own two stores. 
According to his son, he talks one 
kind of retailing but practices an 
entirely different variety. The boy 
is actually frantic for a chance to 
sell more goods by such simple de¬ 
vices as frequently changed win¬ 
dow displays, new merchandise, 
more and better store and window 
lights, outside selling, etc. His 
father will have none of it, insist¬ 
ing stubbornly that the hardware 
business is strictly a “service of 
supply” on demanded goods; that 
people come to hardware stores 
only when they need something 
not available elsewhere, and that 
hardware stores should be hard¬ 
ware stores and stick to their tradi¬ 
tional lines. And so a likely young 
man, his own son, with 12 years’ 
experience, is seeking another job, 
knowing that to do so will pre¬ 
clude any inherited part of the 
father’s business. An elder brother 
did the same thing three years ago 
after nearly 20 years in the family 
store and a third brother (also a 
little older) has become a “yes 
man” for the father and owner of 
the business, which is steadily de¬ 
clining in both sales and profits. 
This same tragedy exists in many 
other stores. I have often been 
aware of the same problem in my 
travels and usually find the situa¬ 
tion nearly hopeless of any solu¬ 
tion. 

The Same Story— 

I recited this instance to two 
manufacturers’ salesmen. Both 
have had jobber experience, one 
in the South and the other in the 
West. My story inspired many ex¬ 
amples of this same problem with 
names and places mentioned. 
Many of xhe names are of nation¬ 
ally known dealers, men who have 
been acknowledged leaders in the 
trade. These two salesmen men¬ 
tioned more than fifty similar 
situations in their own memory. 


Usually the business died of dead 
rot or was absorbed by some other 
local and more active retail firm. 

Balance Wheels— 

The moral is not to allow 
young sons (or young men gen¬ 
erally) to run amok with exper¬ 
imental notions that cost a lot of 
money and produce no revenue. 
But there is certainly in every 
business, no matter its size, some 
group of responsibilities that can 
be delegated to likely young lads 
growing up in the business. As 
they mature and show success let 
their scope of operations increase. 
It is fundamental that older heads 
serve always as balance wheels to 
curb any touch of the irresponsible 
which may crop up in a less ex¬ 
perienced mind. Yet the very rest¬ 
lessness that prompts a younger 
man lo desire changes in a store 
can if applied constructively prove 
a great boon to improving both 
profits and volume. The older 
men in this business owe it to the 
industry to their fair share of 
training young men in the busi¬ 
ness. It is a vital requirement of 
every business to prepare for the 
future when today’s young men 
must assume the management of 
business. It should be remember¬ 
ed that to be a “balance wheel” 
does not mean to act like an ^er- 
gency brake. 

Church Merchandising— 

Early this year a new plan of 
merchandising through church, 
religious, semi-religious and re¬ 
lated auspices will be started. 
Briefly, members of these church 
and similar organizations will de¬ 
posit box tops or package labels 
in a receptacle provided for the 
purpose. On the total number of 
each of several cooperating manu¬ 
facturers’ products bought by 
members a commission will be 
paid the organization. This has 
many of the elements of the Good¬ 
win Plan but is less involved. The 
Religious Press Association of 
Philadelphia has fathered the idea 
and will direct its promotion. The 
latter includes a campaign of ad¬ 
vertising to popularize the idea 
with church members and with 
prospective manufacturers. Fur¬ 
ther details will be available soon 
and our readers advised. 
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7. Muraffy Collingswood, /V. J. 
making picture frames 


Picture Framing 

is a profitable side-line for this hardware dealer 
in Collingswood, N. J, 


T hat picture framing is a 
specialized art will be 
granted by most any one, 
particularly by those who have 
tried it. But that picture framing 
can be profitably handled by a 
hardware store will be strongly 
doubted by hardware dealers 
who have given the subject any 
thought. I. Muroff, owner of the 
Collingswood Glass, Paint & Hard¬ 


ware Co., Collingswood, New 
Jersey, to the contrary. 

Five years ago Mr. Muroil be¬ 
gan thinking about picture fram¬ 
ing. Just what stirred such a no¬ 
tion in a hardware man’s mind is 
rather a mystery. Perhaps it was 
because at one time Mrs. Muroff 
had been quite proficient at fram¬ 
ing pictures. At any rate, the 
more Mr. Muroff thought of it the 


better it looked. Collingswood 
was a typical suburban residential 
center, growing all the time and 
with plenty of potential business 
in the way of framing, not only 
pictures, but diplomas, signs, clip¬ 
pings, amateur drawings, flowers 
and the numerous other fantastic 
items that people like to ]>erpetu- 
ate for themselves or for posterity. 

(Continued on page 100) 
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How to Employ Secondary 


By ALLEN G. BURDETT 


E very hardware merchant 
wants to increase his busi¬ 
ness without appreciably 
increasing overhead expense. 
Most firms know that it is the 
best lighted store windows that 
attract the most attention, and 
succeed against competition. 
Many others realize that a bright 
interior provides a more invit¬ 
ing atmosphere, while creating a 
cheerful state of mind which is 
conducive to increased buying. 
Proper illumination of displays 
has also been found to count as 
much as attractive arrangement 
in commanding attention and 
stimulating the desire to buy. Too 
frequently a store impresses the 
public as being a dead, drab 
place simply because it is poorly 
lighted. Merchandise, too, can 
lose all eye appeal for want of 
good illumination. Glare from 
harsh contrasts between light 
sources and dark backgrounds 
may both disturb and fatigue the 
eyes and so divert attention from 
merchandise displays that they 
are rendered ineffective. 

Numerous laboratory and field 
tests on the better use of light 
are being carried out by leading 
paint organizations, electrical 
manufacturers, the Better Vision 
Institute, and other sponsored or¬ 
ganizations. What might be called 
the “Science of Lighting and See¬ 
ing” is evolving from these studies 
and experiments. One group of 
these tests was for the purpose of 



Ajter painting walls and ceiling. 


Walls and ceilings offer remarkable 
ination at low cost, thereby adding to 


LIGHT REFLECTION DATA FOR STORES 


Color of 

Color of 

Meter Reading 

Light Reflection 

Walls 

Ceiling 

in Foot Candles 


Value 

Medium Blue 

Medium Blue 

8 


43% 

Medium Blue 

Save Lite White 

14% 

M.B. 

43% 




White 

86% 

•An 81% increase 

with Save-Lite. 




Bright Sage 

Bright Sage 

9% 


52% 

Bright Sage 

Save Lite White 

17 

B.S. 

52% 




White 

86% 

•A 78% increase 

with Save-Lite. 




Silver Gray 

Silver Gray 

11 


56% 

Silver Gray 

Save Lite White 

18 

S.G. 

56% 



White 

86% 


•A 72% increase with Save-Lite. 


Recommended store illumination—General: 12-20 Ft. Candles. Displays: 3-60 Ft. 
Candles. 


^Tbia increase was determined by means of a Sisrbt-Meter, which measures 
lisrht intensity in terms of foot-candles, or the amount of lisrht faUina at a point 
1 foot from a candle flame. 
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Sources to Improve Light 



Before white paint was used. 


opportunity to obtain added ilium- 
effectiveness of all merchandise . . . 


determining how the use of colors 
of high reflection value, especially 
on ceilings, will increase the level 
of illumination; minimize glare 
contrast between light sources and 
dark backgrounds, while also giv¬ 
ing the store a brighter atmos¬ 
phere. The results of some of 
these tests are indicated in the 
accompanying chart based upon 
recent laboratory findings of the 
Sherwin-Williams Research Lab¬ 
oratories. Model stores were used 
and painted various colors and 
combinations. The source of illu¬ 
mination and the room interior 
remained identical in all cases. 

Any approach to the subject of 
illumination must necessarily give 


consideration to three factors: 
(1) The utilization and control 
of daylight from windows. (2) 
The utilization and control of ar¬ 
tificial lighting. (3) The utiliza¬ 
tion and control of secondary 
sources—walls and ceilings with 
high reflection values to refine 
and distribute light. 

It has been estimated that from 
10 to 25 per cent of artificial 
illumination is wasted as a result 
of improperly placed fixtures and 
inadequate reflecting surfaces, or 
a soiled condition of both. The 
most important reflectors of both 
day and artificial light are upper 
walls and ceilings. The fact that 
walls and ceiling are important 


parts of any lighting system is 
evident from the charted findings. 
In every case the increased illu¬ 
mination resulting from skylight¬ 
ing ceilings by means of the 
proper white paint is appreciable. 
Merchants who favor darker 
colors for a fancied economy of 
upkeep are in reality cutting into 
their business far more than the 
cost of maintaining ceiling and 
wall surfaces of high reflection 
value. Furthermore, present deco¬ 
rative trends all recognize the 
value of light colors for walls, 
and white ceilings. Good grades 
of paint may be easily sponged 
clean with neutral soap whenever 
necessary, and without damage to 
the paint film. This should be 
done periodically inasmuch as 
white paint showing an initial 
light reflection value of 89 per 
cent, may, through severe soil¬ 
ing, lose considerably. 

While the data in the accom¬ 
panying table do not cover the 
many paint color shades com¬ 
monly used, it is a simple matter 
to approximate the improvement 
in illumination possible by com¬ 
paring the reflection values of the 
colors employed in the laboratory 
studies with those of these popu¬ 
lar shades: 


While .89% 

Ivory .82% 

Canary Yellow .77% 

Cream .77% 

Caen Stone .76% 

Orchid .67% 

Cream Gray .66% 

Ivory Tan .66% 

Sky Blue .65% 

Buff .63% 

Pale Green .59% 

Shell Pink .55% 

Bright Sage .52% 

Silver Gray.46% 

Olive Tan .43% 

Forest Green .22% 

Cocoanut Brown .16% 

Black . 2% 


Color Reflection Readings Courtesy 
of The Sherwin-Williams Co. 

{Continued on page 100) 
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Gone Forever 


Because of state sales taxesy hardware merchants in 
24 states will lose, this year, at least $5,371,393 in 
cold cash plus business that has been driven to mail 
order houses and across the border into tax-free 
states. Similar imposts now threaten dealers in many 
other states where a sales levy does not yet operate. 
This cuticle tells how you can ward off the impend¬ 
ing legislation. 


W HEN the profit and loss 
statements for 1936 are 
finally checked for the 
last time, 18,084 hardware mer¬ 
chants in the United States will 
find that they have suffered an 
extra loss amounting to the stag¬ 
gering total of $5,371,393. 

That, in figures which shriek to 
high heaven, is what hardware 
dealers in 24 states will have to 
pay to their respective state gov¬ 
ernments as sales taxes. 

Incredible you say? Then study 
the tabulations in the chart which 
accompanies this article. If your 
state is one of those in which there 
is now a sales tax, you will find it 
listed in the first column of the 
chart. Let’s say you’re a dealer in 
California. Run your finger across 
the chart. In the second column 
you will see the number of hard¬ 
ware stores in your state. The 
next column will show you the 
amount of business, at retail, done 
by these stores in 1933. Both 
figures come from the United 
States Census of Distribution. Al¬ 
though business has improved ap¬ 
preciably since 1933, the chart 
uses the government’s figures be¬ 
cause they are the only authorita¬ 
tive ones available. Now go on 
to the next colunm. Here you will 
note the sales tax percentage for 
your state—3 per cent for Cali¬ 
fornia. The last colunm shows 
what you and all the other hard¬ 
ware men in California will have 
to pay, when 1936 closes, for the 
privilege of being in the retail 
business. The figure you’re now 


looking at represents cold, hard 
dollars—$943,020. If sales turn 
out to be better in 1936 than they 
were in 1933, then, whether you 
like it or not, you will undoubted¬ 


ly pay more than a million dollars 
to the state as a sales tax. 

And that prediction holds not 
only for the dealers in California 
but also for all the other hard- 


Hardware Dealers In 24 States WiU 

Pay Soles Taxes Totaling $5,371,393 

Stetes Where Seles 

Namber 

1933 

Seles Tex 

Seles Tex 

Texes Now Operete 

Of Stores 

Seles 

In Per Cent 

In Dollere 

Arizona . 

56 

$2,263,000 

2 

$45,260 

Arkansas .... 

189 

4,023,000 

2 

80,460 

California .... 

1,397 

31,434,000 

3 

943,020 

Colorado . 

295 

4,755,000 

2 

95,100 

Idaho . 

164 

3,986,000 

2 

79,720 

Illinois . 

2,507 

26,509,000 

3 

795,270 

Indiana. 

1,012 

12,890,000 

1 

128,890 

Iowa . 

1,572 

18,010,000 

2 

360,200 

Kentucky . 

394 

6,826,000 

3 

204,780 

Maryland. 

457 

7,800,000 

1 

78,000 

Michigan . 

1,630 

18,620,000 

3 

558,600 

Mississippi .... 

186 

3,426,000 

2 

68,520 

Missouri. 

1,216 

14,875,000 

1 

148,750 

New Mexico ... 

49 

985,000 

2 

19,700 

North Carolina. 

368 

9,450,000 

3 

283,500 

North Dakota.. 

630 

7,010,000 

2 

140,200 

Ohio. 

2,100 

30,141,000 

3 

904,230 

Oklahoma. 

536 

8,360,000 

1 

83,600 

Pennsylvania .. 

2,001 

27,573,000 

1/10 of 1 

27,573 

Sooth Dakota.. 

607 

4,944,000 

2 

98,880 

Utah . 

67 

1,154,000 

2 

23,080 

Washington ... 

377 

6,041,000 

2 

120,820 

West Vfrginia.. 

207 

3,058,000 

2 

61,160 

Wyoming. 

67 

1,104,000 

2 

22,080 

Totals .... 

18,084 

$255,237,000 


$5,371,393 

Totals for the 





United St^ites.. 

. 32,802 

$488,486,000 
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*5,371,393 in Cold Cash 


ware merchants located in 23 other 
states! 

Now just a minute before the 
rest of you who are located in 
states where there are no sales 
levies sit back and say, ‘‘Ah, well, 
that let’s me out.” Just a minute 
—^you may be next! 

When the 1935 legislative sea¬ 
son opened on January 1, sales 
taxes were in operation in 18 
states: Arizona, California, Il¬ 
linois, Indiana, Iowa, Kentucky. 


Michigan, Mississippi, Missouri, 
New Mexico, North Carolina, 
Ohio, Oklahoma, Pennsylvania, 
South Dakota, Utah, Washington, 
and West Virginia. During 1935, 
however, sales tax proposals were 
introduced into 13 other states. 
Enactments followed in seven of 
these states: Arkansas, Colorado, 
Idaho, Maryland, New Jersey, 
North Dakota, and Wyoming. In 
New Jersey, the law was repealed 
within a few months. 


Fiscal experts say that never, in 
the history of public finance, has 
a tax spread so quickly over the 
world as has the sales tax. The 
only possible exception is the levy 
on gasoline. 

Once adopted, moreover, the 
sales impost tends to remain. For 
example, sales taxes enacted prior 
to 1935 were not only renewed 
last year in six states but were 
even raised to higher levels. The 
{Continued on page 94) 


STATE SALES TAXES - DECEMBER 17, 1955 



0 ;•j Retail* Sales Tax 
• *; Gross Incoae Tax 


wCoapllod bf The Amerlcoii Retail Federation* 

^Pennsylvania has a mercantile license tax of 1/10 of 1 per cent on 
sales which, from the merchant’s standpoint, works out the same as a sales 
tax. but. in this chart, this and other types of taxes frequently confused 
with sales taxes were not included. Types of taxation, omitted are: Mer¬ 
cantile License tax. levied upon manufacturers, merchants, etc.; Selective tax, 
levied upon gasoline, cigarettes, etc.; Graduated Sales tax, levied upon gross 
sales at graduated rates, and Use tax, levied upon out-of-state purchases 
attempting to equalize selling advantages between sellers operating in or out 
of the state. 
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Hwv F, A, Kirch & Co^ 
Plainfield, N. J., display- 
power tools in their windows. 


Power Tools 


F a. KIRCH, proprietor of 
the retail hardware firm of 
• F. A. Kirch & Co., Plain- 
field, N. J., declares that if he had 
added power tools to the store’s 
stock two years before he did that 
he would have about $2,000 more 
profit. He considered handling the 
line for about two years before 
placing his opening order in the 
fall of 1933. Mr. Kirch has spent 
40 years in the hardware business, 
and more than half of this time 
has been devoted to operating his 
own hardware store. 

One reason why Mr. Kirch hesi¬ 
tated so long about taking on 
power tools was because he felt 
that it might be difiBcult to become 
well enough versed on the line to 
handle it successfully. This fear 
proved to be unfounded, for within 
the past two years power tools be¬ 
came the store’s leading line in 
profits, volume, and turnover. 

A stock of power tools and ac- 

32 


cessories representing an invest¬ 
ment of approximately $800 is 
now being turned on an average of 
eight times annually. In addition 
to being reluctant to take on the 
line because he was unfamiliar 
with it, Mr. Kirch had the impres¬ 
sion that most all power tool sales 
were made on partial payments. 
This impression also proved to be 
unwarranted, as with few excep¬ 
tions the store’s power tool sales 
have been on a cash basis. In 
other respects the line has not been 
at all difficult to merchandise in a 
very satisfactory manner. As an 
example, Mr. Kirch says price 
competition on power tools is not 
as troublesome as it is on staple 
hardware lines. 

Commuters-Home Owners 

Plainfield, about 25 miles from 
New York City, has a population 
of 33,000. Ai^ut 3000 of its resi¬ 
dents are commuters who are em¬ 
ployed in New York, Newark and 
Brooklyn. Practically all of the 
commuters are home owners, and 
as they are, for the most part, em¬ 


ployed in fairly remunerative po¬ 
sitions, they are excellent power 
tool prospects. Mr. Kirch has a 
novel method of cultivating these 
commuter power tool prospects 
which has produced excellent re¬ 
sults. When the manufacturer of 
the line of power tools carried by 
the store issues the company’s new 
catalog each year, a number of 
them are handed to likely-looking 
prospects among the commuters at 
the station in the morning when 
they are on their way to work. 
During the 25-mile ride into the 
city they have ample time to 
peruse the catalogs, and to become 
interested in power tools. Seven 
sales were directly attributable to 
the first such distribution of the 
catalogs. 

Mr. Kirch quickly became profi¬ 
cient in the use of power tools and 
can stage a convincing demonstra¬ 
tion of their operating efficiency. 
He is a strong advocate of making 
the chips and sawdust fly. Showing 
prospects, through actual operat¬ 
ing of the tools has no equal, he 
says, in stimulating the desire to 
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own them. He also invites and en¬ 
courages prospects to try the tools 
out for themselves. Such trials 
have been found to quickly con¬ 
vince prospects of the desirability 
of buying motor-driven equipment. 

Plainfield has a local home- 
workshop club with some thirty 
members, and Mr. Kirch is very 
active in this organization. It has 
been the custom for the club to 
meet at the homes of the different 
members. When Mr. Kirch’s turn 
came to act as host to the club 
meeting, he arranged to hold it in 
the store. A power tool demon¬ 
stration was staged in connection 
with the meeting and refreshments 
were provided. From leads thus 
developed, four sales of power 
tools were closed in the week fol¬ 
lowing the meeting. 

In Mir. Kirch’s demonstrations 
only useful articles are made. This 
adds emphasis to the practical and 


economical appeal of the tools. 
One such project which evoked 
high praise from many fishermen 
was a lathe turned hickory handle 
for a jointed fishing rod. Another 
example was a table which Mr. 
Kirch designed and built, using 
power tools. This table was so 
widely admired that eight local 
home workshop enthusiasts have 
since constructed tables exactly 
like it. 

About 98 per cent of the store’s 
sales of power tools are made to 
homeworkshop hobbyists, with a 
few tools being sold for varied in¬ 


dustrial uses. A fair volume of 
power tool business has also been 
obtained from the manual training 
departments of local schools. Ex¬ 
perience has shown Mr. Kirch that 
it is highly important to carry a 
complete stock of power tools and 
accessories in order to do a real 
job with the line. Despite the fact 
that the line of power tools 
handled by the store is manufac¬ 
tured in Plainfield the store makes 
it a point to have a very complete 
stock on hand at all times. Six¬ 
teen major machines are regularly 
{Continued on page 102) 


Plainfieldy N. deeder says power tools for home- 
workshops are the fastest turning and most profitable 
line in his store, even in summer. Urges brother 
hardware merchants to take full advantage of the 
exceptional opportunity for power tool and related 
profits. 


Become Kirch’s Best Line 





The floor display of power tools of F. A. Kirch & Co., Plainfield, N, /. 
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Windows to Show 


While the central posters will 
get attention if dr^wn flat,- On wall 
board, they may be more elabor¬ 
ately treated if we desire. For in¬ 
stance, the “comfortable home” in 


the easy chair may be a cutout 
with a black background set about 
six inches back of the cutout. This 
gives an mteresting effect to the 
display. In the case of the bath- 


H OME comfort is the theme 
of these two window sug¬ 
gestions, both graphically 
presented by the humorous car¬ 
toons calculated to attract atten¬ 
tion and intrigue customers. Us¬ 
ing the Hardware Age inter¬ 
changeable display fixtures as a 
basis for the composition of these 
windows, the artist-display man 
gives us easily installed trims, 
using a reasonably small amount 
of merchandise. 
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Winter Lines 


room window a similar plan can the cutout figure will suggest a 
be used, but a bright light behind bright, clean bathroom. 
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This arrani^eineiit of fixtures is 
osed in the window abore 


The charts presented here will 
make the drawing of the posters 
a simple matter for the sign writer 
or window trimmer. The instruc¬ 
tion sheet for building the inter¬ 
changeable display fixtures have 
been mentioned many times, but 
if you have not written in for your 
complimentary copy, do so today. 
A complete set of these units will 
render your window trimming a 
pleasurable duty and a source of 
lasting satisfaction. 
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STRAICHTFORWARO SHOPKEEPING 

British Merchants 
Adopt Standards of Retailing 

Retail Trading Standards Association 
Seeks to Raise Ethics in Selling 


k LITTLE more than two 
h\ years ago a group of 
prominent retailers in 
Great Britain set out to draw up 
standards of retail practice con¬ 
sisting of a set of general ethical 
rules which were illustrated in 
greater detail in a number of de¬ 
partmental rules dealing with 
various important categories of 
merchandise. 

The stimulus which resulted in 
initiation of this enterprise de¬ 
rived from a long-felt need, as a 
matter of public policy as well as 
a contribution to improved prac¬ 
tice in retailing, for recognized 
and uniform terms and descrip¬ 
tions of merchandise offered for 
sale. 

Retailing had suffered much 
from irregular practices in vari¬ 
ous manifestations, most of which 
tended to convince the public that 
something often could be had for 
nothing. Negative attempts to fight 
* these activities had met with only 
partial success. The truth that the 
best value for the money could be 
obtained only by shopping at well 
established and straightforward 


stores needed to be positively and 
continuously stated. 

Merchandise Standards 

For two years twenty-five tech¬ 
nical committees, operating under 
a central committee, worked on 
the task of drawing up merchan¬ 
dise standards whose accuracy 
would be unassailable. The key¬ 
note of the standards was to de¬ 
fine the meaning of the terms and 
descriptions as used between the 
retailer and his customer. Tech¬ 
nical or dictionary meanings of 
words were subordinated to mean¬ 
ings which both parties would 
understand easily, without equivo¬ 
cation. 

The standards were printed, 
and adherence to their use by 
many well-known firms was ob¬ 
tained. To make the project truly 
effective, however, wide recog¬ 
nition and indorsement were es¬ 
sential. A strong and vigilant 
organization to protect the “new 
deal” was indicated. It was there¬ 
fore decided to form an associa¬ 
tion to foster the work, and the 


Retail Trading Standards Asso¬ 
ciation came into being. 

Membership in the R.T.S.A. is 
open to all retailers who under¬ 
take to comply with a specific 
agreement to abide rigidly by the 
standards. Members are per¬ 
mitted to show the device of the 
Association on letterheads, bills 
and other business papers, and 
are required to show it prominent¬ 
ly and consistently in their adver¬ 
tising and on the store premises. 

The right to use the device may 
be withdrawn if a member wil¬ 
fully and persistently violates the 
provisions of the standards to 
which he has subscribed. The 
tribunal which has been set up to 
pass judgment upon delinquents 
in this regard is strictly impartial, 
being drawn from persons en¬ 
tirely independent of the retail 
trade. No competitor of an of¬ 
fender enters the case except, per¬ 
haps, as complainants. The tribu¬ 
nal has at its call a panel of ex¬ 
perts to assist it in arriving at just 
conclusions. 

If the tribunal deems a member 
guilty of violating the standards, 
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right to display and use the Asso¬ 
ciation’s symbol may be with¬ 
drawn, the offender may be repri¬ 
manded, or he may be assessed a 
penalty of not more than twenty- 
five pounds (about $122 at nor¬ 
mal exchange rates). The tri¬ 
bunal has the right to advertise 
its order in the press to such an 
extent as it may think fit. How¬ 
ever, cases are not brought before 
the tribunal for trial until the 
Advisory Council of the Associa¬ 
tion has examined the complaint 
and found it sufficiently well 
founded to require action. 

A retailer from whom the right 
to use the Association’s symbol is 
withdrawn may, twelve months 
after the order withdrawing it, 
apply for readmission. If the 
Council passes favorably upon 
the application, it is referred to the 
tribunal, with which rests the 
power to assent or to deny. 

For admission to the Associa¬ 
tion a flat fee of ten guineas (a 
guinea normally is equivalent to 
$5.00) is charged members, and 
there is an annual charge, graded 
according to size of the member 
establishment, which runs as fol¬ 
lows: Ranking employees up to 
10—one guinea; up to 25—two 
guineas; up to 50—three guineas; 
up to 100—^four guineas; and 
thereafter two guineas per hun¬ 
dred, so that a store with 500 em¬ 
ployees would pay annual dues of 
$60. “Ranking employees” means 
all employees except drivers, de¬ 
livery men, workroom employees, 
etc. 

. ^ Seek Good Will 

It is recognized that a mere ag¬ 
gregation of members showing the 
Association symbol will not, 
alone, make effective the purposes 
of the Association. Public ac¬ 
quaintance with the meaning of 
the symbol, and public good will 
toward it, must be had if it is. to 
acquire a conunercial value. 
Hence, a dignified and balanced 
publicity program is planned 
which \^1 include advertising by 
the Association as well as by in¬ 
dividual members. 

The Standards are published in 
two distinct phases. First, there 
are the general rules. These are 
similar in intent to many of the 
standards of advertising which 


have been established locally by 
various retail groups or Better 
Business Bureaus in the United 
States. They define permissible 
practice in regard to mention of 
material content, description of 
imperfect merchandise, statements 
regarding special purchases, com¬ 
parative prices, loss leaders, etc. 

A typical section of these gen¬ 
eral rules comes under the heading, 
“Permanent Markdowns,” and pro¬ 
vides as follows: “When a compar¬ 
ative price is advertised on perma¬ 
nently marked-down merchandise, 
any previous price may be used, 
provided that the market condi¬ 
tions of such merchandise are 
substantially the same as they 
were when such previous price 
was in effect in the advertiser’s 
store, and provided that the arti¬ 
cle was genuinely offered for sale 
at that price for a reasonable 
period (i. e., goods must not have 
been offered at a fictitious mark¬ 
up for the purpose of taking an 
excessive mark-down). Where a 
change in market conditions con¬ 
sists of a reduction by a manufac¬ 
turer of the selling price of his 
branded merchandise, the former 
price of such merchandise may be 
used only for a period of one 
month from the date of the reduc¬ 
tion, unless the date when the re¬ 
duction took place is indicated. 
(Presumably, the last phrase re¬ 
fers to indication by the retailer,' 
in his advertising, of the actual 
date of the manufacturer’s price 
reduction.—^E d.) 

Supplementing the general rules 
is a set of special rules which, so 
far, includes such lines as bed¬ 
ding, blankets, china and glass, 
floor coverings, furniture, dra¬ 
peries, furs, gloves, hosiery, metal¬ 
ware, laces, leathers, linens, mil¬ 
linery, piece goods and woven 
underwear. 

These rules are extremely spe¬ 
cific. They tell what words may 
be used to describe what materials, 
and how they may be used. For 
instance, in the piece goods rules 
the opening paragraph on “Ma¬ 
terial Content” reads: “When the 
name of only one material is used 
in the description of a fabric, the 
fabric (apart from adornments) 
must be entirely composed of that 
material, provided that a specific 
margin of error of a small per- 


Dii 


centage appropriate to the fabric 
in question be admissible.” 

Each member store uses both 
the general rules and the depart¬ 
mental rules to guide its advertis¬ 
ing and selling procedure. A 
complete set of rules is main¬ 
tained in the office, available for 
reference by the store staff or by 
any customer who wishes to verify 
a description. Complete sets also 
may be distributed to depart¬ 
ments, but if this is not considered 
necessary, only the departmental 
rules applicable to the specific 
departments may be distributed. 
They are prepared in loose-leaf 
form to make this possible. In 
all cases, however, a set of general 
rules accompanies the depart¬ 
mental rules, so a department 
head has at all times complete 
information to guide him. 

All the rules, both general and 
departmental, are divided into 
eight main sections, as follows: 
1. Material content. 2. Trade 
names. 3. Descriptions relating 
to manufacture. 4. General de¬ 
scriptions. 5. Off-grades. 6. Sizes 
and measurements. 7. Claims and 
statements. 8. Presentation of de¬ 
scriptions. 

Sections 7 and 8 are general 
to all departments, and are 
printed only in the general rules. 
The first six sections appear in 
both sets. 

Possible for America? 

Because of the vastly greater 
geographical range of American 
retailing, a scheme such as has 
been evolved by British retailers 
would be difficult, if not impos¬ 
sible, to administer on a national 
scale. Nevertheless, through co¬ 
operation of leading retail ele¬ 
ments with the National Better 
Business Bureau similar standards 
might be set up, and administered 
either by states or by smaller sub¬ 
divisions. 

The problem of consumer con¬ 
fidence is no less acute in this 
country than abroad; probably it 
is more acute. Whether a Retail 
Bureau of Standards in the United 
States would completely solve the 
problem is debatable but un¬ 
doubtedly it would be a step well 
beyond any form of control which 
we have now. 
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Electric 
Lines 
Extension 
Forecast Sales of 


C. Glenn Woker of the Twmock Hardware Co., 
Elkhart, Ind., demonstrates an electric pump. 


More Electric Pumps 


H ardware men must go 

in for big items, believes 
C. Glenn Woker, of the 
Tumock Hardware Co., Elkhart, 
Indiana, which has for years sold 
electric pumps for rural use, and 
which has recently taken on a 
line of stokers. 

An electric pump sold now and 
then would gratify most hardware 
men. And the occasional sale of 
such merchandise by the Tumock 
Hardware Company of Elkhart, 
Indiana, has aggregated nearly 
1000 in the dozen years that elec¬ 
tric pumps have been included in 
the stock in trade. Still an electric 
pump now and then is being sold. 
Mr. Woker, chief salesman for 


pumps, as well as other things, 
believes they will be in even 
greater demand as electric lines 
are extended and as householders 
develop their own sources of 
water supply. Hence, an electric 
pump is always on display in the 
store. It remains right up next 
to the front door where it cannot 
be missed. In fact, customers 
must semi-circle on that side of 
the store to avoid direct contact 
with it. It is here that Woker 
shows the pump point by point, 
and gets the lead to most of the 
prospects. And once a lively pros¬ 
pect is found, Woker visits him 
at his home. ‘*Of course, we don’t 
go out and camp on his door step 


until we are kicked off,” said 
Woker, “but we manage to tell all 
there is to tell about the advan¬ 
tages of our choice of electric 
pumps. We take in any old pump 
on trade, and have a deal with a 
plumber so that a new pump can 
be installed in short order.” 

In earlier years of electric 
pumps in hardware, one was 
set up on the walk outside the 
store as a demonstrator. It 
pumped water from a connecting 
tub the moment anyone opened 
one of the two faucets. This pump 
was a small squatty affair, Woker 
relates, and was mounted on 
casters so that it could be pulled 
{Continued on page 102) 
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Brief Analysis of the Ten State Unemployment 


STATE 

DATE 

TAXES 

BEGIN 

EMPLOYERS OF THE 
FOLLOWING NUMBER OF 
PERSONS SUBJECT! 

OCCUPATIONS 
EXEMPT FROM 
TAXATION 

TAXABLE 

WAGES 

ALABAMA 

JANUARY 
ltl» 1936 

8 or mort during 20 wtekt 
ol Unable year (A) (B) 

3f 3t S| 6f 3 
(C) 

(D) 

CALIFORNIA 

JANUARY 

1st, 1936 

8 or more persons em> 
ployed by an employer in 
all of bit seYeral locations 
shall be IrMted as employ- 
ed by a single employer 

1, 3, 3. 4, 8 , «, 3 

(D) 

DISTRICT OF 
COLUMBIA 

JANUARY 

Itl, 1936 

Every individual and or¬ 
ganization • engaging em¬ 
ployees 

3. 3. 8 . 7. 8 

(D) 

Including gratuities 
received from per¬ 
sons other than em- 
player 

MASdACHUSCTTS 

JANUARY 

Itl, 1936 

h 

8 or more during some day 
in each of twenty weeks 
(A) 

1, 3, 3, 4, 7, 9, 10 

(D) 

Except that wages of 
$2500.00 or more 
per year are not tax¬ 
able 

NEW HAAffSHIRE 

JANUARY 
l«t. 1»36 

4 or more during a portion 
. of each of some 13 days, 
each day being in a differ¬ 
ent calendar week of the 
taxable year (A) (B) 

1, 2, 3, 4, 11 

(D) 

Including gratuities 
received from per¬ 
sons other than em¬ 
ployer 

NEW YORK 

JANUARY 

Itl, 1936 

4 or more during 13 calen¬ 
dar weeks of the Unable 
year. This includes all per¬ 
sons working within the 
sUle or who perform a 
greaUr part of their work 
vrithin the sUte (A) (B) 

h 3, 4, 8 

<®> 

Including gratuities 
received from per¬ 
sons ether than em- 

OREGON 

-WHER- 

APPROVED BY 
THE SOCIAL 
SECURITY 
BOARD 

4 or more during 20 days 
in the Unable year, each 
being in a different calen¬ 
dar week (A) 

1. 3. 3. 4. 8 . 3. 7 

<D) 

UTAH 

JANUARY 

Itl, 1936 

4 or more 

1, 3, 8 , 7, 13, '13 

(D) 

Not including wages 
of those who are paid 
$2,000.00 per year 
Or more at other 
than manual labor 

WASHINGTON 

JANUARY 

Itl, 1936 

4 or more in each of 13 
weeks in taxable year 
(A) (B) 

4 

(D) 

WISCONSIN 

JULY 

Itl, 1934 

8 or more in each of 18 
calendar weeks. (A) em¬ 
ployers located in other 
sUles but employing 20 or 
more in Wisconsin 




(For explanation of this chart see page 42) 
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Insurance Laws Which Have Been Enacted 


EMPLOYER’S TAX 

BASED ON TOTAL 
TAXABLE WAGES 

COLLECTION 

OF THE 

TAX 

EMPLOYEE’S TAX 

BASED ON TAXABLE WAGES 

RECORDS 

1S36 

1937 

1938 u4 
ThwrMifter 

1938 

1937 

1938 end 
Thereeflor 

.9% 

1.8% 

2.7% 

(E) 

As prescribed by the 
Commission 

1% 

1% 

1% 

(M) 

.9% 

(F) 

1.8% 

(F) 

2.7% 

(F) 


.8% 

(C) 

1% 

(C) 

1% 

(C) 

(M) 

1% 

2% 

8% 

<E) 

Returns end peyments 
will be due not Inter 
then 15th of month lol-. 
lowing tezeble month 
end must be mede under 
oeth except where re- 
—tum Ji under ^19.00 

None 

None 

None 

(M) 

t% 

(H) 

2% 

<H) 

3% 

(H) (E) 


None 

1% 

(I) 

”T1I> AIm> Uy. 

offs with rees- 
ons end their 
duretioti, must 
he kept by ell 
employers 


2% 

3% 

<E) 


(G) 

1% 

(C) 

1% 

(C) 

(M) 

1% 

2% 

3% 

No peyments to the Stete 
will be mede until April 
1st, 1936. Thereefter 
peyments vrill be due 
not Inter then the 15th 
dey efter the close of 
the peyroll period 

None 

None 

None 

(M) 

.9% 

(K) 

2.8% 

(K) 

2.7% 

(E) (K) 

No texes will be col¬ 
lected prior to Merch 
1st, 1936 

None 

None 

None 

<M) 

3% of imxmh 
$75.00 per c 
lated; 1% w 
$75.00 end 
tex when tl 
mo 

lie weges uni 
employee he* 
hen the reoei 
$100.00 per 
ke reMrve i 
>re per empl 

il e reserre of 
been eccumu- 
nre is between 
employee, no 
• $100.00 or 
oyee 


No tex on the employee but he mey 
contribute for the purpose of increes- 
ing benefit pejrments 

(M) 

2% 

(L) 

3% 

(E) 

As prescribed by the 
Commission 

1% 

1% 

1% 

(M) 

2% 

<H) 

2% 

(O) 

2.7% 

<0) 

Must be computed, peid 
end reported to the 
Commission monthly 

for the preceding month 

None 

None 

None 

(M) Such re¬ 
cords most he 
kept regerdless 
of Kebility un¬ 
der the lew 


This chart and data compiled by the National Wholesale Hardware Association, 
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NOTES 


(Explaining the letters A to 0 in 
several columns) 

(A) For 1936, employment during 
1935 makes an employer sub¬ 
ject to the law. 

(B) Persons employed by an em¬ 
ployer in all of bis several 
locations shall be treated as 
employed by a single employ¬ 
er ; provided that all employees 
of companies in which an¬ 
other corporation or person 
holds majority control or 
ownership shall be considered 
in the employ of the parent 
company. 

(C) Persons employed partially in 
the State and partially in an¬ 
other State may be subject to 
both laws through a reciprocal 
agreement. 

(D) All remuneration of any nature 
paid to a person by his em¬ 
ployer. 


(E) In 1941, employers vrill be 
classified on the basis of the 
unemployment hazard, and the 
tax rate will vary according 
to the employer's experience. 

(F) A reduction to a minimum of 
\% is provided for those who 
have a certain reserve and 
good benefit experience. Pri¬ 
vate plans are exempt if (1) a 
guaranteed employment ac¬ 
count provides from forty-two 
weeks of thirty-six hours to 
fifty weeks of tvrenty hours per 
year, or (2) a private plan as 
beneficial as that provided by 
the State law b approved. 

(G) The rate shall never exceed 
more than 50% of the rate 
paid by the employer. 

(H) No employer shall pay in ex¬ 
cess of the credit he is allowed 
against the Federal Tax. 

(I) One-half of the rate paid by 
employer. 


(J) The wages of those receiving 
in excess of $2500.00 per year 
or $50.00 per week and doing 
other than manual labor are 
not taxable. 

(K) Guaranteed employment ac¬ 
counts reduce contribution 
rate. 

(L) Based on Federal Reserve 
Board’s Adjusted Index of In¬ 
dustrial Production. 

(M) Must include record of all em¬ 
ployees, the hours worked by 
each, wages paid and, where 
there is ’ a tax on employees, 
deductions frcnn employees’ 
wages. 

(N) If this amount is less than 
90% of the Federal Tax, the 
employer must pay the differ¬ 
ence to the State. 

(O) Depending upon the employ 
er’s reserve percentage and 
benefit experience, the rate 
shall vary from no contribu¬ 
tion to 3% in 1937 and a 
maximum of 4% after 1938. 


OCCUPATIONS EXEMPT FROM TAXATION 


(As coded in third column^ 
page 41) 

1. Farm Labor. 

2. Domestic Service. 

3. Federal, State and Local Gov¬ 
ernment Employees. 

4. Employees of Non-Profit Or¬ 
ganizations. 


5. Certain Members of Family. 

6. Crews on Ships. 

7. Casual Labor. 

8. Persons doing the greater part 
of their work outside of the 
State. 

9. Employees on a commission 
basis where they are master of 
their time and efforts, and where 
the wages or compensation de¬ 


pend upon the amount of effort 
expended. 

10. Home-workers on a piece-work 
basis. 

11. Physicians and Nurses in Hos¬ 
pitals. 

12. Those covered by Unemploy¬ 
ment Compensation provided 
directly by (ingress. 

13. Employees on a common carrier 
in Interstate Commerce. 


Major Effort for Major Lines 

By FRED A LAMBERTON 


T hroughout America, 

aggressive retailers have 
come to realize that to keep 
pace with changed and changing 
conditions, they must direct their 
sales activities to merchandise 
which produces a substantial vol¬ 
ume. Merchandise, such as coal 
and wood ranges, heaters, gas 
ranges, electric refrigeration, elec¬ 
tric washing machines, and radio 
receiving sets can be successfully 
sold only with an outside selling 
organization. These hardware re¬ 
tailers have foimd that they can 
operate a separate selling division 


which devotes its entire effort to 
this class of merchandise equally 
as well as a specialty selling con¬ 
cern, and that such activity auto¬ 
matically brings to their store 
many new customers for small 
hardware purchases—sales which 
in many instances would have like¬ 
ly gone to the chain store. 

That effort on these volume 
lines have made such dealers a 
great deal more competitive in 
their entire field, there can be no 
question, and the aggressiveness, 
enthusiasm, and dynamic selling 
ability of the specialty selling 


division soon radiates through the 
entire organization, making good 
inside salesmen out of the former 
ordinary floor clerks. 

Some hardware wholesalers 
throughout the coimtry were quick 
to realize the possibilities these 
volume lines offered them. They 
also found they could take an 
enviable position in the industry 
by rendering a most valuable ser¬ 
vice to the hardware retailer by 
placing these lines with him rather 
than allow the desired major lines 
go to the electrical or specialty 
(Continued on page 106) 
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How to Determine and Manage a 


Retail Advertising 
Appropriation 


Continuing the article (H. A.^ Dec. 19, 1935) 

By VICTOR VITROMILE 


W HETHER the merchant 
follows the plan of 
spending a certain per¬ 
centage of the cost of goods for 
advertising, or the plan of spend¬ 
ing a certain percentage of an¬ 
ticipated gross sales, the result is 
the same from a mathematical 
standpoint. There is a difference, 
however, from the appropriation 
standpoint, inasmuch as the ap¬ 
propriation based on gross sales, 
even though the per cent rate is 
the same, will be larger than that 



based on the cost of the goods. 
The explanation of this is that the 
gross sales include profits, result¬ 
ing in a higher dollar-equivalent 
for the same percentage. 

An appropriation of 5 per cent 
on a stock with cost value of 
$20,000 would amount to $1,000. 
But, if the retail value of this 
stock, reckoning **mark-up,” is 
$25,000, and the retailer decides 
to base his 5 per cent appropria¬ 
tion on the anticipated gross sales 
for the year, the available ap¬ 
propriation will be $1,250. 

On the fixed-percentage basis 
of advertising expenditure, the 
merchant often deludes himself. 
The retailer can seldom afford to 
hold any percentage as such in¬ 
violable. Theoretically, a spe¬ 
cialty store doing a business of 
about $100,000 a year can well 
afford to spend at least $4,000 to 
promote and maintain the volume 
of business. According to this 
theory, the store’s advertising 
should be arranged on a schedule 
that will permit an average ex¬ 
penditure of about $80 a we^ for 
local advertising. During certain 
seasons, more might be spent each 
we^; at other times, less. 


If you read the article in H, Dec. 19, 1935, 
you wiU want to read this one. 


Because of what is known as the 
accumulative effect of advertising 
campaigns—^in other words, the 
increasing momentum of a con¬ 
tinuous campaign by an estab¬ 
lished advertiser—the dollar-ap- 
propriation does not have to be 
increased each successive year in 
the same ratio as the percentage 
of sales increase from year to 
year. The retail business which 
forced its volume by $50,000 in 
one year with a $5,000 advertis¬ 
ing appropriation would not of 
necessity have to expend $10,000 
the following year to achieve a 
sales objective of $100,000. In 
the foregoing, 4 per cent of gross 
anticipated volume was used as 
the basis of the appropriation, but 
4 per cent might be too little for 
a new business seeking to estab¬ 
lish itself in a competitive market. 

The percentage-of-gross-volume 
theory is not so satisfactory to the 
merchant starting in business as 
the percentage-of-cost-of-stock, or 
percentage of the average current 
stock inventory, for the reason 
that such a merchant has no prac¬ 
tical basis, ordinarily, on which 
to judge what his first year’s sales 
will be. It is certain that the 
new business will require more 
vigorous advertising during the 
first year than its established con- 
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temporaries, but this condition is 
not without its compensations, be¬ 
cause a thousand dollars invested 
in local publicity the second year 
will very likely produce three 
times the results of the same ex¬ 
penditure during the first few 
months of the store’s existence, 
assuming that the business is be¬ 
ing well managed. 

Advertising enthusiasts aver 
that when business is sluggish, we 
should advertise more to obtain 
some; that when business is brisk, 
we should advertise some to get 
more. However, it seems that most 
retailers are not enthusiastic about 
advertising when results are not 
in sight in reasonable time. And, 
as results are not produced quick¬ 
ly in off times, the average re¬ 
tailer is usually a “fair-weather” 
advertiser, so to speak. 

Ordinarily, retail advertising is 
done to promote trade in general 
rather than to dispose separately 
of each different line of warfes. 
Nevertheless, the retailer who ad¬ 
vertises a special lot of merchan¬ 
dise at small profit, striving to 
move it quickly, and who does 
not accomplish his purpose, feels 
justifiable disappointment that 
the advertisement did not “pull.” 
Such an advertisement is unprof¬ 
itable, and it would still be un¬ 
profitable if it moved some of the 
goods, but not enough of them 
above the cost of the advertising 
to make the effort and the in¬ 
vestment worth while. 

There is, of course, indirect 
benefit to all advertising, such as 
name and trade-slogan publicity, 
or the possibility through its re¬ 
minding function of bringing a 
reader into the merchant’s store 
for merchandise other than that 
specifically advertised in today’s 
newspapers. 

Even those inquiries that do 
not develop into immediate sales 
of the goods advertised are of 
value, because they furnish prac¬ 
tical evidence that the advertised 
offer was read and they may be 
the means of bringing new cus¬ 
tomers. 

The differential between the 
unit of advertising cost per dol¬ 
lar of goods sold and the unit of 
gross profit per dollar of goods 
sold is the final determinant of 
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the profitability of any business 
created by printed advertising, no 
matter what the sphere of pub¬ 
licity under consideration. Thus, 
if the net profit per dollar of 
goods sold is 19 cents, and the 
advertising cost per dollar of 
goods sold is only 2 cents, the 
advertising is unquestionably 
profitable because it leaves a net 
profit, exclusive of all expenses, 
of 17 per cent. 

No retailer can afford to ad¬ 
vertise to hold the friendship of 
local newspaper publishers. In 
certain cases, newspaper adver¬ 
tising is not the most profitable 
vehicle of retail advertising. The 
retailer is justified in subjecting 
the value of all forms of local ad¬ 
vertising to the exacting test of 
responsiveness. 

Speculative Element 

There is a speculative element 
in all advertising that makes it 
impracticable for publishers to 
guarantee very little more than 
the publication of copy in accord¬ 
ance with contractual specifica¬ 
tions; hence, the retailer must 
conserve his own interests care¬ 
fully in planning his advertising 
and in checking the results. 

While the daily newspaper is 
still the most important medium 
available for the promotion of re¬ 
tail trade, the merchant should 
not use newspaper advertising 
simply to conform to custom, or 
to “follow suit” with flamboyant 
competitors, if he cannot obtain 
satisfactory traceable results. 

If the retail merchant does not 
have the good fortune to have a 
well-established daily newspaper 
of recognized reader influence and 
advertising responsiveness—a pa¬ 
per that affords complete cover¬ 
age of most of the homes in the 
community—it is still practicable 
for him to do constructive ad¬ 
vertising through circularization 
directly to the homes of prospects 
and other devices of direct-appeal 
“controlled” advertising. 

No retail merchant can afford 
to patronize all the advertising 
propositions that are submitted 
to him, and even if he could af¬ 
ford to do so, he would do better 
'to put an amount equivalent to 
what all these schemes in the ag- 
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gregate would cost into one 
worthwhile vehicle of publicity. 

To be really profitable, all ad¬ 
vertising must occasionally pro¬ 
duce some new business. Unless 
it does, the advertiser is virtually 
paying an accumulative cost for 
last year’s patronage, something 
on the principal of interest on 
the acquisition cost of each origi¬ 
nal new customer. 

Of course, it is the function of 
all advertising, under highly 
competitive conditions of busi¬ 
ness, to retain as well as to ob¬ 
tain patronage, but the right kind 
of advertising may be expected 
to accomplish this dual function 
continuously, and in the degree 
that it does, it becomes perma¬ 
nently profitable and construc¬ 
tive. But, when the merchant’s 
newspaper publicity seems to 
slacken its old-time “pull,” the 
advertiser should remember that 
advertising style, like style in all 
other things, requires occasional 
change, both as regards its liter¬ 
ary and typographical elements. 

It is traditional with certain 
types of retail advertisers that 
they flourish for a time and then 
disappear entirely from the pub¬ 
licity picture. Examples of this 
group are the flamboyant, bally¬ 
hoo type of cut-price retail ad¬ 
vertiser. 

Their careers are short and 
colorful, and it is surprising with 
what accuracy the time that they 
can succeed in holding the atten¬ 
tion and interest of the public 
can be forecast by an experienced 
advertising rtian who knows the 
true strength of the appeal they 
make. 

In the early days of advertis¬ 
ing, it was commonly said that 
at least fifty per cent of all ad¬ 
vertising was money wasted, yet 
even in those days advertising 
was conceded to be immensely 
profitable to the large national 
advertisers. 

With the increment in scien¬ 
tific knowledge of advertising 
these blank shots in advertising 
can be reduced to almost nothing 
by equal application of care and 
judgment in the composition of 
the advertising and the selection 
of the mediums for circulating 
the message to potential cus¬ 
tomers. 
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Power of Store Manager to 


Bind Owner By Contract 


W HEN a retail merchant 
places a representative or 
manager in charge of his 
business, he should not lose sight 
of the fact that, as a general prop¬ 
osition of law, such a manager will 
have apparent authority to make 
contracts in the ordinary course 
of the business. And further, third 
parties, in their dealings with an 
employee of this kind, will not be 
bound by any secret instructions 
that the merchant may have given 
in respect to the conduct of the 
establishment. 

TTie foregoing rule is of wide 
application in the retail world, 
and should never be overlooked 
by a merchant in situations of this 
kind. And, as an example of its 
application to the specific facts of 
a given case, the following will 
serve. 

Merchant Places His Wife 
In Charge of Store 

Here a retail merchant was en¬ 
gaged in operating a grocery store, 
and went away for several months 
on other business leaving his wife 
in charge. Before leaving he in¬ 
structed his wife about what to 
buy, and told her not to make 
any purchases other than merchan¬ 
dise to replenish the stock as the 
occasion required. 

In violation of these instruc* 
tions, the wife during her hus¬ 
band’s absence signed a contract 
for advertising for a period of one 
year payable $3.50 per week. 
Upon the merchant’s return he 
was informed of this contract but 
promptly declined to pay anything 
on it, on the ground that his wife, 
while manager of the business in 
his absence, had no authority to 
make the contract. 

Plaintiff, holder of the contract. 


By ELTON J. BUCKLEY 

A ttorney-at-Law 


sued thereon, and the evidence 
showed that when the contract was 
entered into the plaintiff had no 
knowledge of any limitation upon 
the power of the defendant’s 
(merchant’s) wife to contract. In 
addition, plaintiff contended that 
the contract was one clearly with¬ 
in the ordinary course of the busi¬ 
ness and that defendant should be 
held bound thereon. The case 
reached the higher court on ap¬ 
peal, and here in holding the de¬ 
fendant liable the court said: 

The Language of the Court 

“Defendant says that when he 
left the city he gave his wife spe¬ 
cial instructions as to what pur¬ 
chases to make, and that she had 
no authority to exceed his instruc¬ 
tions, or to contract for anything 
except merchandise to be sold in 
the store. The answer to that con¬ 
tention is that a principal who 
gives his agent secret instructions 
cannot shield himself behind these 
instructions, and if the agent’s acts 
from which the claim results are 
reasonable and are such as would 
ordinarily be done by a person 
having the authority apparently 
exercised by the agent, the prin¬ 
cipal is bound. * * * 

“Defendant contends that the 
authorities to which we have re¬ 
ferred do not justify our holding 
that an agent left in charge of a 
store may contract for advertising, 
but thdt they merely hold that such 
an agent may purchase stock to be 
sold. If an agent may purchase 
stock to be sold, we are unable to 
see why the same agent may not 


contract for reasonable advertis¬ 
ing to assist in the selling of the 
stock. 

“The only question then remain¬ 
ing is whether or not the contract 
* * * made was such a one as 
might reasonably be expected to 
be made by a person operating a 
grocery store of the small size and 
humble pretensions of that oper¬ 
ated by defendant. It is not un¬ 
reasonable for any grocery store 
to contract to spend $3.50 per 
week for advertising. It follows 
that the contract was reasonable, 
and that the wife had apparent au¬ 
thority to execute it. The husband 
must be held responsible for the 
contract made by her.” 

Summary 

So ended the case, with the 
merchant being held liable on the 
contract for advertising signed by 
his wife while acting as man¬ 
ager of the business. The court 
taking the position that the nature 
of the contract, the amount in¬ 
volved, etc., being such as to rea¬ 
sonably fall within the course of 
the defendant’s business, it was one 
which the wife had apparent au¬ 
thority to make. And, needless to 
say, the above are the usual tests 
by which the validity of contracts 
made by agents or managers are 
judged. 

So that a contract made by the 
manager of a business that is 
clearly outside the scope of the 
business, either by its nature or ex¬ 
tent, may not bind the employing 
merchant. On the other hand, 
where a person is placed in charge 
of a business his apparent author¬ 
ity will usually be held to cover 
all acts reasonably proper in the 
conduct of the business, and such 
contract will bind his employer. 
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They’re Telling Us 

What readers say about the 
Hardware Age Catalog and 
Directory Number 


•Appreciates Usefulness 

Oil City, Pa. —We are pleased 
to advise that we have received 
our copy of the “Who Makes It?” 
and was received in first class 
condition and is very much appre¬ 
ciated and moreover very useful 
to us in our business. Please 
accept our thanks. 

F. E. Manley, Mgr., 

Seep Bros. Branch, 

United Hdwe. & Supply Co, 


Once a Day in Mexican 
Store 

Durango, Mex. —I wish to ac¬ 
knowledge receipt of your “Who 
Makes It?” directory and beg to 
thank you for same. 



I am always pleased to have 
this directory which came by mail 
in good shape, and at least once a 
day must refer to same. 

Thanking you also for sending 
the Hardware Age, 

Ignacio De La Garza. 


Indispensable 

Arkansas City, Kans. — The 
directory, or “Who Makes It?” 
issued by the Hardware Age, ar- 
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rived in good shape, and I want 
to take this opportunity to thank 
you very kindly for same. 



We formerly used one put out 
by another concern, but it is as 
nothing compared with the volume 
you sent us. We find this service 
indispensable. 

Al G. Wright, President, 

Wright-Burton Hardware Co. 


Most Dependable 

Wharton, Texas. — “Who 
Makes It?” has a permanent place 
on my desk and is used very often, 
and is a most dependable source 
of information. 

J. T. Murphy. 


Wonderful Book 

Mumi, Okla. —^We are in re¬ 
ceipt of the “Who Makes It?” 
some days ago and it is a won¬ 
derful book and we are taking 
advantage of its many helps. 

F. E. Millner, 

Ed. MUlner Hdwe. & Furniture 


Fills AU Needs 

Hartford, Conn. — We are 
pleased having received the copy 
of “Who Makes It?” in good con¬ 
dition. 

The writer refers to this di¬ 
rectory daily and finds it contains 
all the information and help in 
buying that a buyer of hardware 
needs. 

Frederick W. Norris, 
Secretary, 

The Tracy, Robinson & Williams 
Company 


Masterpiece 

Canton, Ohio —I received the 
new directory, “Who Makes It?” 
in fine shape. 



It is indeed a “masterpiece of 
work,” a great help to the hard¬ 
ware trade. The more I look at 
it the better I like it. 

Many thanks. 

William Kaiser. 


Vital To Any Firm 

Glens Falls, N. Y.—^“Who Makes 
It?”, a book vital to any firm and 
just as important as their regular 
order catalog. 

Would not know what to do with- 
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out it and what a money saver, it 
eliminates any question when in 
doubt of any particular firm and its 
products. 

With much success and for a big¬ 
ger and better book in the near 
future. 

Benj. S. a. KntscHENBAUM, Prop., 
“X” Locksmith <fc Hdwe. Supply Co, 

Advertisers Gel a Break 

Lincoln, Neb. —^We wish to thank 
you for the volume No. 136, “Who 
Makes It?” 

We consider this worth many dol¬ 
lars to us during the year. Adver¬ 
tisers in this volume are sure in a 
good book and receive plenty of go¬ 
ing over. 

We hope you will continue print¬ 
ing this, and we thank you again. 

Henry Veith Company. 


Convenient Form 

Miami, Fla. —Acknowledge receipt 
of the Directory or “Who Makes 
It?” issue of the Hardware Ace, 
dated Sept. 26, 1935. 

This copy reached us in perfect 
condition. We are pleased to have 
it and find it very useful and in con¬ 
venient form. 

R. M. Miller, Secy.-Treas., 
Railey-MUam, Inc. 


Used Frequently 

Hutchinson, Kan. —^We received 
the “Who Makes It?” issue of Hard¬ 
ware Ace. It reached here in good 
shape and our buyers consider it 
very good and use it frequently. 

Charles J. Colladay, 

The Frank Colladay Hardware Co. 


No Directory—^No 
Business 

ScoTTDALE, Pa. —^I have used the 
directory for the past six years and 
have found it very useful in our line 
of business. I have especially found 
it useful in locating the manufactur¬ 
ers of repair parts for various items, 
such as washers, furnaces, stoves, 
etc. In fact, I would not know how 
to continue some of our business 
vrithout it. 

We hope you will continue to pub¬ 
lish this book each year. 

Ethel Struckoff, 

C. A. Brilhart Hardware. 


Biggest Help Ever 

Port Huron, Mich. —With ref¬ 
erence to “Who Makes It?” issue, 
we wish to say that this is the most 
valuable reference book ever pub¬ 


lished for the benefit of the hard¬ 
ware trade. We will certainly 
make good use of it. 

C. A. Sturmer, 

Chas. A, Sturmer Company 


Convenient 

Jackson, Tenn. —^We received 
copy of “\inio Makes It?” in good 
condition and certainly thank you 
for same, as this will be quite a 
convenience in our store. 

H. C. Ross, 

Vice-Pres. & Gen. Mgr., 
McGee-Ross Hardware Co. 
and Vice-President, N.R.H.A. 


An Evening at Home 

Minneapous, Minn. —^I spent a 
good part of an evening this week 
going through the last edition of 
“Who Makes It?” and am writing 



this letter to let you know we think 
it is an exceptional service on your 
part, both to the retailers and whole¬ 
salers. Our buyers find it very con¬ 
venient to refer to from time to time. 

S. P. Duffy, Secy. & Asst. Mgr. 

Hall Hardware Company. 


Always Valuable 

Beungton, W. Va.—^W e beg 
to acknowledge receipt of your 
Directory “Who Makes It?” Pub¬ 
lications of this nature are always 
valuable in the ofiBce of any pur¬ 
chasing agent for wholesale 
hardware and its worth is dem¬ 
onstrated in ways that are least 
expected and which almost con¬ 
stantly confront the buyer. 

J. E. Keyser, President, 

Kane & Keyser Hardware Co. 


Valuable 

Atlanta, Ga. —^We wish to tell 
you that your “Who Makes It?” 
issue contains a valuable store of 
information and that it will be of 
great usefulness to us. 

Sarah Dozier, 

King Hardware Company 


Use It Often 

Jelucoe, Tenn. —^Received Di¬ 
rectory for which please accept 
our thanks. 

It is very complete and we can 
frequently use it. 

Frank L. Smith, Treas., 
Jellicoe Hardware Co.^ Inc. 


Complete 

Mumi, Fla.—^T he Hardware 
Ace Directory was receivcid a few 
days ago in very good condition. 
We have gone over this directory 
carefully and wish to report that 
it is a very complete book and 
very well gotten up. This book 
should be very helpful for the 
buyer in securing the names and 
addresses of manufacturers. 

H. S. Thompson, Vice-Pres., 
HopkinS‘Carter Hardware Co. 


Valuable 

San Francisco, Cauf. — The 
Directory was received in good 
condition and is now on the writ¬ 
er’s desk. 

I wish to compliment you for 
the manner in which this book is 
gotten up and wish to say that I 
will find it very valuable for ref¬ 
erence. Thank you. 

C. F. Sharrocks, 

Manager, Pur. Dept., 

Baker^ Hamilton & Pacific Co. 


Most Complete 

Vicksburg, Miss. —In regard 
to the Hardware Ace Directory, 
must say it is about the completest 
edition of this kind we have ever 
had the pleasure of going through. 
As to any improvement we see 
no comments to be passed for its 
betterment. 

• C. R. Wright, 

Wright Brothers Hardware Co. 


Referred to Often 

Poughkeepsie, N. Y.—^“Who 
Makes It?” We find it a most 
helpful Directory and refer to it 
very often. We are exceptionally 
pleased with it. 

Our copy was received in per¬ 
fect condition. We thank you for 
it and wish you all success. 

E. J. MacClelland, Manager, 

Du Bois Supply Company 
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READ IT US HARDWARE 


News of Retailers, Jobbers 
and Manufacturers and 
Salesmen 


NEWS OF 


HARDWARE AGE FOR 


MASBACK HARDWARE CO. WILL MOVE 

TO LARGER AND MORE MODERN QUARTERS 


Edwin R. Masback, president 
of the Masback Hardware Co., 
wholesalers of hardware and al* 
lied lines in the New York City 
Metropolitan area, has announced 
plans for the firm’s removal from 
its present Warren St. address 
to larger and more modern quar¬ 
ters at Hudson and Van Dam 
Sts., New York City. Occupa¬ 
tion of the new premises is 
scheduled for March 1. 

Elaborate pneumatic tube and 
chute systems are being planned 
for the nine-story building to in¬ 
sure a prompt, efficient filling of 
orders as well as a rapid store 
service. A large, model hard¬ 
ware Store will be designed to 
keep dealers posted on all that 
is newest and best in up-to-date 
hardware store equipment and 
merchandising methods. 

The firm was first established 
60 years ago by Robert J. Mas¬ 
back, now chairman of the board 
of directors, in a small retail 
store in New York. His deliver^' 
system consisted of a push cart. 
Four years later, due to the 
growth of the business, larger 
quarters were taken. 

Business continued to increase 
steadily and, prompted by the 
pioneer spirit of the times, the 
founder, anxious to be known as 
a “downtown business man,” 
bought out the firm of Mowbray 
Brothers in 1884 and set up 
business at 80 Vesey St. It was 
at this time that he conceived 
the ideal of doing a wholesale 
business as well as retail. 

In 1897 Mr. Masback visual¬ 
ized the possibilities of an ex¬ 
clusively wholesale business and 
moved to larger quarters at 117 
Chambers St., the heart of the 
city’s wholesale hardware dis¬ 
trict. Here was developed the 
first Masback catalog of 12 
pages. In 1906, expansion made 
another move necessary, this 
time to the present location at 
84 Warren St. One by one the 
five adjoining buildings were 
purchased so that the firm now 
occupies buildings at 74-76-78- 
80-82-84 Warren St., with a total 
floor space of about 1,000,000 
square feet. 

To the line of hardware, new 
lines such as housefumishings, 
toys, sporting goods, paints, and 
glass have been added. The de¬ 


livery system is now composed 
of a fleet of trucks housed in a 
spacious garage. The sphere of 
activity has also been expanded 
so that the sales force of 60 now 
fully covers the Eastern terri¬ 
tory from Maine to Virginia. 

To help the retailer increase 
his sales, a sales promotion de¬ 
partment has been developed. A 
large, up-to-date print shop, 
operating on the premises, prints 
the 800-page catalog and price 
service. In recent years a line 
of private brand merchandise. 


GLOBE AMERICAN CORP. 
NAMES DISTRIBUTORS 

The Globe American Corp., 
Kokomo, Ind., manufacturer of 
“Glow Boy” and “Ray Boy” 
heaters, “Glow Maid” coal and 
wood ranges, have appointed the 
Richards & Conover Hardware 
Co., Kansas City, Mo., and Okla¬ 
homa City, Okla., and the Witte 
Hardware Co. of St. Louis, Mo., 
as distributors. These appoint¬ 
ments became effective Jan. 1, 
1936. 

These sales are handled 
through the office of Fred A. 
Lamberton, 407 Security Bldg., 
St. Louis, Mo. Mr. Lamberton 
became associated with the Globe 


under the “Red Diamond” name, 
has been developed for the spe¬ 
cific purpose of protecting the 
independent merchant from chain 
store and mail order house com¬ 
petition. 

In the opinion of E. R. Mas¬ 
back, president and son of the 
founder, the new facilities will 
enable the firm to provide a most 
complete, accurate and efficient 
service. Mr. Masback has been 
actively engaged with Victor 
Ridder, WPA Administrator of 
N. Y. City, in working out a re¬ 
employment plan for the hard¬ 
ware field. 


American Corp. about Sept. 1, 
1935. He also operates a sales 
office in St. Louis for American 
Steel Wool Co., N. Y., Upson 
Walton Co., Cleveland, Kingston 
Products Corp., Kokomo, Ind., 
and Utica Cutlery Co., Utica, 
N. Y. 


AMERICAN HARDWARE 
MEETING JAN. 27 AND 28 

The American Hardware & 
Supply Co., wholesale, Pitts¬ 
burgh, Pa., will hold its twenty- 
fifth annual dealer meeting at 
the headquarters of the company, 
41-43 Terminal Way, on Jan. 27 
and 28, 1936. Wm. M. Stout is 
general manager of the firm. 



LANE ELECTED V.-PRES. 
OF BOSTON VARNISH CO. 

At the annual meeting of the 
directors of the Boston V^arnish 
Co., held at the plant in Everett, 
Mass., recently, Franklin J. Lane, 
eastern sales manager of the 
Kyanize organization, was elected 
a vice-president of the corpora¬ 
tion. 



FRANKLIN J. LANE 


Mr. Lane has been engaged in 
sales work for the company for 
the past 15 years and is well 
known, particularly to the trade 
in the eastern section of the 
country, where he served as sales 
manager for the past three years. 
As vice-president, he will con¬ 
tinue his duties in sales manage¬ 
ment with added responsibilities 
in general supervision of the 
Kyanize sales staff throughout 
the country. 


EMPIRE ASSN. TO HOLD 
DINNER-DANCE MAR. 14 

The Empire City Supply Asso¬ 
ciation will hold its second an¬ 
nual dinner-dance, March 14, at 
the Hotel Astor, New York City. 
The affair will be a formal one 
and entertainment will be pro¬ 
vided by stars of the radio and 
stage. Tickets are $5.00 per per¬ 
son. 

Louis Cohen, president of the 
Moylan Supply Corp., is presi¬ 
dent of the association. Harry 
F. Halpern, secretary of the en¬ 
tertainment committee, with 
headquarters at 2308 Third Ave., 
will make reservations for those 
wishing to attend. The affair 
is under the supervision of Mack 
Rosenberg, president of the R. 
& B. Hardware Co., Inc. 
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HOME SPECIALTIES CO. 
PURCHASES AWNING FIRM 

John M. Walker, president of 
Home Specialties Co., Inc., New¬ 
ton Centre, Mass., has announced 
that his company has purchased 
the Framingham & Milford Awn¬ 
ing Co., Holliston, Mass. The 
latter company has long been 
established in Holliston, and by 
its acquisition, Mr. Walker says 
he will be in a position to give 
better service to his clients in 
that territory. 

The firm has also opened an 
office at 40 Merrick St., Worces¬ 
ter, Mass., under the manage¬ 
ment of A. B. Benson. 


NASHUA CO. PURCHASES 
PACKAGE PAPER CO. 

The Nashua Gummed & Coated 
Paper Co., Nashua, New Hamp¬ 
shire, has purchased the busi¬ 
ness of the Package Paper Co., 
Holyoke, Mass., manufacturer of 
printed transparent cellulose, 
waxed, glassine and specialty 
papers. Though no final decision 
has been made, it is understood 
that for the present the Nashua 
company will operate the Hol¬ 
yoke plant. 


Industrial Reemployment Bu¬ 
reau field men, operating in the 
New York City area, are highly 
gratified with the receptions ac¬ 
corded them by hardware busi¬ 
ness men during their canvass of 
employers. A report embodying 
the combined results of the can¬ 
vass covering 10 days from Dec. 2 
to 13, inclusively, shows that 559 
business men signed a pledge, 
giving preference to WPA 
workers when vacancies occur, 
and that while 415 employers did 
not sign they agreed to give seri¬ 
ous consideration to the request 
for cooperation. The agreement 
to sign and the offer to consider 
I.R.B. cooperation are classified 
by the salesmen under the title, 
“Productive Work.” Considered 
on a percentage basis, they total 
69.87 per cent, which is con¬ 
sidered very high and satisfactory 
to those who are interested in the 
LILB.’s progress. 

Great confidence is felt by the 
field men that the 30 per cent of 
business men who have not yet 


Arthur E. Havemeyer, presi¬ 
dent of the Package Paper Co. 
has become associated with the 
Nashua firm in an executive ca¬ 
pacity. The addition of printed 
transparent cellulose and other 
specialties to its lines of box 
covering papers, gummed and 
waxed papers, will give the firm 
a complete variety of packaging 
products. 


G-E MAKES CHANGES 
IN INDUSTRIAL DEPT. 

J. E. N. Hume, assistant man¬ 
ager of the General Electric 
Company’s industrial department, 
has been appointed manager of 
the department, succeeding the 
late W. W. Miller. Mr. Hume 
had been assistant manager for 
the previous six years and in that 
capacity was responsible for 
general sales direction, policies, 
prices, consignments, and similar 
activities of the department. 

George H. Reid has been ap¬ 
pointed industrial department 
manager of the New York dis¬ 
trict, succeeding Fred S. Hart¬ 
man who retired at the close of 
the year. Mr. Hartman’s ser¬ 
vices will still be available to 


signed will do so when they 
realize that the reemployment bu¬ 
reau offers none but the best 
help. What the I.R.B. wishes to 
emphasize through its field men 
is that former hardware workers 
now on WPA roUs, are highly 
certified and that these endorse¬ 
ments were made by 20 of the 
city’s leading hardware execu¬ 
tives after they had examined the 
350 WPA employees at the bu¬ 
reau’s headquarters, 618 Sixth 
Ave. The work of the steering 
committee was headed by Edwin 
R. Masback. 

“Merchants realize that they 
are real pioneers in the carrying 
out of the I.R.B’s. plans,” Major 
Wilfred E. Boughton, director 
of the bureau said. “They know 
that our bureau is endeavoring to 
remove the necessity for WPA by 
obtaining jobs in private indus¬ 
try for its employees. Business 
men are also aware that relief 
rolls, whether home relief or 
work relief, are painful burdens. 
Therefore, by helping us, they 
are helping themselves.” 


the company in an advisory 
capacity. 


MOHAWK ASSN. ELECTS 
SPOHN AS SECRETARY 

At a recent meeting of the 
Mohawk Valley Retail Hardware 
Association in the Hotel Utica, 
John Spohn was elected secre¬ 
tary to succeed George Agen, 
who has left the hardware busi¬ 
ness. Mr. Spohn took office with 
President Paul Barker and other 
new officers, Jan. 9. 


FORMER BASEBALL STAR 
BUYS HARDWARE STORE 

After a 15-year spectacular 
professional baseball career, Joe 
Sewell, former infielder for the 
Cleveland Indians and the New 
York Yankees has purchased the 



JOE SEWELL 


retail store of the Moore-Hand- 
ley Hardware Co., Tuscaloosa, 
Ala. He obtained his release 
from the Yankees at the con¬ 
clusion of the 1935 season and 
will probably retire from active 
participation in baseball. 

The concern to be known 
henceforth as the Sewell Hard- 


CONVEN’riON PROGRAM 
OF W. VIRGINIA ASSN. 

The program for the 30th an¬ 
nual convention of the West Vir¬ 
ginia Hardware Association has 
been announced. The associa¬ 
tion will meet at the Greenbrier 
Hotel, White Sulphur Springs, 
W. Va., Jan. 20-21. The morn¬ 
ing and afternoon sessions of 
both days will be confined to 
business and the evenings given 
over to entertainment. 

Speakers at the sessions will 
be: Thomas B. Howell, secretary 
of the Virginia Retail Hardware 
Association, who will speak on 
“Causes and Cures of Today’s 
Competition”; Major Charles C. 
Anthony of the FHA; A. Mac- 
Lachlan, of the Dover Mfg. Co., 
who will speak on “Salesman¬ 
ship”; Paul J. Stokes, of the 
NRHA, who will speak on “Com¬ 
parison of Operating Costs.” 

Officers of the association are: 
Oscar V. Bowling, president; R. 
F. Cox, first vice-president; Nor¬ 
man Cook, 2nd vice-president; 
and H. B. Clower, secretary-trea¬ 
surer. 


ware Co. has taken over the 
slock and fixtures of Moore- 
Handley’s retail department. The 
latter company will continue to 
operate its wholesale business as 
formerly. The parent company 
in Birmingham is not affected in 
the transfer. 

It is understood that Mr. Sew¬ 
ell acquired the store by out¬ 
right purchase. He will continue 
operation along the same lines 
as formerly, with special empha¬ 
sis being placed on the sale of 
sporting goods. After being 
closed for several days for re¬ 
organization and inventory, the 
store was reopened Jan. 6 in 
the same location. Essentially 
the same lines of hardware will 
be handled. 

Mr. Sewell said that he ex¬ 
pected to maintain his interest 
in sports either professionally or 
otherwise and that he was enter¬ 
ing business with the same en¬ 
thusiasm that he did professional 
baseball. He is well known to 
American fans having held the 
big league record for the least 
number of strike-outs scored 
against him. 

Aggressive merchandising has 
made possible an enviable busi¬ 
ness which Mr. Sewell acquires. 


559 HARDWARE MEN PLEDGE TO HIRE 

WPA WORKERS WHEN VACANCIES OCCUR 
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U. S.-Canada Reciprocal TarifF Agreement 


V. S. wiU export manufactured products largely^ 
whereas Canada wiU furnish raw materials 
and agricultural products to a 
large extent. 


Due to an error in printing 
data on the United States-Can- 
ada Reciprocal Tariff agreement 
in our Dec. 5, 1935, issue, the 
wrong impression is given re¬ 
garding the concessions made by 
both countries. The correct in¬ 
formation is given below. This 
compilation includes only manu¬ 
factured items of particular in¬ 
terest to our trade and cannot be 
considered as a complete sched¬ 
ule. Many of the concessions 
made by the United States to 
Canada are for raw materials 
atid agricultural products, not 
shown in this list. A letter on 
this subject from H. L. Southall, 
managing editor. Hardware & 
Metals Toronto, Canada, helps 
clarify the situation. From this 
we quote in part: 

“We have granted our inter¬ 


mediate tariff on a wide range 
of other hardware such as tar¬ 
red paper and prepared roofings, 
sandpaper, roofing and shingles 
of saturated felt, cordage, leather 
belting, etc., which are still not 
included in your list because 
your list has been prepared from 
the table of lines specifically 
mentioned by the Canadian 
gov’t., but that list was only of 
lines on which the rates men¬ 
tioned were guaranteed for the 
life of the pact. On all other 
imports from U. S. we auto¬ 
matically extend our intermedi¬ 
ate tariff or our *most favored 
nation’ tariff (whichever is low¬ 
est), whereas such imports for¬ 
merly came in under the higher 
general rate. Hence we had to 
fine-comb our tariffs to get the 
big list we published Nov. 30.” 


ConceMUns Made in Duties on Hardware Items Iqr Canada in 
Reciprocal Agreement with United States 

(In percentages unless otherwise Indicated) 


Vacuum cleaners, etc. and parts... 
Refrigerators, domestic or stores: 

(I) Electric . 

(II) Other than electric. 

Washing machines, parts, etc. 

Clothes wringers, etc. 

Lawn mowers. 

Wire cloth, etc. 

Nickel kitchen or household hollow- 

ware, n.o.p. 

Woven wire fencing, etc. 

Woven wire fencing, wire cloth, 

wire netting, coated or not. 

Woven netting, coated, etc., for fur 

farms . 

Incubators, brooders, etc. 

Scythes, sickles, hoes, rakes, n.o.p.. 
Cutlery (I. A S.) : 

(a) Knife blades, table forks In 

rough, etc. 

(b) Table knives and forks... 

(e) Spoons . 

Nuts and bolts, etc. (LAS.): 

(100 lb.). 

(and ad val.). 

Hinges and butts (I. AS.), etc.: 

(100 lb.). 

(and ad val.). 

Screws (I. AS.): 

(I) Wood screws. 

(XI) Machine and other screws, 

n.o.p. 

Wire roofing nails, all slsea and 


wire nails over 1 in.1001b. 

Cut nails.100 lb. 


Shovels and spades, n.o.p. 

Axes. 

Certain precision tools. 

Hollowware (I. A S.) n.o.p. 

Kitchen and dairy hollowware (I. 

AS.) tin-plated, etc. 

Hollowware, enameled. 

Bicycles and tricycles, n.o.p. 

Articles of I. A S., nickel or electro¬ 
plated for mfg. bicycles, etc. 

Cars, n.o.p. wheelbarrows, etc. 

Farm wagons, sleds, etc. 

Buggies, carriages, etc. 

Children’s carriages, sleds, etc. 

Pishing tackle n.o.p. 

Guns, lifies, revolvers, swords, etc.. 
Guns and rifies not made in Canada 
Metal parts n.o.p. for mfg. shot guns 
Apparatus for cooking or heating 
buildings: 

(1) For coal or wood. 

(2) For gas. 


Present 

A^roximate 
New Reduction 

Duty 

Duty 

Percentage 

25 

20 

20 

40 

30 

26 

30 

27% 

8 

35 

25 

29 

35 

80 

14 

32 

30 

7 

25 

22% 

10 

is 

i2% 

i7 

67 

30 

14 

30 

27% 

8 

25 

12% 

50 

25 

12% 

50 

10 

7% 

25 

35 

30 

14 

35 

30 

14 

76c 

60c 

38 

25 

18 

28 

75c 

76c 


30 

24% 

is 

30 

25 

17 

30 

25 

17 

60c 

65c 

8 

50c 

45c 

10 

20 

15 

25 

20 

15 

25 

30 

25 

17 

30 

27% 

8 

30 

27% 

8 

35 

30 

14 

30 

27% 

8 

30 

27% 

8 

30 

27% 

8 

25 

15 

40 

15 

10 

33 

35 

30 

14 

30 

25 

17 

30 

27% 

8 

30 

27% 

8 

25 

17% 

80 

30 

25 

17 

30 

25 

17 


(8) For electricity. 

(4) For oil. 

(6) n.o.p. 

Steel bicycles rims. 

Steel balls, under % In. (burnishing 


Water pumps for domestic use only 
Steel balls, for bearing, of machy. 

and vehicles. 

Steel wool. • • 

Skates of all kinds. 

Chums, n.o.p. brooms, rolling plnS, 


Fishing rods, etc., golf clubs, etc., 
skis, balls, etc. 


Present 

Duty 

30 

30 

30 

35 

10 

30 

10 

10 

30 

20 


35 


APDroximate 

New 

Reduction 

Duty 

Percentage 

25 

17 

25 

17 

25 

17 

27% 

21 

7% 

25 

25 

17 

7% 

25 

7% 

25 

25 

17 

17% 

12 

30 

14 


CrniMMion in Tariff Dntles an Hardware Items Granted by 
United States to Canada 


(In Ad Valorem Rates) 

Present 

Duty 

Electrical cooking stoves and ranges 

and parts. 36 

Ice hockey sticks of wood. 88% 

Lacrosse sticks. 30 

Ice skates and parts. 20 


Approximate 
New Reduction 
Duty Percentage 

25 28 

20 40 

15 60 

15 25 



CHICAGO—Harry Decatur (left), past-president of the 14th 
Floor Mart Club of the Merchandise Mart comprising the house- 
wares division, htmding the gavel to C. S. Keating, secretary of 
Earl W. Newton & Associates, who was elected president of the 
group for 1936, 


BANQUET TO MARK 50TH 
YEAR OF PHILA. GROUP 
The Hardware Merchants* & 
Manufacturers’ Association of 
Philadelphia will hold its Fif¬ 
tieth Annual ((^Iden Anniver¬ 
sary) Banquet at the Bellevue- 
Stratford Hotel Thursday 
evening, Jan. 30. The subscrip¬ 
tion this year will be $5.00 per 
cover and as the attendance has 
been limited to four hundred 
members and guests, it is urged 
that reservations be made 
promptly. No reservations or 
cancellations will be accepted 
after Jan. 20. Inquiries should 
be made to George A. Femley, 
secretary-treasurer of the asso¬ 
ciation at 505 Arch St., Phila¬ 
delphia. 


G. H. KILEY JOINS 
GIBSON CORPORATION 

George H. Kiley has been ap¬ 
pointed to have charge of sales 
for the New England States and 
the northern New York District 
of the Gibson Electric Refrigera¬ 
tor Corp., Greenville, Mich. Mr. 
Kiley was formerly eastern dis¬ 
trict sales manager for Grunow. 


DEALER TO RUN 
FOR CONGRESS 

Roy Ingram, head of the In¬ 
gram Hardware Co., Tarrant, 
Ala., and mayor of that city, 
has announced his candidacy for 
Congress to replace Rep. George 
Huddleston. Mr. Ingram has 
been in the hardware business 
for 12 years. 
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COOK, ASST. V..PRES. IN CJ 
FOR MASBACK, SHANN 

Emil W. Cook, formerly of the 
purchasing department of the 
Maaback Hardware Co., whole¬ 
salers of 74-84 Warren St., New 
York City, has been appointed 
assistant vice-president in charge 
of purchases. John Shann, also 
formerly of the purchasing de¬ 
partment, will now confine his 
activities to calling on depart¬ 
ment stores. 

Under Mr. Cook’s supervision, 



JOHN SHANN 


IGE OF PURCHASING 
CALL ON DEPT. STORES 



EMIL W. COOK 


a number of assistants will be 
responsible for the various activi¬ 
ties of the purchasing depart¬ 
ment. They are: Don La Penna, 
sporting goods; John Murray, 
electrical and cutlery; Edward 
Broderick, hardware; Henri 
Simontu, special order; Gus 
Buchta, housefurnishings; Gus 
Wilkens, seasonal; Rudy Koch, 
tools. 


for Croessant Machine Works, 
39-41 Moss St., Reading, Pa., 
manufacturers of Molly expan¬ 
sion bolts, boiler repair plugs 
and other products. He was for¬ 
merly sales manager for the R. 

M. Hollingshead Corp., Camden, 

N. J. 


JOESAM CO. TAKES ON 
SHARON HARDWARE LINE 

E. M. Joesam Co., 170 Pur¬ 
chase St., Boston, Mass., manu¬ 
facturers representatives in the 
New England States, has com¬ 
pleted arrangements to main¬ 
tain at its warehouse a complete 
stock of the Sharon Hardware 
Mfg. Co., Sharon, Pa. 

Lines now stocked at the firm’s 
warehouse include the following: 
screen wire. Standard Wire 
Cloth & Screen Co.; shields, 
toggle belts, etc.. Steward & Ro- 
maine Mfg. Co.; complete lock 
line, Skillman Hardware Mfg. 
Co.; steel wool, James H. Rhodes 
& Co.; hack-saw blades and 
frames. Great Neck Saw Mfrs.; 
screen door checks, Winsted 
Hardware Mfg. Co.; and butts, 
hinges and garage hardware, 
Sharon Hardware Mfg. Co. 


PLATE GLASS FIRM IN 
NEW LOCAL QUARTERS 
The Pittsburgh Plate Glass 
Co., Pittsburgh, Pa., has recent¬ 
ly moved its High Point, N. C., 
branch into new quarters on 
Hamilton St., there. The new 
warehouse was constructed so 
that a sufficient slock might be 
kept on hand to conveniently 
serve all of North Carolina and 
most of South Carolina. 

The building is modern 
throughout. It is fireproof and 
affords 35,000 square feet of 
space for storage purposes. 
There are fireproof vaults for 
combustible materials and all 
products are conveniently ar¬ 
ranged so that they may be 
reached and handled with min¬ 
imum effort. 

This local warehouse is 
equipped to take the glass di¬ 
rect from the Pittsburgh factory 
and make it into mirrors; to 
make beveled glass; to sand 
blast glass and to pattern it into 
many shapes and fashions. The 
plant employs 65 persons, in¬ 
cluding warehouse workers, 
salesmen and office en^ployees. 


KELVINATOR HELD 
SALES CONVENTION 

Nearly 1,000 distributors of 
Kelvinator products, members of 
their selling organizations and 
others, attended the national con¬ 
vention, Jan. 8-10, of the Kel¬ 
vinator-Corp., Detroit, at which 
the 1936 sales program was 
launched. The program is based 
on the belief that 1936 will be 
the greatest year in the history 
of the electric refrigeration in¬ 
dustry. 

Presentation of the 1936 
models in Kelvinator’s line of 
electric refrigerators, electric 
ranges, commercial refrigeration, 
water and beverage coolers, 
automatic heating and air condi¬ 
tioning equipment was made to 
distributors, their sales managers, 
aales promotion managers, adver¬ 
tising managers and wholesale- 
men, and to representatives of 
the utilities at the convention. 
Plans for advertising and sales 
programs were announced and 
discussed. 


PITTSBURGH RETAIL 
ORGANIZATIONS COMBINE 

The Pittsburgh Retail Hard¬ 
ware Association joined the Fed¬ 
erated Council of Retailers, 
affiliated with the Pittsburgh 
Chamber of Commerce, which 
formed to strengthen the voice 
of retail industry in local and 
state legislation and “protect 


and promote general interest” of 
retailers. The combined associ¬ 
ation which is composed of 10 
retail trade organizations held 
its first annual dinner recently. 
Grover A. Whalen of New York 
City was guest speaker. 


WATERMAN, SALES MGR. 
FOR CROESSANT WORKS 

G. H. Waterman has been ap¬ 
pointed general sales manager 


HALL HARDWARE SETS 
CONVENTION DATES 

It has been decided that the 
thirty-third annual stockholders* 
meeting and convention of the 
Hall Hardware Co., wholesale, 
Minneapolis, Minn., will be held 
on Feb. 18 to 20 inclusive, 1936. 
The firm’s building at 6th to 7th 
Ave., North on Third St., will 
serve as convention headquar¬ 
ters. G. E. Hall is president and 
manager of the company. 


BEIGHT RESIGNS FROM 
CENTRAL HARDWARE 

M. E. Beight has announced 
his resignation as secretary of 
the Centra] Hardware and Fac¬ 
tory Supply Co., Akron, Ohio. M. 
M. Irwin has replaced F. H. 
Gelhart, who resigned as trea¬ 
surer of that company recently. 
Executives of the firm announced 
that Mr. Beight’s position has 
not been filled. 



Tfte Wrought Washer Mfg.Co^ Mdu^kee, Wis^ offers to loan this special traveling window 
dtsplay to hardware d^rs /or periods of two weeks at a time. It is made of two complete 
units of panels fopened to a double tier platform of semioval shape. It is finished in 

sUver and black. Fruited ^ptions in raised lettering consist of carved wood mounted on the 
panM. A verity of washer samples accompanies the display and a chart of directions for 
setting It up IS furnished. The display is free. 
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FORMER M4RSHALL FIELD 
MEN FORM JOBBING FIRM 

Three men formerly associated 
with Marshall Field & Co., Chi- 
cago, in executive positions, an¬ 
nounced formation of a whole¬ 
sale firm to be known as 
Richards, Boggs & King, at 127 
South Franklin St. The new 
concern came about as a direct 
result of the recent decision of 
Marshall Field & Co. to retire 
as a wholesaler of products of 
other manufacturers and concen¬ 
trate on articles turned out in 
its own plants. 

Harvey B. Richards was a di¬ 
visional merchandise manager of 
Field’s. H. R. Boggs was as¬ 
sistant general sales manager. 
J. A. King has not been with the 
Field organization for five years, 
but had been in its sales depart¬ 
ment for 20 years previously. 

The new firm will concentrate 
its activities in an area embrac¬ 
ing Duluth, Louisville, Omaha, 
Kansas City and Pittsburgh. Mr. 
Boggs stated that only proved 
lines would be handled. These 
will include staple and style 
merchandise. Present activities 
are being concentrated on house¬ 
hold and knitwear lines, alumi¬ 
num wear, oil cloth and covered 
fabrics. One of the company’s 
principal lines is that of the 
Columbus Coated Fabrics Corp., 
Columbus, Ohio, and in addition, 
the Bremer Aluminum Corp., 
New Washington, Ohio, and the 
skate line of the Globe Union 
Hardware Co., Milwaukee, Wis. 


MASBACK HARDWARE CO. 

HELD SUPPER-DANCE 

The Masback sales force and 
the Masback Hardware Co., 84 
Warren St., New York City, ten¬ 
dered a supper-dance to their 
inside associates at the George 
Washington Hotel, Dec. 28. The 
special program prepared for 
this second annual dance con¬ 
sisted of dance contests, a quin¬ 
tet and community singing. Ar¬ 
thur Schuman was master of 
ceremonies. 


ANSONIA MAKES 
EXECUTIVE CHANGES 

At the recent election of offi¬ 
cers of Ansonia Coated Abras¬ 
ives, Inc., 432 Twelfth St., 
Brooklyn, N. Y., specialists in 
coated abrasives, Paul Costello 
and David R. Baker were elected 
president and vice-president re¬ 
spectively. This action was taken 
at the request of stockholders 
and directors of the company. 
E. C. White, formerly president, 
is no longer associated with the 
firm in any way. 

Mr. Baker as vice-president 
will have charge of products and 


sales. Mr. Costello, formerly 
treasurer, will have charge of 
the financial affairs of the com¬ 
pany and will also assist Mr. 
Baker in the sales management. 

Leopold Von Gussich, former¬ 
ly a director and assistant trea¬ 
surer, has been elected treasurer. 
Chester Bryan is products engi¬ 
neer and also continues as fac¬ 
tory superintendent. 


BRITISH PUBLISHER 
VISITS HARDWARE AGE 

C. A. Chadwyck-Healey, direc¬ 
tor of Morgan Brothers, Ltd., 28 
Essex St., Strand, London, W. C. 
2, publishers of The Engineer, 
The Ironmonger, and The Chem¬ 
ist & Druggist, all of which are 
English trade publications, is in 
this country studying American 
methods of trade paper publica¬ 
tion. 

The Ironmonger is England’s 
leading hardware business paper. 
For the interchange of ideas 
common to the hardware trade 
both in England and the United 
States, Mr. Chadwyck-Healey 
spent a week in the offices of 
Hardware Ace. During this time 
he interviewed executives and 
associates with the view of be¬ 
coming familiar with the de¬ 
partmental procedure as follow¬ 
ed by Hardware Ace. 


TIN PLATE FIRM NAMES 
GEN. SALES ENGINEER 

Empire Sheet & Tin Plate Co., 
Mansfield, Ohio, has appointed 
Stanley A. Richardson to the 
position of general sales engi¬ 
neer, in which capacity he will 
direct various sales activities of 
the company. Mr. Richardson 
for the past five years has served 
the firm as chief metallurgist. 

After completing his technical 
training at both the University 


Frank Buck’s new sound movie, 
“Fang and Claw,” offers dealers 
a promotional opportunity. They 
can feature special window dis¬ 
plays of firearms and hunting 
goods, and carry newspaper ads 
to appear with those of the the¬ 
ater featuring Buck’s latest and 
best wild-animal thriller. 

The picture has been produced 
by RKO, who have already fur¬ 
nished theater managers with a 
press book illustrating many pro¬ 
motional methods for use in cre¬ 
ating keen local interest in its 
presentation. It is certain that 
the picture will stimulate a great 
deal of enthusiasm. 

Local theater managers will 
undoubtedly cooperate with deal¬ 
ers promoting the picture and 
the dealer’s stock at the same 


of Minnesota and the University 
of Chicago, Mr. Richardson en¬ 
tered the steel industry and dur¬ 
ing the past 19 years has served 
that industry in both technical 
and executive positions. Prior 
to his coming to Empire he was 
with Republic Steel Corp., hav¬ 
ing held the position of chief 
metallurgist of Interstate Iron & 
Steel Co. at the time that con¬ 
cern was merged into Republic. 

William Fox, a graduate of 
Carnegie Institute of Technology 
and chief chemist of Empire for 
15 years, has been appointed 
chief metallurgist following Mr. 
Richardson. 


BABCOCK TO ADD LARGE 
SPORTING GOODS STORE 

Babcock, Hinds & Underwood, 
Inc., retail and wholesale hard¬ 
ware firm for more than 60 years 
at 174 Washington and 125 
State Sts., Binghamton, N. Y., 
has announced expansion plans. 
Plans call for a new separate 
store devoted exclusively to 
sports goods at 123 State St., 
adjacent to the present store. 

The new store will take half 
of the Barlow Bldg., on the 
State St. side, and will have an 
entrance to the Babcock Bldg, 
through an archway in the cen¬ 
ter of the two stores as well as 
the regular State St. entrance. 
Half of the basement will also 
be used. 

The store for many years had 
a small department which car¬ 
ried guns and fishing tackle. As 
the demand for other sports lines 
increased, various equipment was 
added in 1933. Since then the 
firm has added more sporting 
goods and is now completely 
equipping school teams and ath¬ 
letic organizations over a large 
section of New York and north¬ 
ern Pennsylvania. 


time. Colored posters, showing 
vivid scenes from the movie, still 
photos from the actual film, and 
like promotional material, would 
be gladly loaned by the theater 
management. In some instances, 
it may be possible for the dealer 
to arrange a special firearms and 
hunting exhibit in the theater 
lobby. Dealers handling the 
Stevens’ Buckhorn .22 rifle will 
be able to arrange a particularly 
effective tie-up, as this rifle bears 
the personal endorsement of 
Frank Buck. 

Many of the movies now being 
produced also offer opportuni¬ 
ties for similar tie-ups with other 
lines, such as housefumishings, 
paints, camping equipment, fish¬ 
ing tackle, athletic goods, etc. 


SKINNER NOW WITH 
WHITON MACHINE CO. 

Robert B. Skinner has become 
associated with Lucius E. 
Whiton, president, D. E. Whiton 
Machine Co., New London, 
Conn., as vice-president and 
general manager. Mr. Skinner 




/ 
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R. B. SKINNER 

was formerly secretary-sales man¬ 
ager of the Skinner Chuck Co., 
New Britain, Conn., from which 
position he resigned. He has 
been in the chuck business ever 
since he left school, having 
learned the trade in the factory, 
and actually having built the 
product before taking complete 
charge of all sales promotional 
work. Thus, he came into con¬ 
tact with all phases of the manu¬ 
facturing and distributing ends 
of the chuck business. 


GEMMELL, SALES MGR. 
FOR CLEVELAND CHAIN 

David J. Gemmell has been 
appointed general sales mana¬ 
ger for The Cleveland Chain & 
Mfg. Co., Cleveland, Ohio. He 
will be located at the firm’s main, 
oflBce there. Mr. Gemmell has 
had many years experience in 
welded chain, weldless chain and 
also tire chain lines. For a num¬ 
ber of years past, he has been 
in charge of the Chicago oflBce 
handling midwestem sales. 

REVERE CONSOLIDATES 
BALTIMORE DIVISIONS 

The Baltimore division and 
Baltimore Tube Co. division of 
Revere Copper and Brass, Inc., 
New York City, have been con¬ 
solidated and hereafter will oper¬ 
ate as the Baltimore division. 
Sales oflfices are at 1301 Wico¬ 
mico St., in that city, which is 
the address of the former Balti¬ 
more Tube Co. Branch oflBces 
of this division are located in 
Philadelphia, Atlanta and New 
Orleans. R. S. Stringer is vice- 
president of Revere’s Baltimore 
division and R. H. Hodges, sales 
I manager. 


NEW BUCK MOVIE—‘‘FANG AND CLAW” 

OFFERS PROMOTIONAL OPPORTUNITY 
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YELLOWSTONE PARK-250 FEET 


GIANT GEYSER 


THE 2 BIGGEST GEYSERS IN THE WORLD ARE THE SAME SIZE 


“CASTLE GEYSER”-YELLOWSTONE PARK- 250 FEET 


- but the world’s 



tops the second biggest by 2 to 1 


W HEN it comes to selling advertised products — 
the every-day necessities and luxuries of mil¬ 
lions . . . the power of the magazine with the biggest 
circulation in the world, a circulation that goes regu¬ 
larly into the most millions of homes, is required. 

Manufacturers who advertise in The American 
Weekly give you this stupendous circulation support. 

Every week this powerful 
advertising medium goes 
into an almost unbeliev¬ 
ably large number of 
homes . . . reaches more 
than 5,500,000 families... 
twice as many as read any 
other magazine I 
The American Weekly 


Cl. 

lAMERICAN 
V/EEKLY 



reaches 1 out of 5 to 1 out of every 2 families in the 
trading areas where 70% of all families live and roll 
up a volume of 80% of all retail sales that are made! 

What The American Weekly is 

The American Weekly, the largest magazine in the 
world, is distributed through the 17 great Hearst 
Sunday newspapers. 

In each of 158 cities, it reaches one out of 
every two families 

In 146 more cities, 40 to 50% of the families 
In an additional 139 cities, 30 to 40% 

In another 171 cities, 20 to 30% 

... and it reaches an additional 1,982,000 families 
in thousands of other large and small communities. 


the/V^erican 

AWEEKU' 


Greatest 
Circulation 
in the World 


MORE THAN NEAREST 
5.500,000 COMPETITOR 

CIRCULATION CIRCULATION 


*The National Magazine with Local Influence* 
Main Office: 959 Eighth Avenue, New York City 
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FRANK J. TENK DIED DEC. 19; 

WAS TENK HDWE. VICE-PRES. 


Frank J. Tenk, vice-president 
of the Tenk Hardware Co., 
wholesalers of Quincy, Ill., passed 
away at his home there, Dec. 19. 
He was 58 years old and had 
been in ill health for three years. 

Mr. Tenk was educated in the 
schools of Quincy and the Gem 
City Business College. He then 
entered the store of his father 
and uncle, serving an apprentice¬ 
ship in every department. The 
firm of H. and J. H. Tenk, as it 
was then known, was one of the 
pioneer hardware businesses of 
that city. The business had been 
built up through industry, thrift 
and acumen of its founders. In 
this atmosphere Mr. Tenk started 
his business career. 

He eventually became a mem¬ 
ber of the firm. Changes came 
and the firm expanded until 
Frank Tenk became manager of 
the retail store and was in charge 
of the city sales department. 
Since 1927, however, he had been 
in the wholesale department and 
also in charge of the large sales 
organization. 

Mr. Tenk had always been 
deeply interested in civic and 
religious affairs. For 15 years 
he was a supreme trustee of the 
Wratern Catholic Union, and was 



FRANK J. TENK 


one of the closest advisers of 
those who directed the policy of 
the organization. He was also a 
national director of the Manu¬ 
facturers’ Equipment Men’s 
Wholesalers’ Assn, of automotive 
parts. 

Surviving him are: his widow, 
four daughters and a brother, 
Rudolph Tenk, president of the 
company. 


J. D. MOORE PASSED AWAY DECEMBER 25; 

WAS PRESIDENT OF MOORE-HANDLEY HDWE. CO. 


James Dolphin Moore, Sr., 
president of the Moore-Handley 
Hardware Co., wholesalers in 
Birmingham, Ala., passed away 
at his home there, Dec. 25, after 
an illness of two years. Mr. 
Moore has been prominently 
identified in the wholesale and 
retail hardware fields since 1882, 
when the company was founded. 
Since that year until his death 
at the age of 86, he was president 
of the firm. 

Mr. Moore, before starting 
his long and noteworthy career 
in hardware, taught at Bowden 
College, Ga., and later at Ox¬ 
ford College, Ala. He assisted in 
establishing a high school in 
Roanoke, the first in that part 
of Alabama. 

It was there that he met the 
late W. A. Handley, who in 1875 
offered him a partnership in a 
hardware business the former had 
just bought out. Then began the 
partnership which prospered and 
expanded into one of the larg¬ 
est concerns in the South. In 
1882, the firm, at the suggestion 
of Mr. Moore’s brother, B. F. 
Moore, moved to Birmingham, 
opening for business under the 
name of Moore, Moore & Hand- 
ley at Second Ave. 

Mr. Moore entered actively 
into the educational and religious 



J. D. MOORE 


life of the community shortly 
after the firm was established 
there. He was an ardent Rota- 
rian and a member of Methodist 
Church. He also took a deep 
interest in the Birmingham 
school system, serving 20 years 
on the city examining board. He 
was elected to the Jefferson 
County Board of Education in 
1916. In 1933^ the Birmingham- 
Southern College conferred the 
honorary degree of doctor of 
humanities upon him in recog¬ 
nition of his various services. 

His many interests brought 
him distinction from other or¬ 


ganizations and groups. He was 
a past president of the Southern 
Hardware Jobbers Assn., and of 
the National Wholesale Hard¬ 
ware Association. 

Mr. Moore leaves his widow, 
Mrs. Annie Provost Moore, a 
son, J. D. Moore, Jr.; a daughter, 
Mrs. J. P. Jones, Jr., and four 
granddaughters, all of Bir¬ 
mingham. 


WILUAM BIGLER DYSART 

William Bigler Dysart, 82, well 
known hardware merchant of 
Bellwood, Pa., died Dec. 28 at 
his home there. He had been in 
failing health for more than a 
year. Mr. Dysart spent his en¬ 
tire business career in hardware, 
starting as a clerk. He moved 
to Bellwood in 1890 to open his 
hardware store which is still 
doing business in the same loca¬ 
tion. He leaves his widow and 
five children. 


A. J. KAHLE 

A. J. Kahle, 73, retired hard¬ 
ware merchant, died at his home 
in Granite City, Mo., Jan. 1. 
Death was due to a heart attack. 
He leaves his widow and a son, 
Louis E. Kahle. 


JOHN Y. MURPHY 

John Y. Murphy, retired hard¬ 
ware merchant of Chester, S. C., 
died Dec. 30, after a brief ill¬ 
ness, of heart disease. He was 
associated with his son, W. L. 
Murphy, in the Murphy Hard¬ 
ware Co., for many years. His 
widow and three sons survive. 


G. C. SOWERS 

G. C. Sowers, retired hardware 
merchant, died recently at his 
home in Corsicana, Tex. He 
leaves two daughters. 


F. T. SANFORD 

F. T. Sanford, 71, hardware 
merchant at Brookfield, Mo., for 
50 years, died suddenly Jan. 3 
of a heart attack. 


FRANK S. BREWER 

Frank S. Brewer, 68, promi¬ 
nently identified with the nut 
and bolt manufacturing indus¬ 
try, died suddenly Dec. 23, at 
his residence in Unionville, 
Conn. For 42 years, until his 
resignation five years ago, Mr. 
Brewer was associated with the 
firm that was originally the Up¬ 
son Nut Co., later the Bourne 
Fuller Co. and is now the Re¬ 
public Steel Co. For the last 
five years he had been a sales 
representative for the Clark Bros. 
Bolt Co., Milldale, Conn. He 
leaves his widow and one son, 
Leslie Brewer. 


ALBERT CATTERALL 

Albert Catterall, 64, treasurer 
of Oliver Brothers, Inc., pur¬ 
chasing agents and hardware 
commission merchants at 200 
Hudson St., New York City, died 
suddenly, Jan. 4. 

Mr. Catterall was born in Eng¬ 
land and came to America in 
1884. In his youth he was en- 



ALBERT CATTERALL 


gaged in the banking business in 
Galveston, Tex., and later with 
the New York Telephone Co. 
He became associated with Oliver 
Brothers in 1900. He served that 
firm as office manager for many 
years, becoming secretary in 
1917. After the death of Frank 
J. Oliver, who had been president 
and treasurer, Mr. Catterall be¬ 
came treasurer in 1930, which 
position he held at the time of 
his death. He was a member of 
the Hardware Club. 

The firm does a considerable 
export business and Mr. Catter¬ 
all had special charge of the ex¬ 
port department. During the 
World War, the company aided 
some of the foreign countries, 
particularly England and France, 
and was recommended as pur¬ 
chasing agents for the allied 
governments. Mr. Catterall was 
responsible for the handling of 
a great deal of this emergency 
business, including emergency 
orders for the U. S. government. 

Surviving are his widow and 
two brothers. 


A. WESTON SMITH 

A. Weston Smith, 78, organizer 
and president of the Atlantic 
Paint Co. of New York, died re¬ 
cently at his home in Bronxyille, 
N. Y. His widow, a son and a 
daughter survive. 


GODFREY KNIGHT 

Godfrey Knight, 96, in the 
hardware business for many 
years at Fargo, N. D., passed 
away Dec. 16, following an ill¬ 
ness of four months. He is sur¬ 
vived by a daughter. 
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Is your axe stock 

PROTECTED 

by this label? 

It is true that you don’t make a profit 
on an axe until you sell it, but you can 
INSURE that profit when you buy it! 

Stock the axe on which you have no 
catalog house or chain store competition. 


# Plumb’s Sales Policy is a straight¬ 
forward declaration of protection for 
the Independent Merchant. It is on 
public file with The American Institute 
of Fair Competition. It states: 

^We do not sell anything under any 
namoy directly or indirectlyy to Chain 
Stores or Mail Order Catalog Houses.** 

Plumb not only protects your sales 
and profits, but makes customers for 
you. By giving you a complete line in 
every price range; by advertising to 
millions of farmers and woodsmen; 
by having Peter McLaren, America’s 
Champion Chopper, demonstrate 
Plumb Axes all over the country; by 
furnishing you store displays and 
dealer helps. 

And—most important! — by making 
the finest axe which skill and experi¬ 
ence can produce. 

Specify Plumb when ordering axes, 
and be sure of a protected profit. 
Order from your regular jobber. 

Fayette R. Plumb, Inc., Phila., U. S. A. 
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/PLUMB 

mW\ double ufe 

iJl Hammers Hatchets . 
^^%FUes Slecfges Axesi 




Ikmmirn 
No. 3 


Licensee to por- 
Gusrsnty choser^ausolesunder 
this license hove been according 
to public sales policy on file with 

Tin American Institute of Fair Competition, Inc. 


We do not sell anything under any name, directly! 
or indirectly, to Chain Stores or Mail Order| 
Catalog Houses. FAYETTE R. PLUMB, Inc. 

Mak«rt of PlUMl TOOLS -Hammsrs, SUdges, Holchstt, Axes, Filei 


Every Plumb AxeU sold untier this label of The 
American Institute of Fair CompetUiony Inc. 




JAMES W. GLADDING 

James W. Gladding, 78, well 
known business manager of £. C. 
Atkins and Co., Memphis, Tenn., 
branch, passed away Christmas 
Day at his home, 471 Dickinson 
St., Memphis. Mr. Gladding had 
been ill only a very few days of 
ptomaine poisoning which sud¬ 
denly developed into pneumonia. 
He became connected with the 
Memphis branch of the company 
in 1887. For the last 28 years, 
he was a member of the Atkins 
Pioneer 20 Year Club. He is 
survived by his widow, a daugh¬ 
ter, and two brothers. Nelson A. 
Gladding, vice-president of E. C. 
Atkins and Co., Indianapolis, 
and George W. Gladding of 
Chicago. 


AUGUST E. CARRERE 

August E. Carrere, 49, secre¬ 
tary-treasurer of the Pitard Hard¬ 
ware Co., New Orleans, La., died 
Jan. 1. Death was caused by 
pneumonia. Mr. Carrere joined 
the Pitard firm in 1931. He 
leaves his widow and two 
brothers. 


WALTER O. DROEGKAMP 

Walter 0. Droegkamp, 49, 
vice-president of the Droegkamp 
Durnace Co., Milwaukee, Wis., 
died suddenly, Dec. 31, at his 
home there. He was the son of 
the late John Droegkamp, foun¬ 
der of the company. He is sur¬ 
vived by his widow. 


J. S. RADFORD 

J. S. Radford, 63, pioneer hard¬ 
ware merchant, was found dead 
at his home in Newbern. Tenn., 
Jan. 2. He had operated the Rad¬ 
ford Hardware Co. for more than 
40 years. He also was engaged in 
the hardware business in Dyers- 
burg, Tenn., from 1926 to 1932 
and was proprietor of a similar 
business at Trimble for about 
10 years. He leaves a son and 
a daughter. 


FRANK WELLER 

Frank Weller, 76, proprietor 
of a hardware store in Clinton- 
ville, Wis., for the past 18 years, 
died recently. He leaves his 
widow, seven daughters and four 
sons, three of whom were asso¬ 
ciated with him in the hardware 
business. 


MORRIS WHEELER, SR. 

Morris Wheeler, Sr., passed 
away Dec. 26, at his home in 
Schenectady, N. Y., of heart 
trouble. Mr. Wheeler, at one 
time, was with Sargent & Co., 
New Haven, Conn. He traveled 
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for that company for a great 
many years. He later became as¬ 
sociated with Burhans & Black, 
Inc., Syracuse, N. Y., and was in 
charge of the builders" hardware 
department. He leaves his 
widow, two sons and two daugh¬ 
ters. 


CARLTON W. BAXTER 

Carlton W. Baxter, 59, asso¬ 
ciated for 35 years with Sidney 
R. Baxter & Co., Boston, manu¬ 
facturers of fishing tackle and 
supplies, died at his home in 
Newton Center, after a long ill¬ 
ness. He leaves his widow and a 
daughter. 


ALBERT H. MORTON 

Albert H. Morton, 69, formerly 
superintendent of the Kitson Ma¬ 
chine Shop, Lowell, Mass., which 
later was absorbed by the Saco- 
Lowell Shops, died recently. He 
was a member of the Blngineers 
Club of Boston and other promi¬ 
nent organizations. Two sons, 
Howard N. and Albert Morton, 
survive. 


LOUIS AMES 

Louis Ames, 76, died recently 
after a week’s illness. He had 
been in the hardware business 
on Grand River Ave., Detroit, 
for 40 years. His widow, a son 
and a daughter survive. 


JOEL C. REYNOLDS 

Joel C. Reynolds, 67, for many 
years identified with the hard¬ 
ware business in Jackson, Mich., 
died there Dec. 10 from a heart 
ailment. He learned the tinners’ 
trade as an apprentice in the 
Leonard Caswell hardware store 
in Concord, later becoming a 
partner in the business. Upon 
Mr. Caswell’s death, Mr. Rey¬ 
nolds bought the remaining in¬ 
terest in the store and after 
several years sold a half interest 
to his brother-in-law, Delbert E. 
Warner. Together they operated 
the business for 17 years. Mr. 
Reynolds retired from active 
business some years ago. Upon 
the death of Mr. Warner, in 
1929, the business dissolved as 
a partnership. A son survives. 


THOMAS G. TURNEY 

Thomas G. Turney, 40, pro¬ 
prietor of a hardware store at 
Homewood, III., passed away re¬ 
cently. 


W. A. SORRELL 

W. A. Sorrell, 84, retired mer¬ 
chant and traveling salesman. 


died recently at his home in 
Hampton, Tenn. He traveled 
the Tennessee territory for many 
years for C. M. McClung & Co., 
Knoxville, and Belknap Hard¬ 
ware & Mfg. Co., Louisville, Ky. 
He also had stores at Boone, 
N. C., and in Johnson and Carter 
counties. Two sons and two 
daughters survive. 


EARL G. HENDERSON 

Earl G. Henderson, 60, who for 
a number of years owned and 
operated the Rossville Hardware 
Co., Rossville, Ga., died Jan. 4. 
after a lingering illness. His 
widow survives. 


ARTHUR W. WALKER 

Arthur Willis Walker, 74, a 
partner in the Walker & Pratt 
Mfg. Co., manufacturer of stoves, 
31 Union St., Boston, died Jan. 4, 
at his residence in Malden, Mass. 
He was a senior past president 
of the American Foundry Men’s 
Association and a past president 
of the New England Stove Asso¬ 
ciation. He was also active in 
civil, religious and social affairs 
of his community. He leaves his 
widow; a son, Richard D. Walker, 
and a daughter. 


C. H. RICHARDSON 

Charles H. Richardson, 86, in¬ 
ventor of improvement in fish 
glue machinery and steering gear 
died recently at his residence in 
Gloucester, Mass. He leaves two 
sons and four daughters. 


OLD ENGUSH WAX CO. 
BUYS S-IN-ONE OIL CO. 

Effective Jan. 2, the 3-In-One 
Oil Co., New York City, manu¬ 
facturer of 3-In-One Oil and 3- 
In-One Furniture Polish, was 
purchased outright by The A. S. 
Boyle Co., 1934 Dana Ave., Cin¬ 
cinnati, Ohio. The A. S. Boyle 
Co. manufactures a complete 
line of household specialties in¬ 
cluding Old English Wax, fur¬ 
niture polish, rug cleaner, up¬ 
holstery cleaner, transparent and 
metal cements, Rug-Sta, Samo- 
line. Plastic Wood, etc. This 
latest acquisition gives the Boyle 
Company three additional well- 
known brands in the household 
specialty field. 


STATE UNEMPLOYMENT 
INSURANCE BOOKLET 

Industrial Commissioner Elmer 
F. Andrews has announced that 
the New York State Department 
of Labor has begun distribution 
of printed copies of rules, regu- 
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WILUAM MACGREGOR 



William MacGregor, general 
sales manager of the Carborun¬ 
dum Co., Niagara Falla, N. Y., 
whose passing, after a prolonged 
illness, was announced on page 
56 of the Jan. 2 issue of Hard¬ 
ware Ace. 


ALEXANDER S. GLOVER 

Alexander S. Glover, 78, re¬ 
tired hardware merchant and 
prominent in industrial affairs 
of Chattanooga, Tenn., died at 
his home there, Dec. 27, after an 
illness of ten days.. He was 
formerly a member of tie hard¬ 
ware firm known as Howard. 
Glover & Ewing. His widow, a 
son and three daughters survive. 


WIUJAM CRAIG 

William Craig, 66, superinten¬ 
dent and one of the organizers of 
the W. W. Babcock Mfg. Co., 
Bath, N. Y., died there Jan. 6 of 
a heart attack. 


lations and forms for employers 
affected by the State Unemploy¬ 
ment Insurance Law. Approxi¬ 
mately 30,000 copies will be 
mailed. The Division of Unem¬ 
ployment Insurance by which the 
distribution is being made, has 
attempted to secure the names 
of all employers in the State, 
but if any should fail to receive 
a copy, application for a copy 
may be made at the division of¬ 
fices, Arcade Bldg., Broadway, 
Albany, or at 342 Madison Ave., 
New York City. 

The rules, regulations and 
forms being distributed provide 
for recording work and pay sta¬ 
tistics of three or four million 
wage earners. The publication 
is in loose-leaf form, the present 
issue consisting of 23 pages. Em¬ 
ployers are to keep pages in 
binders, adding pages to be re¬ 
leased at future dates as occasion 
requires. 

HARDWARE AGE 

ogle 



J OBBERS and dealers everywhere are 
reporting steadily increasing sales on 
GRASSELLI Spray and Dust Products, season 
after season. There are five logical reasons for 
this: 1st, they are good insecticides—made by a 
firm with 97 years of chemical experience; 2nd, 
they are nationally advertised in the leading 
agricultural publications year after year as well 
as many local newspapers; 3rd, the line is com¬ 
plete, affording crop protection for fruits, vege¬ 
tables, flowers, shrubbery, trees, tobacco, cotton, 
pecans, citrus fruits, etc.; 4th, the need for them 
is growing —commercial growers and home 
gardeners are finding pest control an increasing 
problem; and 5th, they are seeking the answer 
for it (advice on proper spray materials) from their 
reliable merchants in whom they have confidence. 


If you are a wholesaler or retailer of hardware, 
seeds or farm implements and do not now stock a 
line of GRASSELLI SPRAY AND DUST PRODUCTS 
it will pay you to get our proposition. The Grasselli 
distributor franchise is a valuable one because the 
line is complete—nationally advertised—and back¬ 
ed by a chemical reputation of nearly a century. 

Look into "The Nationally Advertised Line"—write us 


THE GRASSELLI CHEMICAL CO., Inc. 



FOUNDED 1839 


CLEVELAND, OHIO 




For Better Insect Control 


Arsenate of Lead 
Bordeaux Mixture 
Calcium Arsenate 
Dry Lime Sulphur 
Dutox* 


Lime Sulphur Solution 
Loro* 

Manganar* 

NuRexform* 

Sulphate of Nicotine 


PRODUCTS 

Sulforon* 

Zinc Sulphate 
Paradichlorobenzine 
and many others 

Trade Mark Reg.) 
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ADVANCES BECOMING EFFECTIVE 
Axe, Pick, Sledge, Hatchet and Hammer 
Handles 

Bicycle Tires Turpentine 

Competitive Grades of Stanley Tools 
Some Low Priced Gasoline Blow Torches 
Pump Leathers 

ADVANCES BEING ANTICIPATED 
Nails and Wire Bolts and Nuts 

Saddlery Hardware 


How’s 

the 

Hardware 
Business ? 


The Irwin Auger Bit Co.^ 
Wilmington, Ohio, announced on 
Jan. 2nd a complete line of screw 
drivers. “From the Cheapest to the 
Best,” We are informed that it is 
the company’s intention to put the 
Independent retail hardware dealer 
in a position to meet competition 
from chain stores and catalog houses 
on screw drivers in the same man¬ 
ner as they have done on auger bits. 
« « « 

The current rate of midwin¬ 
ter demand for nails and wire is 
much better than usual. Apparent¬ 
ly jobbers have had no surplus 
stocks to reduce against inventory, 
and have had distribution in such 
volume that incoming shipments 
during the period have had to be 
kept up. Demand has been rela¬ 
tively heavy in the agricultural areas 
where the climate is favorable for 
outdoor work, as in California, the 
southwest and parts of the south¬ 
east, while of course there has been 
little demand in the northwest. Mills 
think it quite possible that some of 
the extra buying is to replenish 
stocks against possible advances in 
prices. Buyers seem to be expect¬ 
ing that prices will be advanced 
before the middle of the quarter, 
though the recent price tone has 
been very weak. Considerable im¬ 
port tonnages have had the effect 
of postponing the advances contem¬ 
plated some weeks ago by the mills. 
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Bolt prices are firmer than 
at any time during 1935, and sales 
are benefiting from the confidence 
buyers feel in the market. Manu¬ 
facturers make no secret of the fact 
that the recent advances on bolts 
and nuts represent only part of the 
recovery they require, and expect to 
attain, after a most expensive period 
of below-cost selling. 

« « « 

Leading makers of axe, pick, 
sledge, hatchet and hammer han¬ 
dles have advanced their prices 
about five per cent. New list prices 
have been adopted very much higher 


than the preceding list price sched¬ 
ules. « « « 

Makers of bicycle tires have 
advanced the price on ordinary bi¬ 
cycle tires fifteen cents per pair. A 
year ago, they made several suc¬ 
cessive advances, some of which did 
not “take” fully, resulting in con¬ 
siderable irregularity in the market 
at that time. The bottom of the 
market appears to have been reached 
last June, and the recent mark-up 
has been the first attempt since 
then to raise prices. 

» » » 

The latest industry sales re- 


3ta iWondmoftt BtocKfcoojul. 

G| 'Yltnrt/mW (OfwfeMJt J^ojuIur^ 


6amK 







TUmtfv, 




+ t o 

_ +17.0_ 

+j«.8 

_+ .1_ 

'V.tr OUwiXIiAIa/. 

jI-33.1 
+ 85 _ 

+ 1770 
+ 132 

+ 135_ 

+37.6 


HARDWARE AGE 


Digitized by 


Google 































































Self Smpothing 


yjjtenor 


'ani%l 


LUSTAQUIK 

ENAMEL 


Displays 
chat Sell 


Quck Dktim SMTUMoor Fmomu 




fitwrnmLfiJO<m 


KYANIZE Leaders 


Smart Color Cards 


Western Union Service 
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/^anize Dealers 


The KYANIZE Prosperity Assortment starts the dealer off 
with a beautiful gold display stand containing a small assort¬ 
ment of the best KYANIZE sellers. It has built a real paint 
and varnish business for many merchants. It brings the 
dealer every kind of KYANIZE factory cooperation—direct 
mail advertising—store and group demonstrations—every one 
of the famous business-building helps. 

The KYANIZE Prosperity Assortment gives the dealer all 
store and window display advertising—all sales helps and the 
complete personal cooperation of the KYANIZE salesman to 
increase paint business for his store. 

The exclusive agency for KYANIZE Products also goes with 
the Prosperity Assortment. 

We will gladly send our salesman with full particulars on the 
Prosperity Assortment or send details by mail—as you wish. 
Mail the coupon today. 

BOSTON VARNISH COMPANY 

Everett Station, Boston, Massachusetts 
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port, covering paint, varnish and lac¬ 
quer products, for November, showed 
the same fine increase over 1934 as 
has becomes customary. Statistics 
sent to the U. S. Department of 
Commerce by 579 companies, showed 
dollar sales for November, totaling 
$25,606,631 compared with $19,801,- 
013 in November, 1934. There was 
a seasonal drop from October, of 
about 28 per cent. The industry is 
looking for a large gain during 
1936. 

» « * 

Prices of paint department 
items are very steady, with some ad¬ 
vances. Turpentine went up two 
cents per gallon on December 27th. 
The previously announced advance, 
of 15 cents each, went into effect 
December 30th, on two popular low- 
priced gasoline blow-torches. 

* « # 

Quotations on flint paper and 
abrasive cloth continue so extremely 
low that manufacturers are suffer¬ 
ing severely. Competition is very 
keen, and there seems to be no bet¬ 
terment in early prospect. 

* « * 

The price situation on chmn 
is said to be improved. The con¬ 
cessions from “regular” price sheets 
formerly obtainable seem to have 
largely disappeared. Price compe¬ 
tition on trace chains among job¬ 
bers in the southern states has been 
severe but it is expected that the 
growing firmness in prices must now 
spread to distributors. 

« « » 

Stanley Rule and Level Com¬ 
pany have just mailed a new price 
sheet, which includes only a few 
changes on the higher priced tools, 
but makes several important ad¬ 
vances in the Defiance or competi¬ 
tion grade lines. A hasty prelimi¬ 
nary survey shows a ten per cent 
rise on the cheaper planes, rules, 
chisels and screw drivers, fifteen 
per cent on some of the low-priced 
aluminum levels, and twenty per 
cent on competition bit braces. No 
change is reported at this time on 
hammers. 

# * « 

Shelf hardware lines of the 
leading makers are now subject to 
substantially lower list prices, with 
lessened discounts. A few items 
show a five per cent advance, but in 
general there has been little or no 
change in the net quotations result¬ 
ing. 

•X- » -x- 

Manufacturers of saddlery 
hardware have withdrawn former 
quotations. It is said that a new 


price sheet is in preparation which 
will advance many items an average 
of ten per cent. 

# » # 

Prices on pump leathers were 
sharply increased, in new quotation 
sheets issued December 24th by 
Youngstown Steel Products Com¬ 
pany, and others. Standard cup 
leathers, were marked up about 15 
per cent, with other items advanced 
up to 30 per cent. Jobbers state 
that some makers of pump leathers 
report an average 42 per cent in¬ 
crease in their raw material, com¬ 


pared with their cost when previous 
prices were established. Last month^s 
revision is therefore considered mod¬ 
erate and necessary. 

» « * 

The A, S, Boyle Co,, Cin¬ 
cinnati, Ohio, through its president, 
Walter Silbersack, reports sales of 
all the company’s products regis¬ 
tered exceptionally good gains in 
1935, with sales as a whole reflect¬ 
ing a 32 per cent increase. With 
general business conditions continu¬ 
ing to improve, Mr. Silbersack an- 


WHOLESALE HARDWARE COLLECTIONS 


CHICAGO—The per cent of change 
from November last year in whole¬ 
sale hardware accounts outstanding 
was plus 15.4 per cent; collections 
were plus 24.8 and the ratio of ac¬ 
counts outstanding to net sales was 
171.8 per cent. 

ST. LOUIS — General collections 
during November reflected the high 
record of efficiency which has 
marked the past several months. 
Representative interests reMrted 
on November collections as fculows; 
fair, 42.6 per cent; good, 50.8 per 
cent; excellent, 2.7 per cent, and 
poor, 3.9 per cent. 

SAN FRANCISCO—The percent¬ 
age of wholesale hardware collec¬ 
tions during November to the total 
amount due from customers (out¬ 
standing) on first of month was 
45.4 per cent in November, 1935, 
and 40.5 per cent in November, 
1934. 

DALLAS—^The ratio of wholesale 
hardware collections during No¬ 
vember to accounts and not^ out¬ 
standing on Oct. 31, 1935, was 47.6 
per cent. 

NEW YORK — The per cent of 
wholesale hardware charge ac¬ 


counts outstanding Oct. 31, 1935, 
collected in November was 47.4 per 
cent in 1935, and 47.3 per cent in 

1934. 

RICHMOND—^The percentage of 
Nov. 1, 1935, wholesale hardware 
receivables collected during the 
month was 48.2 per cent. 

KANSAS CITY—Wholesale hard¬ 
ware outstandings on Nov. 30, 1935, 
were plus 5 per cent as compared 
with Nov. 30, 1934, and minus 7.4 
per cent as compared to Oct. 31, 

1935. The amounts collected in 
November, 1935, were plus 6.8 per 
cent as compared to November, 
19^, and minus 1.6 per cent as 
compared to October, 1935. 

PHILADELPHIA—The ratio of 
collections to receivables in No¬ 
vember,. 10^, was 45, as compared 
to 47 in October, 1934, and as con¬ 
trasted with 41 in September, 
1935. 

CLEVELAND — The Federal Re¬ 
serve Bank of Cleveland does not 
collate information on either gen¬ 
eral wholesale or wholesale hard¬ 
ware collections. 
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Per Cent of Increase or Decrea^ in 
1935 Wholesale Hardware SALES 
MS Compared Whh Corresponding 
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ticipates still further improvement 
in the current year. 

* * * 

Reports to hardware whole¬ 
salers from their field men that 
shopping activity has been well 
maintained during and since the 
holidays. Almost without exception, 
retailers report their volume of re¬ 
cent sales running ahead of Janu¬ 
ary, 1935. The most successful 
Christmas selling season for five 
years has left its impress, in a 
greater readiness among the dealers 
to build up their stock supplies, and 
to invest in new major-volume lines. 
Hardware merchants, who have been 
watching the lively movement of re¬ 
frigerators, radios, washing ma¬ 
chines, bicycles, or modern plumb¬ 
ing accessories, from the stocks of 
department stores, or chain competi¬ 
tors, are naturally easier to per¬ 
suade that they, too, may share in 
the volume and profits offered by 
a freer-spending public. 

There has been a great increase 
lately in inquiries and orders for 
store remodeling, and for moderni¬ 
zation of equipment. Field men 
who do this work are dated solidly 
ahead far into the spring. An in¬ 
creasing willingness, on the part of 
the better stores, to challenge and 
meet the values offered by compet¬ 
ing retail outlets, is rapidly regain¬ 
ing for “the hardware man” the 
recognition and patronage of old 
customers who had slipped away, 
and is building a loyal new clien¬ 
tele as well—particularly among the 
women. 

♦ * * 

An outstanding record has 
been set in the sale of “wheeled 
goods” during recent months, by 
several hundred retailers who have, 
with their jobbers’ help, matched or 
beaten the mail order offerings. A 
new all-time high sales record has 
been set by some wholesale hard¬ 
ware firms on bicycles, velocipedes 
and boys’ wagons, through a will¬ 
ingness to order largely, and to 
price closely enough to meet their 
most formidable competition. These 
lines henceforth will be regularly in 
the stocks of a great many stores, 
whose first successful experience in 
selling them was during the recent 
Christmas season. 

* * * 

Cold waves, extending far 
into the south, have stirred up a 
demand for cold-weather items 
which found many retail stocks 
lightly prepared, despite early 
warnings. In general the stocks of 
the jobbers have held out better 



I A po^et to f 

to -you* 

But be so^.® f SeroP®^*^^ 

.Ke laiooO'* yiQiote- ^ Yvall 

k»°’' 

cbatv'oa^ V i 














JANUARY 16, 1936 


Digitized by kjOOQle 


61 







than those of many manufacturers 
who have had to face complaints of 
delayed shipments, and of shortage. 
Only on days of severest storms 
have retailers found their “store- 
traffic” much affected. Shoppers 
nowadays do not shut themselves in 
during the winter. Roads and streets 
are rather promptly cleared, and 
the modern automobile keeps going 
under conditions almost impossible 
in earlier days. 

* « # 

There is a rising volume of 
future ordering, encouraged by the 
continued upward trend of prices, 
and by the probability of slower 
shipments as factory activity ex¬ 
pands. Merchants are quick to 
recognize the several important lines 
which are still selling below their 
normal prive levels, and are order¬ 
ing some of these so freely as to 
practically force an early advance. 
Quotations are just commencing to 
appear for fall-shipment lines, but 
jobbers have found dealers ready 
and waiting to place their orders, 
even before the new season’s quota¬ 
tions have been definitely settled. 

# « « 

Many lines of manufacture 
during 1935 have established new 
production, sales and profit records 
that put even 1929 in the shade. 
Others have come close to that goal. 
Plant expansion and modernization 
have made notable strides. Business 
Week estimates that national income 
distributed last year reached $52,- 
700,000,000, or five per cent greater 
than in 1934. For the first time 
since the depression, industry suc¬ 
ceeded in balancing income dis¬ 
tributed with income produced. The 
year now indicates that exports were 
at least five per cent greater than 
1934, while imports were close to 
22 per cent ahead of last year. In 
a few industries 1935 capped all 
previous records. They are: Radios, 
washing machines, refrigerators, air 
conditioning, incandescent lamps, 
electric power, nickel, gasoline, 
shoes, aviation, rayon, plastics, oil 
burners. The fact that these indus¬ 
tries, not exactly new and yet of 
recent vintage, stand at the top of 
the honor roll is a significant in¬ 
dicator of future consumption trends 
and employment possibilities. 

* * * 

A year-end survey of the Na¬ 
tional City Bank, of New York, adds 
that a number of other industries 
have made their best record since 
1929 or 1930, among them the fol¬ 
lowing: 


Hllb SliM 1929 Hifli 84 rm IMO 

KUchliM tool ordtrt Stool IngoU 
Automobllot (paumfor Pic iron 


cart and trum) 
Vacuum cloanm 
Mall ordor taloi 
Potroleum oroductlon 
Hotlory producUon 


Zinc 
Fortlliaor 
ShlpbuUdlm ordera 
Sut^urie add 
Foundrj oqulpment 
Paint 


These are the industries which have 
come closest to recovering their pre¬ 
depression levels, but the record of 
substantial improvement is by no 
means confined to them. It includes 
copper and lumber, whose consump¬ 
tion increased 39 and 24 per cent, 
respectively, over 1934; farm imple¬ 
ments, with sales estimated 75 per 
cent higher, and tools of all sorts; 
electrical equipment and light ma¬ 
chinery; plumbing and heating sup¬ 
plies; house furnishings, and sport¬ 
ing goods. * * * 


On the average 1935 was a 13 
per cent busier year than 1934, ac¬ 
cording to the Federal Reserve 
Board’s index of the volume of in¬ 
dustrial production. From the low 
point of 1932 the improvement has 
been nearly 60 per cent, and this re¬ 
covers approximately one-half of the 
ground lost since the peak in 1929. 

» « « 

AAA has followed NBA as a 
major casualty of the New Deal, 
and the event is too close to this 
writing to permit more than a guess 
as to the immediate effect on busi¬ 
ness. The earliest reactions may un¬ 
doubtedly be some price declines on 
commodities, like cotton, where 
processing taxes are invalidated. 

«' » • 

In the cotton goods markets, 
the immediate effect of the outlaw¬ 
ing of the AAA was a general with¬ 
drawal of prices on finished goods 
and suspension of trading. A re¬ 
turn to normal trading was not an¬ 
ticipated for at least two weeks. 
Prices are expected to be lowered, 
but the textile manufacturers went 
into immediate conference to study 
and stabilize whatever action might 
seem necessary. Status of the gov¬ 
ernment’s large cotton holdings was 
one consideration which at first 
created considerable confusion. 

» * * 

Concerning steel mill opera¬ 
tions, Iron Age reports that the holi¬ 
day interval, widely utilized in the 
industry for necessary repairs to 
equipment, has been followed by a 
sharp recovery in production. Out¬ 
put last week, estimated by the 
American Iron and Stee^ Institute, 
stood at 49.2 per cent of capacity, 
compared with 46.7 in the preced¬ 
ing week, a gain of 5.4 per cent. A 
month ago operations were at the 
rate of 55.7 per cent, and a year 


ago they were 43.4 per cent of 
capacity. 

Part of the recovery in steel mill 
operations is based on orders that 
accumulated during tlie holiday 
period. There also has been a 
carry-over of anticipatory orders for 
products that advanced in price 
Jan. 1, such as semi-finished steel, 
track bolts and spikes and cold- 
finished bars, on which most mills 
accepted specifications until the 
close of December for shipment dur¬ 
ing January. Pressure for steel on 
the part of the automobile industry 
has temporarily relaxed, but other 
gains are continuing. Tractor plants 
are now operating at capacity, and 
farm implement manufacturers start 
1936 with schedules calling for a 
25 per cent increase over 1935 out¬ 
put. The railroad demand for steel 
is growing rather notably. 

* « * 

The Automobile Manufac¬ 
turer Association have estimated 
1935 production at 3,400,000 passen¬ 
ger cars and 750,000 trucks, a gain 
of 45 per cent over 1934. This great 
industry last year sold 2 billion 
999% million dollars’ worth of mo¬ 
tor vehicles, accessories, service 
equipment, and parts and tires for 
replacement. This was a substan¬ 
tial gain over the $2,216,477,000 of 
1934. A total of 22,450,000 pas¬ 
senger cars and 3,550,000 trucks 
was registered in the United States 
in 1935, against 1934 totals of 21,- 
430,000 and 3,410,000. Last year 
the United States had 71 per cent 
of the world’s automobiles. In 1934, 
this country had 72 per cent and in 
1933 it had 74 per cent. The aver¬ 
age factory price of passenger cars 
sold in 1935 was $705, an increase 
of $40 over the average in 1934. 
This, according to leaders in the in¬ 
dustry, represented increased pur¬ 
chasing power in America. People 
are buying better automobiles. 

« • « 

The Goodyear Tire and Rub¬ 
ber Company, through their presi¬ 
dent, announced the company’s 
policies for 1936 on Jan. 3, as fol¬ 
lows : 

“Positive stability of price to 
all classes of customers will be 
insisted upon. 

“All operations must be at a 
profit; prices will not be sacri¬ 
ficed to increase production vol¬ 
ume. 

“Unlimited guarantee of tires 
against all road hazards wiU be 
eliminated at tbe earliest pos¬ 
sible date. 

“The number of company- 
owned super-service stations will 
not be increased.” 
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ROT-PROOFED I 


NO PLACE FOR ^ 
internal friction 

HERE “THIS ROPE 

IS lubricated!. 


T he exclusive method we use in 
treoting eoch individual fibre in 
Columbian Rope accounts for this vic¬ 
tory. WATER, INTERNAL FRICTION 
and DECAY—ropes worst enemies— 
don't bother Columbian. It is protected 
by our Waterproofing and Lubricating 
processes which seal the rope fibre 
against decoy and give our rope 


greater flexibility. Expert seomen like 
Columbian because it is so eosy to 
handle and to coil even when wet. 

We know it is good rope. That is why 
we take full responsibility by guoran- 
teeing every foot of it. The Red, White 
and Blue Tape-Morker in one of the 
strands positively identifies Coliunbian 
Rope. 


COLUMBIAN ROPE COMPANY 
352-80 Genesee St. 
AUBURN. "The Cordage City," N. Y. 
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Look for the Red. White 
and Blue Surface Yarns 
and the Columbian Tape- 
Marker. 
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The oil industryy according 
to expert observers, made gains dur¬ 
ing 1935 which have brought the 
best condition since 1930. The fol¬ 
lowing points are cited in support 
of this judgment: Overproduction 
fears have been allayed; domestic 
consumption of gasoline reached a 
new peak; refinery prices are sub¬ 
stantially higher than a year ago, 
and stocks have been reduced to 
300,000,000 barrels — the lowest 
level in nine years. 

» « « 

Construction awards in the 37 
states east of the Rockies from 
Dec. 1 to Dec. 15 amounted to $138,- 
383,400, according to the F. W. 
Dodge Corporation, the highest total - 
for any comparable 15-day period 
since the summer of 1931. This 
total compared with $43,635,200 in 
the first two weeks of December, 
1934. Residential awards amounted 
to $25,040,400 for the two weeks, or 
about 70 per cent ahead of the 
$14,550,500 for the entire month of 
December, 1934. Total residential 
awards for the year 1935 were esti¬ 
mated at $475,000,000, a gain of 90 
per cent over 1934. All classes of 
construction last year amounted to 
$1,800,000,000, or 16 per cent over 
1934. 

» « » 

Electric power output in the 
United States for 1935 set a new 
high record of 92,500,000,000 kilo¬ 
watt-hours, based on estimates by 
the Edison Electric Institute. This 
is an increase of about 9 per cent 
over the output in 1934. Electrical 
production in 1935 was 2.7 per cent 
above the previous high record of 
1929. For the week ended Dec. 28, 
due to the usual holiday recession, 
electric output declined 7.7 per cent 
from its all-time peak of a week 
earlier. The gain over 1934, how¬ 
ever, was 11.9 per cent. 

» » « 


We’ve got two little fellahs you^d better have on hand. 

Name: GULFOIL. Weight stripped: 2-ounces and 
4-ounces. Virtue: a better lubricant for general house¬ 
hold use—made by one of America’s largest refiners. 

And thafs only half the story ... 

Beginning January 2 5, Gulfoil will be flashed before 
the eyes of 2,400,000 readers of Collier’s every other 
week. Don’t disappoint them when they ask for Gulfoil. 

Have a supply ready on your shelf. 

Get the facts on Gulfoil and its attractive profit story 
by mailing the coupon at the top—right this minute. 

Pill mil THE BETTER 

UULr ViL HOUSEHOLD LUBRICANT 


Freight traffic in the Dec. 28 
week maintained a five year sea¬ 
sonal peak, and final figures for 
1935 show that car loadings for the 
year were the highest since 1931. 
Total loadings for the latest week 
were 466,679 cars, a decrease of 
132,855 cars from the preceding 
figure, due largely to the Christmas 
holiday, but 41,275 cars above a year 
ago. For the entire year, there was 
an increase of 2.2 per cent over 
1934, and 7.9 per cent above 1933. 
The year was still 15.2 per cent 
under the 1931 total. Skies were 
brighter for the railroads as 1935 
closed. In passenger as well as 
freight departments, the long down¬ 
ward traffic trend was checked. As 
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// From thic day on, I'm going to bo in the public eye 
—and on the public's shelves. With national maga¬ 
zine and radio advertising behind me—thousands 
of people will be seeking me out . . . 

"And that's news that will start the quarters flow¬ 
ing into stores that carry me — or I miss my guess I 


the year came to an end many car¬ 
riers reported the largest revenues 
since 1929. 

* # * 

The agriculture department 
t^stimated that the gross income of 
our farmers increased in 1935 to 
$8,110,000,000—a gain of 844 mil¬ 
lion dollars, or 12 per cent, although 
crops showed “about average yield 
on a rather light acreage.” The de¬ 
partment estimated income this year 
from 79 crops at $3,400,000,000 (in 
1934, $3,043 millions) ; income from 
live stock and live stock products 
at $4,230,000,000 (in 1934, $3,629 
millions) ; and benefit payments at 
$480,000,000 (in 1934, $594 mil¬ 
lions). There was a saving last 
year in payments made in the corn- 
hog program. 

« « « 

Prices received for this sea¬ 
son’s crops, the department said, 
were about 13 per cent below those 
of last year, when crops were re¬ 
duced heavily by the drougth. The 
higher income in 1935 therefore is 
said to have resulted from heavier 
production. Corn continued as the 
nation’s most valuable crop, with 
1935 production estimated at 2,202,- 
852.000 bushels, valued at $1,271,- 
489,000, compared with production 
of 1,377,126,000 bushels valued at 
$1,124,321,000 in 1934. Wheat pro¬ 
duction for 1935 was placed at 603,- 
199,000 bushels, valued at $505,394,- 
000. against 496,929,000 bushels, 
valued at $420,808,000 the previous 
year. A slight decline was noted in 
the value of the 1935 cotton crop, 
which was estimated at 10,734,000 
bales, valued at $593,677,000, com¬ 
pared with 9,636,000 bales, worth 
$595,602,000, for 1934. A sharp re¬ 
duction was noted in potato produc¬ 
tion, accompanied by an increase in 
value of the crop. 1934 output was 
761.000, compared with a 1935 crop 
of 356,406,000 bushels, valued at 
$208,713,000. 

» « » 

The electrical appliance and 
equipment industry in 1935 experi¬ 
enced its,best year since 1931, with 
an improvement of perhaps 25 per 
cent or more over the showing of 
1934. Sales of electric refrigerators, 
washing machines, ironers and other 
items for household use have been 
running at new high records. De¬ 
partment of Commerce statistics 
show new orders booked during the 
third quarter of 1935 by seventy- 
eight manufacturers of electrical 
goods totaled $141,691,889, as com¬ 
pared with $134,924,964 in the pre¬ 
ceding three months and $100,334,- 


G ULF Electric-Motor Oil is a 
special new product—made 
specially for use in electric refrig¬ 
erators and washing machines. It’s 
one of those rare items—a “spe¬ 
cialty” product with a market as 
wide as the Atlantic! 

There are 15,459,600 washing 
machines and elearic refrigerators 
in the U. S. and Gulf Electric-Motor 
Oil is the one oil made that will 


meet this special need. Why? Be¬ 
cause it’s neither too light nor too 
heavy —but exactly right for this par- 
ticular job! 

Gulf Electric-Motor Oil is a fine 
Alchlor-processed oil that comes 
in generous half-pint cans with 
handy spout and sells for only 25c. 

Get the low down on the plus- 
profits story of Gulf Electric-Motor 
Oil by mailing this coupon—today. 


GULF REnNING COMPANY. 3800 Gulf Buildins, Pittsburgh. Pa. ha 

Gentlemen: 

I would like to know more about Gulf Electric-Motor Oil. Please send me full particulars. 

Name ____ 

Address ___ 

Cit t S tate _ 
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150 in the third quarter of 1934. The 
figures for the third quarter of 1935 
were the highest for any compa¬ 
rable period since 1930 and the 

highest for any quarter since the 

middle of 1931. 

« « * 

Mcmufacturers of electrical 
appliances believe that the market 
for their products has been barely 
tapped. At the close of 1934 there 
were 20,693,751 homes and farms 
served by electric utilities of the 

United States, a new all-time high. 
During that year, 480,000 customers 
were added. As a result, domestic 
sales in 1934 reached a new high of 
12,797,635,000 kilowatt hours, an in¬ 
crease of 7 per cent over 1933. At 
the same time, the average price of 
electricity for domestic use dropped 
to a new low of 5.3 cents a kilowatt 
hour. That only a small percentage 
of these customers use electrical ap¬ 
pliances is indicated by the fact 
that between 60 and 70 per cent 
are paying less than |2 a month, or 
not quite 7 cents a day, for the elec¬ 
tricity they use. Such a consump¬ 
tion indicates a usage of power 
almost entirely for lighting purposes. 
♦ * * 

^ Canning crops of garden 
truck, with only one minor excep¬ 
tion, were considerably larger in 
1935 than in 1934, according to a 
recent government crop report. One 
of the largest increases took place 
in the production of sweet corn for 
canning, total production being esti¬ 
mated by the Department of Agri¬ 
culture at 854,600 tons, compared 
with 498,000 tons in 1934. 

* ♦ # 

The Chief Causes of This and 
Other Depressions is the title of an 
informative fifty-one page booklet by 
Leonard P. Ayres, vice-president of 
The Cleveland Trust Co. The con¬ 
clusion reached in the booklet is 
that changes in the volume of pur¬ 
chases of durable goods by busi¬ 
ness enterprises is the controlling 
factor accounting for most of the 
depth of the depression. 

In the final paragraph of the sum¬ 
mary of his book, Mr, Ayres says: 
“Stability of business activity de¬ 
pends on the stability of the funda¬ 
mental conditions under which busi¬ 
ness operates. This cannot be 
created by simple legislative for¬ 
mula. It involves persistent adher¬ 
ence to at least seven national poli¬ 
cies—^peace, sound money, bal¬ 
anced budgets, sound banking, the 
restriction of credit to loans justi¬ 
fied by earning power, the restric¬ 
tion of speculation, governmental 
regulation of business to prevent 


abuses, dishonest competition, and 
exploitation, but not to control wage 
and price competition or to favor 
special groups.” 

» » * 

The outlook for the current 
year was recently commented upon 
by Gerard Swope, president, General 
Electric Co., who said in part: “The 
volume of electrical manufacturing 
business in 1935 was approximately 
30 per cent greater than in 1934, 
which was about the same increase 
as was shown for 1934 over 1933. 
Consumption of electricity in the 
United States was the greatest in 
the history of the country, being 
about 7 per cent more than in 1934 
and 3 per cent more than in 1929, 
the previous peak year. For the 
year 1936 we look forward to a con¬ 
tinued improvement in business. 

« « * 

Revived rural buying has 
contributed 40 per cent to the busi¬ 
ness recovery now under way, ac¬ 
cording to the U. S. Department of 
Agriculture. From 1929 to the first 
quarter of 1933, farm cash income 
dropped 61 per cent and rural retail 
sales fell 57 per cent, and from the 
bottom of the depression to the pres¬ 
ent time, farm cash income has ad¬ 
vanced 86 per cent and rural retail 


sales, 93 per cent. The statement is 
based on the income figures of the 
Department of Agriculture and the 
rural trade indexes of the Depart¬ 
ment of Commerce. 

« « » 

December collections in the 
93 cities reporting to the National 
Association of Credit Men main¬ 
tained levels that were generally 
very close to those existent in No¬ 
vember. A report released by the 
association on Jan. 11 states that 
“wholesale collections and sales con¬ 
ditions revealed definite resistence 
to possible seasonal decbnes in 
December.” Forty-nine cities re¬ 
ported “good” collections and 47 
noted “good” sales. Only nine were 
found in the “slow” collections 
column and three in the “slow” sales 
column. 

* « « 

The copper and brass indus¬ 
try believes that the volume of busi¬ 
ness in the building field during 
1936 will more than double that of 
1935, with the result that some 200,- 
000,000 pounds of copper will be 
consumed. This estimate was re¬ 
cently made by Bertram B. Caddie, 
secretary of the Copper and Brass 
Research Association, New York 
City. 


Kitchen Range 
Lighting Fixtures 

In line with the campaign for better 
lighting in the home is the kitchen 
range lighting fixtures of the Greist Mfg. 
Co., New Haven, Conn. It is stated 
that when adjusted above the range, 
the fixture supplies a clear, shaded light, 
without glare, which falls on top of 
stove, preventing shadows. Practically 



all new ranges now being made by large 
manufacturers include as standard or 
optional equipment a lighting device of 
this type, as well as other attractive 
and useful accessories such as the timer, 
condiment set and automatic clock. 
Timing device shown on the two-bracket 
fixture is made by the Lux Clock Mfg. 
Co., Waterbury, Conn., and the Beetle- 
ware condiment may be purchased firom 
the Richardson Co., Melrose Park, Ill. 


Red DevU Handy 
Pack Sandpaper 

Red Devil Handy Pack sandpaper 
and emery paper is useful to house¬ 
keepers, handy men, glass men, me¬ 



chanics and others desiring sandpaper 
in small quantites. It is said to scour 
rust and grease from stove tops, pots 
and pans, clean and smooth floors, trim 
furniture for painting or varnishing, 
remove rust from tire rims of automo¬ 
biles, etc. No. 24 listing at 10 cents 
contains 20 sheets; No. 23 listing at 
5 cents contains 8 sheets. Handy Pack 
fits Red Devil No. 9 holder. Circular 
available. Landon P. Smith, Inc., Ir¬ 
vington, N. J. 
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Stfle changes. The modern lurch* 
en is a room of hidden magic, 
where everything is concealed. 
And Florence opens the door to 
the modem kitchen with beautiful 
new oil ranges in Table Top and 
Console... New models that also 
open a vast replacement market 
among your old customers. 

Florence, a leader for 64 years, 
turns a new page in Oil Stove 
History. 



FRONT PAGE NEWS in 



CONSOLES 


First, the new Florence Table Top Oil Range 
in two fully porcelained models, white or ivory. 
Second, the new Florence Console Oil Ranges 
with open or closed front; porcelain finish in 
white, buflf and ivory, or green and ivory. 

Here’s a line that will unlock new markets 
for you in 1936. Both models shown are fully 
enclosed, with all mechanism and tanks con¬ 
cealed. They fit into the modern kitchen, at¬ 
tract new customers. They give you the new 
and different models with which to approach 
your old customers. 

For 1936 we offer: bigger line, greater value; 
a Budget Plan that dealers like; more national 
advertising, window trims, consumer literature. 
You’ll have more sales—more profit! 


FLORENCE STOVE COMPANY 

Qeneral Offices and Plant, Gardner, Mass.; West¬ 
ern Offices and Plant, Kankakee, Ill.; Sales Offices: 
Merchandise Mart, Chicago; New York, Boston, 

Atlanta, Dallas, Detroit and San Francisco. 


OIL RANGES • GAS RANGES • HEATERS • RANGE BURNERS 
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The 

American 
System of 
Enterprise 

What it is and 
Why it will go on , . . 


By MORGAN FARRELL 

Director, The ChiUon Bureau of 
Economic Research, 


H alf-DROWNED by the 

flood of confused think¬ 
ing, irresponsible utter¬ 
ance and mischievous activity, now 
overwhelming the world, even the 
patient and intelligent American 
Citizen has been driven of late to 
question the soundness of the in¬ 
stitutions which have made his 
country great. 

“Can these people be right?” 
he asks. “Is our splendid day of 
Empire-building over? Is it true 
that our system of enterprise 
could only work when we had a 
continent to develop? Must we 
now settle down to a bread-ticket 
existence—a life of standing in 
line, of hopeless self-denial?” 

“Are these talkers right,” he 
questions, “when they point 
abroad at the state of the world 
and tell us: ‘You see what hap¬ 
pened over there? Dictatorships 
in Spain, Germany, Italy, Russia, 
China, Greece? Thtey had to come 
to it, because Nations, from now 
on must be organized like armies. 


each commanded by a single head. 
Mankind must be handled in 
masses. The days of free-and-easy 
living are gone by—^here as well 
as elsewhere. We must all come 
to the same military formation of 
trade regiments, industrial divi¬ 
sions, economic armies and march 
—march from the cradle to the 
grave. For your capitalistic sys¬ 
tem is dead.’ ” 

That is what we hear on the 
street corners, in the college class¬ 
rooms, in the very halls of the 
Government founded upon this 
American System of Enterprise. 
From the Millions of Marxists, 
Leninites, Hitlerites and the rest 
rolls a thunder of assurance that 
Capitalism has been slain and that 
Communism, the rule of the people, 
reigns in its stead. But even that 
is not enough. The whole world 
must be won over to the Third In¬ 
ternationale, or to Fascism, or to 
National Socialism, or what not— 
preferably by force. 

Well, John Gtizen could stand 
that without much emotion—he did 


not think a great deal of that crew, 
anyway—but, when the same doc¬ 
trines now come to him through the 
voices of the leaders of his own 
people, he begins to take thought. 
“The old order changeth, yielding 
place to the new.” Perhaps, with¬ 
out knowing it, we are already in 
the new order, an order of social¬ 
ization of everything, principally 
Wealth and Property. If that is 
the case, he thinks, we may as well 
turn the direction of American af¬ 
fairs over to those who believe in 
this socialization—or whatever else 
they may call it. 

Now, psychologists tell us that 
continuous dwelling in an atmos¬ 
phere of muddled thinking, eventu¬ 
ally duUs the reasoning faculties to 
such an extent that they are unable 
to recognize even the most elemen¬ 
tary truths. This principle would 
account for the readiness with which 
the typical citizen accepts that 
pointing across the seas of the “look- 
what-happened-to-Europe” school. 

Yet it is pitifully obvious that 
European Nations have surrendered 
to Dictators, not because they rea¬ 
soned that the time had come to 
organize themselves into regiments 
to perform all the tasks of life, but 
because they were in a state of 
Revolution and utterly unable to rea¬ 
son about anything. Revolutions 
have almost always produced Dicta¬ 
tors. Almost. The American Revolu¬ 
tion did not. The American mind 
does not work that way. It is too 
independent. It has a broad toler¬ 
ance for the experiments of its duly 
elected representatives but once con¬ 
vinced of their ineptness, it rejects 
them and all their works, promptly 
and completely. 

The United States came into 
being through this tolerant inde¬ 
pendence of thought. Through its 
driving power this Nation has taken 
first place among the Powers of the 
Earth, and through its re-invigora- 
tion our people will continue to 
progress to higher standards of liv¬ 
ing than any yet established. 

Let us see what we can find in 
the System by which this Nation has 
grown great to warrant our faith in 
its power to perpetuate itself. Some 
call it The Capitalistic System, but 
that does not describe it correctly, 
as we shall see. A more accurate 
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There are three outstanding brands which have been 
consistently improved instead of cheapened. All have 
a strong cotton cord carcass and are known by names 
instantly recognized by merchants wherever garden 
hose is sold. 

BULL DOG CORD-2.braid 

The leading brand of high quality garden hose on 
the market. A strictly quality hose from tube to 
cover. Attractive wide corrugations and distinctive 
chocolate brown color. The hose to sell to discrim* 
inating home owners, estates, parks, contractors, 
country clubs, or wherever a thoroughly superior 
hose is desired. 

VIGILANT-2-braid 

Our largest selling brand of 2*braid garden hose. 
High enough in quality to be considered a strictly 
high grade hose, yet low enough in price to com¬ 
mand a large volume sale and heavy repeat business. 

VIXEN-1-braid 

Here is a low-priced hose of real value. Built to 
supply the demand for a popular priced hose of 
good quality that will give satisfactory service. 

In addition there is a new hose—^TIGER—recently 
developed and placed on the market for the first time 
this season. The price range of these four brands is 
sufficient to cover all demands on the retailer. With 
this concentrated line of only four qualities, the mer¬ 
chant is able to maintain a cleaner stock with the 
smallest possible investment and to avoid the annoy¬ 
ance of odd lots to be sold at a sacrifice when the 
season is over. 


OVekAoCrk THIS one/ 

Here is an outstandins value desisned for the consumer who prefers 
to make a small initial investment but desires a hisher srade hose 
than "All-Rubber" or garden hose made on a price basis only. 

TIGER is built with a cotton cord carcass, lighter, naturally, than 
the higher priced brands, but producing a strong, serviceable hose 
which makes an exceptional value at the price. Use this hose to 
meet all low-priced competition and sell it on the basis of its 
inherent value. 

BOSTON WOVEN HOSE ^RUBBER CO. 

BOSTON. MASS. 
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designation is **The American Sys¬ 
tem of Enterprise,*^ 

A definition of this System in 
terms of economics would be a bit 
too technical for present purposes. 
The essential motivation of the sys¬ 
tem, however, can be stated very 
briefly in single words: individual¬ 
ism, initiative, industry, indepen¬ 
dence. It is not without significance 
that they all be^n with *T.” 
Throughout our entire history the 
vigor, enterprise and resourceful¬ 
ness of the ego have furnished the 
driving power toward a rapid but 
healthy national growth. 

Thus the discoverers, who set out 
upon the stormy Atlantic in their 
frail barks bound for a wilderness 
of unknown terrors, were individual¬ 
ists of the first order. So were John 
Endicott, Roger Williams, Peter 
Minuit, Sir George Carteret, Lord 
Baltimore, Captain John Smith and 
George Oglethorpe, when they 
founded the string of tiny settle¬ 
ments, which grew up into the thir¬ 
teen states. So were the people of 
the prairie-schooner caravans, wind¬ 
ing their way into the West and of 
the raft-borne cabins, drifting down 
the Ohio and the Mississippi. 

They were individualists by se¬ 
lective breeding. They had to be or 
they would never have left their 
European homes and security, to 
face the task of cutting a meager 
living out of the plains and the 
forests of America. They had no 
one to depend upon but themselves. 
Their own acts and decisions alone 
determined whether they and their 
families would survive or perish in 
the long conflict with man and 
nature. 

Perhaps never in modern history 
was there such a distinguished 
gathering of individualists as those 
fifty-six men who filed up to the 
rostrum in Carpenters’ Hall on that 
July day in 1776, one by one, to 
put his head into a noose and his 
name upon the Declaration of In¬ 
dependence. And what is to be said 
of the rugged individualists who 
marched and countermarched in the 
heat and the snows of seven long 
years, to gain for themselves and 
hold for us the right to originate 
and carry on our private business 
vdthout interference from Govern¬ 
ment? 

Such is the ancestry of the Ameri¬ 
can system of enterprise, which 
began to take form immediately 
after the Revolution and reached 
full growth with ^he comiing of 
steam, a quarter-century later. The 
steam engine released more pent-up 
individualism for activity in all di¬ 
rections than any other physical 
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factor in the development of our 
system. 

It started the inventors on their 
way to revolutionize completely the 
manner of living of the nation. 
Th^se individualists mounted their 
steam engines on wheels or set them 
up in boats, thereby inaugurating 
a new era in transportation. They 
connected up their engines to the 
unwieldy flour mills and crude spin¬ 
ning frames of the time, thereby 
setting in motion the machine age 
with its chain of industries extend¬ 
ing back into the depths of the 
earth. 

Inventors Not Alone 

Nor were the invaitors alone in 
their individualism. The railroaders, 
shipmasters, city-builders, machine- 
makers, manufacturers quickly saw 
the opportunity to adapt the new 
inventions to enterprises of their 
own—enterprises on an unprece¬ 
dented scale of magnitude and cost 
which called for more money than 
inventors and promoters could 
scrape together between them. And 
here capital enters upon the scene 
in the shape of the bankers, who 
furnished the funds, usually their 
own, to launch the “Clermont,” 
finance the Camden and Amboy 
Railroad, or construct the cotton 
mills of Fall River. The system, 
from the beginning, was a necessary 
welding of commercial, inventive 
and financial enterprise, and so it 
has remained to this day. None of 
the three could go it alone and any 
two would have made slow progress 
without the third. Together they 
have placed the United States in 
the forefront of the nations of the 
world in industry, wealth and power. 
They have given to the people the 
highest standards of living and of 
independence of action in all his¬ 
tory. 

Now we are told that all this 
progress toward better living for 
all, together with the system, which 
brought it about, must be abandon¬ 
ed at once. The American system 
of enterprise, as we have known it, 
has outlived its usefulness, they say, 
and must be relegated to the dust- 
heap. It is not exactly clear what 
is to be substituted for it, by the 
incurably hopeful experimenters. 
They would, without further 
thought, cast aside a social, political 
and economic organization perfected 
by one hundred and fifty years of 
transcendent national genius. 

Intelligent Americans have listen¬ 
ed and looked on in wonderment as 
the false prophets who always 
spring up in the hours of great con¬ 
fusion and distress and swayed mil¬ 


Dii 


lions by their unproven libels upon 
our established economic institu¬ 
tions. When their hold upon the 
credulous and unhappy masses could 
not be maintained by sheer abuse of 
the system they came forward with 
their schemes for dividing the 
wealth of the nation, for unearned 
old-age incomes, for regulating the 
banks out of existence. 

The Longs, the Townsends, and 
the Coughlins have had their in¬ 
nings, but we still have with us a 
far more powerful party dedicated 
to the negation of the individualism, 
which is America—^more powerful 
because it is in possession of the 
official means to enforce its doc¬ 
trines—^nothing less than the execu¬ 
tive and legislative sections of the 
Government itself. 

We do not propose, here, to take 
part in a political controversy. It 
is not necessary. We have set out 
to show what the American system 
of enterprise is and why it will con¬ 
tinue with renewed strength despite 
the aberrations of political leaders 
and the setbacks of a world depres¬ 
sion. 

We have seen that the essential 
elements of this system of ours are 
individualism, initiative, industry 
and independence. Because that 
is so, it follows that the system itself 
cannot die until those four are de¬ 
stroyed. And that will not happen 
because the individualist does not 
want it to happen and will resist it 
with all his might. 

Individualism and initiative are 
tlie marks of all true Americans 
today, as always. Not one of them 
would voluntarily submit to regi¬ 
mentation. Why, they would not 
even submit to the necessary disci¬ 
pline of the Army and Navy during 
the war, even though it was then a 
matter of life and death. Never 
was such an undisciplined Army as 
ours and never one with more dash 
and initiative. It is just the same 
now, with the body of our people. 

The only classes who really want 
regimentation, here, are the heredi¬ 
tary goose-steppers, transplanted 
from Europe and the hordes of un¬ 
fortunates whose spirits are too 
damaged by the economic catas¬ 
trophe to care what is done to them 
provided they can have food and 
shelter. Even they would hardly 
submit if they had their jobs once 
more. 

A thoughtful consideration of 
what the theorists who believe in 
domination by the State have thus 
far done and left undone leads 
straight to the conviction that they, 
at least, can never undo our tradi- 
(Continued on page 106) 
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READY? Barrett will 

help yon cash in on a 
big reroofing market 

In every community scores of houses are waiting for new roofs. 
Not for years has the need for reroofing been so great! 

Barrett will help you cash in on the demand. Barrett offers a 
complete line of time-tested and time-proved Barrett Asphalt 
Shingles, in styles, colors and weights to suit every taste and 
every pocketbook. The liberal Barrett Monthly Payment Plan 
makes it easy for customers to buy—and the dealer ^ts paid 
in full IN CASH when the job is finished. 

It’s a golden opportunity to make money selling Barrett 
Asphalt Shingles. Are you ready for it! 

Tni TICHNICAL SIRVICI BURIAU of the Barrett Company 
invites your consultation with its technically trained staff, 
without cost or obligation. Address The Technical Service 
Bureau, The Barrett Company, 40 Rector Street, New York. 


THE BARRETT COMPANY, 40 RECTOR STREET, NEW YORK, N. Yi 


2800 So. Sacramento Avenue, Chicago, Illinois m Birmingham, Alabama 
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A, L. SHERK, of A. L. 
Sherk & Son, retail hardware, 
Chambersburg, Pa., is probably 
one of the best known retail 
hardware merchants in the Key¬ 
stone State, especially among 
traveling salesmen. He grew up 
in the business, having started 
in 1872 with his uncle, R. E. 
Tolbert, who was then operat¬ 
ing in Giambersburg, under the 
firm name of R. E. Tolbert & 
Son. In 1890, the firm name 
was changed to Sherk & Solen- 
berger, which continued until 
1898, when Mr. Sherk pur¬ 
chased complete control. In 
A. L. SHERK 1916, the firm’s present name 

was adopted. The business has always occupied the same 
location, although the interior and exterior have been re¬ 
modeled several times. Mr. Sherk, at 73, is a very active 
member of the firm. He has been a director in the Me¬ 
chanics’ Building and Loan Association for 42 years, and 
a director of The Valley National Bank for more than 20 
years. Both are progressive institutions of his home city. 
Most of his spare time from business is spent at his moun¬ 
tain home located about 15 miles from Chambersburg, in 
the Roxbury Mountains. He enjoys nature, and derives 
much pleasure in trees, planting new ones and beautifying 
the old ones. Several hundred of his trees are marked 
with aluminum tags bearing the ^ames of his many friends. 


CHAS. L. SCHLATER, 
qualified for the Hardware Ace 
50 Year Club with 10 more 
years of service in the hardware 
business to his credit than are 
required for membership. His 
hardware care^ began in 1875, 
with John G. Brenner & Son 
Co., Philadelphia, Pa., where 
he remained for two years. 

In 1877, he became a sales¬ 
man for the Russell & Er¬ 
win Mfg. Co., and when that 
company removed its stock from 
Philadelphia, he obtained a 
position as a salesman for the 
New Jersey Wire Cloth Co., a 
subsidiary of the John A. CHAS. L. SCHLATER 
Roebling’s Sons Co., Philadel¬ 
phia, and Trenton, N. J. In April, 1935, Mr. Schlater, 
who is 76, was retired from this latter position on account 
of age. Since then, he has made his headquarters at his 
home 6416 N. Sixteenth St., Philadelphia, and has con¬ 
tinued to call on the hardware trade, selling a limited 
number of specialties. When he started in the hardware 
business, 60 years ago, in Philadelphia, he says, hardware 
jobbers were almost three times as numerous as they are 
today. He has two hobbies, one is atending to business, 
and the other is going fishing whenever he gets a chance. 


M en who have given a half a century or more 
of service to the hardware business merit 
some special recognition, as well as the ac¬ 
claim of the entire industry. The Hardware Age 
FIFTY-YEAR CLUB is dedicated to that purpose. 
There are no dues, obligations, rituals, conventions, 
or assessments, and men who entered the hardware 
business prior to 1885 are eligible. Hardware Age 
salutes these half-century veterans and will welcome 
additional members: 


ABRAHAM 6ARIS, of 109 
St. Elmo St., Lansdale, Pa., has 
a record of service as a retail 
hardware salesman that prob¬ 
ably has few equals. Mr. Garis 
sold hardware at retail for a 
total 64 years. He began work¬ 
ing at his first hardware job at 
the age of 18 in 1871, and 
worked for his first employer 
for 13 years. Following this, he 
entered the employ of J. S. 
Geller, then a hardware mer¬ 
chant in Lansdale, and for the 
next 50 years he worked in the 
same establishment. When Mr. 
Geller passed away in 1915, Mr. 
Garis continued in the store, 
which was operated by Mr. Geller’s estate. In 1925 the 
business was purchased by J. M. C. Speirs, and Mr. Garis 
continued to work for the new owner until iU health com¬ 
pelled him to retire about a year ago. He has been a 
member of St. John’s Reformed G)ngregation for about 48 
years, and is also a member of the J. J. Rothrock Men’s 
Bible Class of the St. John’s Church School. He served as 
treasurer of the Church School from 1902 to 1934, and 
was then elected treasurer emeritus. Although Mr. Garis 
is now retired at the age of 83 he maintains an active 
interest in the hardware business. 


ABRAHAM GARIS 







r\WH» 




BRINGS YOU 
UNUSUAL PROFIT 
OPPORTUNITIES 

Investigate at once! 


The Gearless, Chainless "Bike" 



Nearest thing to 


perpetual motion 

Read these 
Press Comments^ 

CUcage Smdav TrAviw.. ."Mlonl 
b^Ung girit go in ^Inleti, 
georieee biket.^ 

Wisconsin Nows (Milwaukee) .. . 
"hventon rode from Ckicogo lo 
Milwaukee In 9 hours.'' 

Miami Hure/d... "Post becoming 
o popular fad In Miami." 

Fopohr Science MoniMy ... "Rider 
propels Ike strange vehicle by rais¬ 
ing ond lowering his body." 

Chicago Harold A Cxamlnar . . . 
"h4agici The next best iMng to per¬ 
petual motion." 

Oaaahnd Plain Daalor . . . "Has 
gri^^the foncy of vocationisb ot 


Here it that ''something new" the sporting goods trade has long wanted. 
INGO-BIKE... the simplest self-propelled vehicle that has ever been invented. 

Although it has no pedals, sprockets or chain, this amazing new wheel 
maintains a speed up to SO miles per hour with scarcely any noticeable effort 
on the part of the rider. The silence of its gliding motion as it speeds safely in 
and out of heavy traffic, the thrill of the healthful, graceful movement, which 
we call "body rhythm," the absence of parts to entangle clothing, the fact 
that two can ride one INGO-BIKE, and that one size and one model fits both 
sexes and all ages • . . these combine to make INGO-BIKE a natural seller. 

Investigate INGO-BIKE now. Get the benefit of its sensational demon- 
strating-advertising value for your store. Crowds gather wherever it is shown. 
Remember, the big profits from selling INGO-BIKES will go to those who 
"get in early." Write for dealer proposition . . . today. Address 

INGERSOLL STEEL & DISC CO. 

Division of Borg-Worner Corporation 

2805 STRAUS BLDG. - CHICAGO, ILLINOIS 





CONVENTION CALENDAR 


American Hardware & Supply 
G)mpany’s Twenty-fifth Annual 
Dealer Meeting and Exhibit, Pitts¬ 
burgh, Pa., Jan. 27 and 28, 1936. 
Business sessions and exhibition: 
The company’s headquarters, 41-43 
Terminal Way. Wm. M. Stout, gen¬ 
eral manager. ' 

American Sporting Goods Asso¬ 
ciation Annual Convention and Ex¬ 
hibition, Hotel Sherman, Chicago, 
Jan. 27 to Feb. 1 inclusive, 1936. 
John Hatton, managing director, 
care Hotel Sherman, Chicago. 

First International Housewares 
Show, Chicago, January, 1936. Spon¬ 
sored by and held in the Merchan¬ 
dise Mart,' concurrently with the 
Furniture, Lamp, Floor Covering, 
Curtain—Drapery, and Glassware, 
China and Pottery Markets. 

HaU Hardware Company’s Thirty- 
third Annual Stockholders’ Meeting, 
Convention, and Exhibit, Minne¬ 
apolis, Minn., Feb. 18 to 20 inclu¬ 
sive, 1936. Business sessions and 
exhibition: The company’s build¬ 
ing, 6th to 7th Ave. No. on Third 
St. G. E. Hall, president and man¬ 
ager. 

Idaho Retail Hardware and Im¬ 
plement Dealers Association Annual 
Convention, Pocatello, Idaho, Jan. 
23 and 24, 1936. Tentative head¬ 
quarters: Bannock HoteL E. Bell, 
acting secretary. Box 1254, Boise, 
Idaho. 

Illinois Retail Hardware Associa¬ 
tion 39th Annual Convention and 
Exhibit, Peoria, Ill., Feb. 4 to 6 
inclusive, 1936. Exhibit: State 
Armory. Headquarters: Pere Mar¬ 
quette Hotel. C. G. Gilbert, secre¬ 
tary, 1155 Merchandise Mart, Chi¬ 
cago, ni. 

Indiana Retail Hardware Associ¬ 
ation Annual Convention and Ex¬ 
position, Indianapolis, Ind., Jan. 28 
to 31, inclusive, 1936. Sessions and 
Exposition; Murat Temple. Head¬ 
quarters: Lincoln HoteL G. F. 
Sheely, managing director, 130 E. 
Washington Bldg., Indianapolis. 

Iowa Retail Hardware Association 
38th Annual Convention and Ex¬ 
hibition, Des Moines, Iowa, Feb. 11 
to 14 inclusive, 1936. Headquarters 
and business sessions: Hotel Savery. 
Exhibit: Coliseum. Philip R. Jacob¬ 
son, secretary, Mason City, Iowa. 

Kentucky Hardware and Imple¬ 
ment Association Annual Conven¬ 


tion and Exhibition, Louisville, Ky., 
Jan. 21 to 23 inclusive, 1936. Head¬ 
quarters, business session and ex¬ 
hibit: Seelbach HoteL J. Stone, 
Rfwtm 9, Seelbach HoteL llouisville. 

Michigan RetaO Hardware Asso¬ 
ciation Annual Convention and Ex¬ 
hibition, Detroit, Mich., Feb. 11 to 
15 inclusive, 1936. Headquarters: 
Statler HoteL Business sessions and 
exhibit: Masonic Temple. Harold 
W. Bervig, secretary, 1112 Olds 
Tower Bldg., Lansing, Mich. 

Minnesota Retail Hardware As¬ 
sociation 40th Annual Convention 
and Exhibition, Minneapolis, Minn., 
Jan. 21 to 24, inclusive, 1936. Ses¬ 
sions and exhibit: Municipal Audi¬ 
torium. C. J. Christopher, manager- 
treasurer, Nicollet and 24th Sts., 
Minneapolis, Minn. 

Missouri Retail Hardware Asso¬ 
ciation 38th Annual Convention and 
Exhibition, St. Louis, Mo., Feb. 18 
to 20 inclusive, 1936. Headquarters, 
exhibition, and sessions. New Jef¬ 
ferson HoteL F. X. Becherer, sec¬ 
retary, 2861 Gravois Ave., St. Louis. 

Montana Implement and Hard¬ 
ware Association Annual Conven¬ 
tion, Butte, Mont., Feb. 13 to 15 
inclusive, 1936. Headquarters and 
sessions: Finlan HoteL R. M. 
O’Heam, secretary, Bozeman, Mont. 

Mountain States Hardware and 
Implement Association 34th Annual 
Convention, Denver, Colo., Jan. 20 
to 22 inclusive, 1936. Headquarters 
and sessions: Cosmopolitan Hotel. 
John T. Bartlptt, secretary, 2005 
Mapleton Ave., Boulder, Colo. 

National House Furnishing Ex¬ 
hibit, 9th AnnuaL Chicago, Jan. 5 
to 11 inclusive, 1936. Headquarters 
and exhibition: Stevens Hotel. 
Under auspices of National House 
Furnishing Manufacturers Assn., 
Inc., 228 N. La Salle St., Chi¬ 
cago, ni. 

National Sporting Goods Distrib¬ 
utors Association 6th Annual Con¬ 
vention, Cleveland, Ohio, Jan. 19 
and 20, 1936. R. L. Kroesen, presi¬ 
dent, 1909 E. 13th St., Cleveland, 
Ohio. 

Nebraska Retail Hardware Asso¬ 
ciation 35th Annual Convention. 
Lincoln, Neb., Feb. 4 to 6 inclusive, 
1936. Headquarters and sessions: 
Comhusker Hotel. George H. Dietz, 
secretary, 414 Little Bldg., Lincoln. 
Neb. 
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New England Hardware Dealers 
Association 43rd Annual Convention 
and Exhibition, Hotel Statler, Bos¬ 
ton, Mass., March 11 to 13 inclusive, 
1936. G. C. SmaU, secretary, 140 
Federal St., Boston, Mass. 

New York State Retail Hardware 
Association 34th Annual Convention 
and Exposition. Headquarters and 
business sessions at Hotel Syracuse, 
and Exposition at State Armory, 
Syracuse, N. Y., Feb. 11 to 14 in¬ 
clusive, 1936. John B. Foley, secre¬ 
tary, 510 Hills Bldg., Syracuse, 
N. Y. 

North Coast Hardware and Im¬ 
plement Association Annual Con¬ 
vention, Seattle, Wash., Jan. 31 and 
Feb. 1, 1936. Headquarters and ses¬ 
sions: Olympic HoteL Ray Cava¬ 
naugh, secretary, 1148 Pacific Ave., 
Tacoma, Wash. 

North Dakota Retail Hardware 
Association Annual Convention and 
Exhibit, War Memorial Bldg., 
Devils Lake, N. D., Feb. 4 to 6 in¬ 
clusive, 1936. Louise J. Thompson, 
secretary, 21 Clifford Bldg., Grand 
Forks, N. D. 

Ohio Hardware Association 44di 
Annual Convention and Exhibition, 
Cincinnati, Ohio, Feb. 18 to 21 in¬ 
clusive, 1936. Business sessions, 
headquarters, and exhibition: Neth- 
erland Plaza Hotel. John B. Conk¬ 
lin, secretary, 175 S. High St*, 
Columbus, Ohio. 

Oklahoma Hardware and Imple¬ 
ment Association 33rd Annual Con¬ 
vention and Exhibition, Oklahoma 
Qty, Okla., Jan. 28 to 30 inclusive, 
1936. Sessions and exhibit: Ma¬ 
sonic Temple. Chas. F. Nelson, 
secretary, 301 Key Bldg., Oklahoma 
City, Okla. 

Pacific Northwest Hardware & 
Implement Association Annual Con¬ 
vention, Spokane, Wash., Jan* 28 
and 29, 1936. Headquarters and 
sessions: Davenport HoteL Lee F. 
Olney, secretary, S. 121 Madison 
St., Spokane, Wash. 

Panhandle Hardware and Imple¬ 
ment Association Annual Conven¬ 
tion, Amarillo, Tex., Feb. 3 to 5 in¬ 
clusive, 1936. C. L. Thompson, sec¬ 
retary, Canyon, Tex* 

Pennsylvania and Atlantic Sea¬ 
board Hardware Associadon Annual 
Convention and Exhibition,* Balti¬ 
more, Md., Feb. 24 to 28 inclusive, 
(Continued on page 76) 
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A BETTER OIL 

SELLING AT THE SAME PRICE! 


POLMERIK 


POtMERIK 


pol-merik 




LIMSEEDOIL 


on 

UNSEED oti 


linseed oil 


llMSEJOpiL 


IINSEEDOII 

Archer - Daniels -Miiium tt 




WHY 

POL-MER-IK LINSEED OIL 

IS REPLACING ORDINARY RAW AND BOILED 


POL-MER-IK Linseed Oil in cans is replacing regular raw and boiled because it’s a better 
oil and sells at the same price. POL-MER-IK is a 100 per cent pure linseed oil, 10 per cent 
of which has been actually kettle-cooked to a varnish body. Because of the heat-treated 
oil which POL-MER-IK contains, it will impart to paint a higher gloss and a harder finish 
and greater wearing quality. These facts are recognized by leading paint manufacturers 
who formerly cooked their own oil in order to obtain these properties in their paint, but 
who now use POL-MER-IK oils. It’s better than regular linseed oils, as light in color, and 
should be used for mixing paint in exactly the same manner as regular linseed oil. 





POL-MER-IK IN CANS 

MEANS MORE MONEY FOR YOU 




THERE is a definite profit advantage in selling POL-MER-IK in cans. In the first place, 
canned oil is not a perishable product. Canned oil prevents the losses of bulk selling, 
such as drips, over-measuring, and foots in the bottom of barrels. You buy a gallon and 
you sell a gallon—and you give your trade, at no increase in price, the best linseed oil on 
the market. 

POL-MER-IK IS AVAILABLE IN EITHER RAW OR BOILED IN PINTS, QUARTS, ONE- AND TWO-GALLON CONTAINERS, AND RVE-GALLON DRUMS. 


ARCHER • DANIELS • MIDLAND CDMPANY 

MINNEAPOLIS, MINNESOTA 
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tion, Amarillo, Tex., Feb. 3 to 5 in¬ 
clusive, 1936. C. L. Thompson, sec¬ 
retary, Canyon, Tex. 

Pennsylvania and Atlantic Sea¬ 
board Hardware Association Annual 
Convention and Exhibition, Balti¬ 
more, Md., Feb. 24 to 28 inclusive, 
1936. Sessions and exhibition: 5th 
Regiment Armory. Hotel Headquar¬ 
ters and Entertainment: Lord Balti¬ 
more Hotel. W. Glenn Pearce, 
managing director, 400 N. Broad 
St., Philadelphia, Pa. 

Southern California Retail Hard¬ 
ware Association Annual Conven¬ 
tion and Exhibition, Los Angeles, 
Cal., Feb. 11 to 13 inclusive, 1936. 
Headquarters, sessions and exhibit: 
Ambassador Hotel. J. V. Guilfoyle, 
managing director, 1122 Pacific Na¬ 
tional Bldg., Los Angeles, Cal. 

South Dakota Retail Hardware 
Association 31st Annual Convention 
and Exhibition, Sioux Falls, S. D., 
Jan. 28 to 30 inclusive, 1936. Ses¬ 
sions and exhibition: Coliseum. C. 
J. Christopher, manager-treasurer, 
Nicollet and 24th Sts., Minneapolis. 

Southern Hardware Jobbers’ As¬ 
sociation Forty-sixth Annual Con¬ 
vention, jointly held with the 
American Hardware Manufacturers’ 
Association Seventy-second Semi- 
Annual Convention, Memphis, Tenn., 
April 20 to 23 inclusive, 1936. Sec¬ 
retary Manufacturers’ Association: 
Chas. F. Rockwell, 342 Madison 
Ave., New York City. Secretary 
Jobbers’ Association: T. W. McAl¬ 
lister, 1020 Grant Bldg., Atlanta, 
Ga. 

Southeastern Retail Hardware and 
Implement Association 22nd Annual 
Convention and Exposition, City 
Auditorium, Atlanta, Ga., May 19 
to 21 inclusive, 1936. H. M. Sim¬ 
mons, secretary, 317 Ten Forsyth 
Street Bldg., Atlanta, Ga. 

Texas Hardware and Implement 
Association 38th Annual Conven¬ 
tion, Hotel Adolphus, Dallas, Tex., 
Jan. 21 to 23 inclusive, 1936. Dan 
Senates, secretary. College Station, 
Tex. 

Triple Convention of the South- 
•em Supply and Machinery Distrib- 
titors’ Assn., the American Supply 
and Machinery Manufacturers’ 
Assn., and the National Supply and 
Machinery Distributors’ Assn., Hotel 
Ambassador, Atlantic City, N. J. 
sometime in April, 1936. Secretary, 
National Associatioq: H. R. Rine¬ 
hart, 505 Arch St., Philadelphia, Pa. 
Secretary, American Association: R. 
Kennedy Hanson, 916 Clark St., 
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Pittsburgh, Pa. Secretary. Southern 
Association: Alvin M. Smith, c/o 
Smith-Courtney Co., Richmond, Va. 

The Hardware Association of the 
Carolinas Annual Convention, 
Charleston, S. C., June 9 to 11 in¬ 
clusive, 1936. Headquarters and ses¬ 
sions: Francis Marion Hotel. Arthur 
R. Craig, secretary, 803 Commercial 
Bank Bldg., Charlotte, N. C. 

The Retail Hardware Association 
of Alabama, Inc., Annual Conven¬ 
tion and Exhibit, Mobile, Ala., May 
5 to 7 inclusive, 1936. Headquarters, 
sessions, and exhibit: Battle House. 
J. H. Crowe, secretary, 410 N. 
Twenty-first St., Birmingham, Ala. 

Virginia Retail Hardware Asso¬ 
ciation Annual , Convention, Rich¬ 
mond, Va., Feb. 25 and 26, 1936. 
Headquarters and sessions: John 
Marshall Hotel. Thomas B. Howell, 
secretary, 602 E. Broad St., Rich¬ 
mond, Va. 


EHsplaj For Red Devil 
Glass Cutters 

Landon P. Smith, Inc., Irvington, 
N. J., has announced a display con¬ 
tainer for its Red Devil glass cutters 
which is said to eliminate rust apd 
protect the wheel until it gets to ^e 
user. This display is supplied for Red 



Devil glass cutters No. 024 (World’s 
Standard), No. 023 (ball knob) and 
No. 48 (turret head) at no extra 
charge. To obtain display add letter D 
after number of Red De^ cutter when 
ordering. Supplied through whole¬ 
salers. 


K-D Plier Set 

The K-D Mfg. Co., Lancaster, Pa., 
is offering a set of four 4% inch pliers 
for ignition, electrical, and radio work; 
model making and for reaching hard- 
to-get-at places in general household 
use. According to the maker, they are 
of special alloy steel, specially tem¬ 
pered for correct hardness and packed 
in a convenient, pressed sted box. 


Western Retail Implement and 
Hardware Association 47th Annual 
Convention and Exhibition, Kansas 
City, Mo., Jan. 14 to 16 inclusive, 
1936. Sessions: Ararat Temple. 
Hardware-Farm Equipment Exhibi¬ 
tion: New Municipal Auditorium. 
Geo. L. (Oldman, director of ex¬ 
hibits. Herbert J. Hodge, secretary, 
Abilene, Kan. 

West Virginia Hardware Associa¬ 
tion Annual Convention, Greenbrier 
Hotel, White Sulphur Springs, W. 
Va., Jan. 20 and 21, 1936. H. B. 
Glower, secretary, Oak Hill, W. Va. 

Wisconsin Retail Hardware Asso¬ 
ciation 40th Annual Convention and 
Exhibition, Milwaukee, Wis., Feb. 
4 to 7 inclusive, 1936. Business ses¬ 
sions and exhibit: Milwaukee Audi¬ 
torium. George W. Kornely, ex¬ 
hibit manager, 3374 N. Green Bay 
Ave., Milwaukee, Wis. H. A. Lewis, 
executive secretary, Stevens Point, 
Wis. 



Each is of a distinct type—Standard, 
Parrot Nose, Needle Nose and Flat 
Nose. All four are said to be rust- 
proofed with a polished silver-like 
finish. 


Counter Display For 
Ventilating Window Fast 

P. & F. G>rbin, New Britain, Conn., 
are offering an attractive counter car¬ 
ton which holds 12 of its No. 1414 
bronze or 01414 steel ventilating window 
fasteners, each in an individual box. 
Colors are black and orange, and the 
illustration shows an intruder in a 
nursery bedroom foiled by a fastener 
which prevents the opening of the sash 
beyond the safety point. 



HARDWARE AGE 


Digitized by 


Google 


















Bulletin On Rudd^s 
Garage Door Braces 

Car Products Co., 1213 W. Third 
St., Cleveland, Ohio, has recently issued 
bulletin 12-B on Rudd’s garage door 
braces, a new line of door braces for 
sagging garage and bam doors, It is 
stated that the braces are strong in 
every detail—^will not bend or break— 
and end plates are designed to evenly 
distribute strain on the screws. Ac¬ 
cording to the manufacturer the braces 
are adapted for heavy outside as well 
as light inside doors. Bulletin gives 
complete specifications. 

Conco Offers 
Vegetable Slicer 

The Conco Vegetable Slicer is ad¬ 
justable for various size slices, from 
tissue paper thinness to quarter inch 
thickness. Slicer is finished in green 
enamel with an aluminum blade holder. 
Frame is of cast iron. Guide mechan¬ 
ism is heavily tinned and cutting 



blades are hardened, tempered, ground 
and polished steel. Safety device per¬ 
mits the last bit of vegetable being 
sliced without endangering the fingers. 
Slicer comes completely apart for 
thorough cleaning by the removal of 
one nut. Conco Engineering Works, 
Mendota, Ill. 

WcMister Animated 
Brush Display 

This electrically driven and illumin¬ 
ated animated display is made by The 
Wooster Brash Co., Wooster, Ohio, for 
its dealers. It consists of a number of 
humorous painting scenes which con- 
suntly change while Ted the Tester 
keeps swinging on a Wooster Foss-Set 
Brush. Display is over five feet wide by 
five feet high. 




She laughs! • • • the lady who buys a box of tacks. ^'Why should a tack 
be sterilized?^* 

Back in 1930 we asked ourselves: ”Why not?** Upholsterers, furniture 
makers, leather workers, window trimmers, carpet layers, sign posters—in 
all these trades they ^eat^ tacks. And we can show you thousands of letters 
from experienced craftsmen, praising Cross Sterilized Tacks because they 
are sterilized, clean, 100% usaole, blued in high-heat 
electric furnaces, and made of best domestic materi¬ 
als. They also like ’em because the heads stay on, 
the points are needle-sharp, the shanks are straight 
and strong They find profit in the fact that Cross 
Sterilized Tacks are packed clean in rust-resisting 
boxes, to full net weight. 

If these reasons appeal to the professional user, 
they’re good sales points for all your trade. Quality 
is a factor in your ousiness, as well as in ours. 


Uniform—100% usable 
—no enlls 
Slerillaed 

Packed clean — no dirt 
Blued in high heat elec¬ 
tric fhmaM 
Made of best domestic 
materials 

Needle sharp points 
Bound centered heads 
stay on 

Straight strong shanks 
Fnll net weight 



UPHOLSTERERS • CARPET • CARPET LAYING • COPPER 
WEBBING • GIMP • HIDE • LACE • WIRE CLOTH STAPLES 
BILL POSTERS • DOUBLE POINTED • CLOUT NAILS 


a// 




Sold in 

these distinctive boxes 

RED—BLACK—WHITE 


.. // tAey’re 


YOUR JOBBER HAS CROSS, OR CAN GET THEM FOR YOU 


W.W.CBO$S S-CaiNCEASTJAFFBEY.N.H. 
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The Adams Family 
of Colorado 


By SAUNDERS NORVELL 


T he story of the hardware 
Adams family of Colorado 
is a most interesting one. 
Alva Adams, the head of this 
family, at one time or another 
owned outright or was interested 
in six retail hardware stores in 
Colorado. He found time not¬ 
withstanding the general manage¬ 
ment of these stores to serve the 
state of Colorado as Governor 
for two terms. His son, Alva B. 
Adams, is now serving the state 
of Colo]:ado in the United States 
Senate. 

When I traveled in Colorado, I 
had the good fortune of meeting 
Governor Adams in Pueblo. His 
store was a good customer of the 
Simmons Hardware Company at 
that time and upon my arrival in 
Colorado one of the first sales I 
made was to Governor Adams’ 
store in Pueblo. At that time the 
Governor personally attended to 
the buying for his hardware 
stores. Shortly afterwards I was 
called to St Louis to take a posi¬ 
tion in the house. In 1906 I went 
to Denver to attend a meeting of 
the Colorado Retail Hardware 
Association. On this occasion the 
Executive Committee of the As¬ 
sociation accepted an invitation 
from me to attend a banquet at 
the Brown Palace Hotel on the 
evening of Feb. 8, 1906, to which 
were invited all of the hardware 
dealers, jobbers and hardware 
traveling salesmen in the state. 
This dinner was unique because 
the toastmaster was Alva Adams, 
then ex-Govemor of Colorado. 
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Governor McDonald and Mayor 
Speer of Denver were also present 
on this occasion. Among the lo¬ 
cal jobbers present were George 
Tritch, Lucius Moore and F. A. 
Ellis, N. A. Gladding represented 
the manufacturers, and all of the 
representative hardware salesmen 
of all the hardware jobbers sell¬ 
ing goods in Colorado were there 
too—five hundred in all. 

An old newspaper clipping re¬ 
calls that the invitations to this 
banquet were printed on sheets of 
sandpaper with the suggestion 
that the invitations be used to 
smooth out any rough places in 
the program. No doubt many of 
the oldtimers in Colorado will 
remember this banquet. Some of 
the speakers and their subjects 
were as follows: 

“HARDWARE JUNK”—F. C. Moys, 
Boulder. 

THE OLD TIME TRAVELING MAN 
—D. M. Harding, Canon Gty. 

THE MIDDLEMAN—He works both 
ends—W. S. Wright, Omaha. 

THE MEANEST MAN IN TOWN- 
My Friend—My Competitor—^H. B. 
Brown, Trinidad. 

THE MAN WHO PAYS FOR OUR 
AUTOMOBILES — The Retailer— 
Fred Tritch, Denver. 

A TOKEN OF APPRECIATION— 
John Killin, Pueblo. 

The menu was called “BILL 
OF LADING” and some of the 
dishes were as follows: 

CREAM OF AXLE GREASE, a la 
Lucius Moore 

FILET OF BURRO, with ox shoes 
style early Leadville, John Foutz 
KILLIN’S PUEBLO ASPARAGUS 


KNOCK OUT PUNCH, a la Moys 
HOT BIRD ON TRUST, a la Barkley 
CORBIN PEAS ELUS HOMINY 
AMAZONIAN SALAD—Piece de Re¬ 
sistance 

TROXEL BISCUIT GLACE 
GEORGE MAYER ASSORTED 
CAKES 

COLORADO SPRINGS CHEESE, a 
la Jim Barnes 

McCarthy crackers 
ROUND-UP COFFEE, A LA EDDY 
CIGARS-“THE BURNING SHAME” 
“Smoke, smoke in this world, some 
in the next.” 

SPEAKING 

EXGOVERNOR ALVA ADAMS, 
TOASTMASTER—“Evil commoni- 
cations corrupt good manners.” 

But all this simply leads up to 
the interesting history of the 
Adams family in the hardware 
business in Colorado. Recently, 
I wrote Senator Adams in Wash¬ 
ington, told him all about the 
banquet when his father presided 
as toastmaster, asked him to give 
me some information about his 
family history in the hardware 
business in Colorado, and now 
I am in receipt of a manuscript 
from his covering their story, as 
follows: 

“Alva Adams came to Colorado 
in 1871, having driven across the 
plains as a young man barely of 
age, to bring a sick brother in 
an effort to secure the benefits of 
the Colorado climate. His first 
activity in the hardware business 
was in connection with Mr. Joe 
Wilson of Colorado Springs, for 
whom he worked for a short time. 
In 1872 he purchased a small 
hardware and lumber business 
from Mr. Wilson. He had no cash 

HARDWARE AGE 

by Google 


25th Anniv ersary Special 

m QUART SAUCE PAN 

To Retail for Only 39c 

(Regular Retail—65/) 

ideally suited for building up unit 
of sale and increasing store traffic. 


During 1936 the West Bend Aluminum Company 
will celebrate its 25th Anniversary. One of the fea¬ 
tures of this birthday year will be a special on the 
quart Sauce Pan in the New Matched Line. 
This beautiful Sauce Pan will be available in either 
the Satin-Ray or the Silver-Sheen finish, and will 
retail for only 39/ (slightly higher in the West). 
And yet with this bargain price you will enjoy a 
50% mark-up. 



other numherm <n (he fast teUino matelted Utte: 

* quart Sauoe 6 quart Carared Kettle 
quart Doable Boiler 
2 quart Percolator 
8 eup Drip Coffee Maker 


Pane 

4 and 6 quart Sauce Pots 
4 quart Whistllnq Tea Ket- 


Thm Stuin-Ray finigh ig availabU udth either red or black 
molded trim; the Silver-Sheen finigh ig avaUabU udth the 
black molded trim only. 



Each Anniversary Sauce Pan will carry an attrac¬ 
tive band commemoratiiig the 25th Anniversary 
and briefly listing the items in this line. A striking 
cut-out display card will also be available. 

For further information send for descriptive 
bulletins. 

Celebrate with West Bend during 1936—^Anniver¬ 
sary Specials and Matched Sets will mean larger 
unit sales and greater profits! 

WEST BEND ALUMINUM CO. 

Dept. W30 West Bend, Wisconsin 



One qutllty, two ilzes, with Improred easy 
"one hand" catch. Patented blade and anvil 
conatnictlon cuts easier, quicker, cleaner. 
Rustproof chrome finish; strong, unbreakable 
patented construction. $1.25 and $1.75 Retail 


CLIPPER PRUNERS 

This unusually popular, nationally advertised 
type of pruner Is furnished In price range from 
to $1.50 Retail. The standard $1.00 
Pruner Is an outstanding seller. New "one 
hand" catch; blade and hook hardened and 
tempered; all steel; finely polished cutting 
parts; replaceable blade and hook. 


Seymour Smith Pruners 
are all beautifully pack¬ 
aged. Pruners furnished 
In colorful display cartons 
as illustrated. Display 
cards, booklets, folders, 
etc., available. National¬ 
ly advertised in leading 
magazines. 


SNAP-CUT” Tree and Shmb PRUNER 

A new, amazingly efficient pruner with the fa¬ 
mous "Snap-Cut” construction. In 6-ft. and 4-ft. 
lengths, all steel operating parts mounted on alum¬ 
inum shaft. Saves reaching or bending over. 
■ *. length. $4.00; 4-ft. length. $3.50 Retail. 


Seymour Smith & Son, Inc 

OikvIlle, Connecticut 


are sending l-o 

^ fills valuable 

lOl BOOK/^ 

in answer to our advertise-, 


fnents in bi^ national magazines. 


BRING CUSTOMERS into your store 

WITH THIS Sales Pulling DISPLAY CARD I 

This card, given free with purchase of “Snap-Cut” Pruners, in your window 
or on your counter, will bring many prospects into your store; will help 
you sell more pruning tools. 

Seymour Smith manufactures a complete line of high quality pruning 
shears, hedge shears, tree trimmers, lopping shears, saws, bull rings, etc., etc., 
all beautif^ly packaged, nationally advertised and fully guaranteed. It 
will pay you to feature Seymour Smith Tools, especially outstanding items 
.such as the following— 
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or capital resources, but Mr. Wil¬ 
son accepted his note for the 
entire purchase price. 

“Late in ’72, Alva Adams 
moved his stock of goods and 
business to South Pueblo which 
had just been organized. In 1873 
he moved his business to the town 
of Del Norte in the San Luis 
Valley, which was then the dis¬ 
tributing point for the various 
newly opened mining camps in 
the San Juan region. The Denver 
and Rio Grande railroad at that 
time was building south from 
Pueblo toward the San Luis Val¬ 
ley, but had not as yet crossed 
the Range. While a resident of 
Del Norte, the State of Colorado 
was admitted to the Union and 
Alva Adams was elected a mem¬ 
ber of the first state legislature. 

“In 1877 he moved his business 
to the town of Garland on the 
eastern side of the San Luis Val¬ 
ley, which town was then the 
terminus of the railroad. A year 
later when the railroad had been 
extended to Alamosa, he together 
with practically all the inhabi¬ 
tants of the town of Garland 
moved to Alamosa. The little 
town was practically loaded on 
freight cars and moved. While 
in business in Alamosa, Alva 
Adams took into the hardware 
business with him his youngest 
brother, William H. Adams, who 
had recently been three times Gov¬ 
ernor of the state and who served 
for over forty years as a member 
of the State Senate from the dis¬ 
trict including Alamosa. 

“When the Rio Grande rail¬ 
road had completed its line to 
Durango in southwestern Colo¬ 
rado, Alva Adams opened a store 
in Durango in company with 
William Bayly, who moved from 
Alamosa and became the man¬ 
ager of that store. Mr. Ferd 
Graham, who many years later 
purchased the Durango store, was 
the bookkeeper at that time in 
the hardware store at Durango. 
Mr. Graham had formerly been 
employed at Alamosa in the ca¬ 
pacity of bookkeeper and moved 
to Durango when the Durango 
store was established. 

“Mining activity developed 
very rapidly in the early eighties 
throughout the San Juan region 
and the Durango store was in¬ 


corporated as The San Juan 
Hardware Company and estab¬ 
lished branches in Telluride, Ou¬ 
ray, and Silverton. Alva Adams 
also established a store at Gunni¬ 
son which subsequently was sold 
to Mr. John Steele. The San Juan 
Hardware Company continued to 
operate its stores in these various 
towns for some twenty years, when 
they were disposed of. The Tel¬ 
luride store was purchased by the 
Tompkins Hardware Company 
and the Durango establishment 
by Ferd Graham. 

“Alva Adams moved from 
Alamosa to Pueblo in 1881, leav¬ 
ing his brother Billy in charge 
of the hardware business in Ala¬ 
mosa, which was operated under 
the name of *Alva Adams & 
Brother.’ At Pueblo he pur¬ 
chased an interest in the hard¬ 
ware business then being con¬ 
ducted by Mr. A. D. Craig, and 
thereafter the business was oper¬ 
ated under the firm name of 
Adams & Craig. In 1884, Alva 
Adams purchased the interest of 
Mr. Craig and until 1888 the busi¬ 
ness was conducted in Jiis indi¬ 
vidual name. At that time an 
interest in the business was pur¬ 
chased by Mr. Chris Wilson and 
for a short time was operated 
under the name of Adams & Wil¬ 
son. 

“In 1889, upon the recommen¬ 
dation of Mr. Simmons of the 
Simmons Hardware Company of 
St. Louis, Missouri, he brought 
Mr. George Holmes, of Wheat- 
land, Missouri, to Pueblo and 
sold to him an interest in the 
business, which was thereafter 
conducted in the name of the 
Holmes Hardware Company, im- 
der which name the business con¬ 
tinues to this day. 

“During the time of his active 
participation in the management 
of the hardware business, Alva 
Adams made frequent trips East 
for the purchase of supplies for 
the various stores in which he 
was interested. At these times he 
established close business rela¬ 
tions and friendships with Mr. 
E. C. Simmons of the Simmons 
Hardware Company and Saunders 
Norvell and Mr. Shapleigh of the 
Norvell - Shapleigh Hardware 
Company. Alva Adams ceased to 
take an active part in the man¬ 


agement of the hardware business 
after the formation of the Pueblo 
Savings and Trust Company, of 
which he became president in 
18SK), but he always retained an 
active interest in all matters re¬ 
lating to the hardware business 
and made almost daily visits to 
the Holmes Hardware Company. 

“The Holmes Hardware Com¬ 
pany, about the year 1910, pur¬ 
chased the business operated by 
The Pueblo Hardware Company. 
This store had been founded in 
the early days of Pueblo by 
Thatcher Brothers and was owned 
by them up until its sale to the 
Holmes Hardware Company. The 
Holmes Hardware Company con¬ 
tinues to operate The Pueblo 
Hardware Company as a retail 
store independent of its main es¬ 
tablishment. 

“Alva Adams passed away in 
November, 1922, and George 
Holmes passed away in February, 
1935. The business at the present 
time is owned by the estates of 
the former partners and is being 
conducted under the management 
of Mr. John M. Holmes, who had 
an active part in this business 
prior to the death of his father.’^ 
» » » 

When Mr. Holmes bought an 
interest in the hardware store of 
Alva Adams in Pueblo, he took 
charge of the buying. He placed 
his first order for hardware with 
the writer. I distinctly remember 
that the first item on this order 
was six dozen Chisholm No. 19S 
half spring mining shovels. Mr. 
Holmes asked me the price of 
Chisholm shovels and I remember 
I quoted him a discount. “No, 
young fellow,” he said, “1 don’t 
want a discount. / want the net 
price per dozen^ with all the dis¬ 
count taken off.” So then 1 quoted 
him the net price, and after re¬ 
ferring to a previous invoice, he 
gave me the order. For some time 
afterwards I had the pleasure of 
selling Mr. Holmes. This busi¬ 
ness is now exclusively a jobbing 
business, under the name of the 
Holmes Hardware Company. 

I also recall that in his speech 
at the banquet, Mr. Brown of 
Trinidad advised all the young 
hardware men in business to stick 
to their profession. Mr. Brown 
(Continued on page 104) 
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STREAMLINE 


Roller Skates! 


■ KINGSTON’S new catalog is just off the 
press. Your copy is waiting—waiting to 
tell you about the sensational new Stream¬ 
line (Model 125), and the other fine num¬ 
bers in the Kingston Line for 1936. You 
will also find in it full details of Kingston’s 
effective sales helps and advertising pro¬ 
gram for the coming year. 

Get your Kingston Catalog right away. 
You’ll want it for the information on these 
newest developments in roller skates. A 
postcard will bring your copy promptly. 

How About Your Jobber? 

Talk to your jobber about Kingston Skates. If 
he doesn’t stock them, we will count it a real 
favor to have his name. Please include it with 
your request for the catalog. 

Don't delay—get your name on 
the Kingston List! 

KINGSTON PRODUCTS CORPORATION 

Kokomo Indiana U. S. A. 



CASEMENT OPERATOR NO. 94 

Fewer ^^Missed^^ Sales 
because it can be 
Mounted in Smaller 
Space 


Stock Rixson’s No. 94 Casement 
Operator! 

It mounts on stools as narrow as 
y/ 2 " and will take the hard*to*fit 
job as well as those where stools 
are wider. 

Its compact attractive design 
makes it more desirable on any 
installation and it has strengdi 
and endurance to spare. 

No. 94 has positive operation. 
Three and one-half turns of 
handle moves casement through 
full W* swing. 


THE OSCAR C. RIXSON CO. 

4450 Carroll Ave., Chicago, Ill. 

New York Ofiee: 2034 Webster Ave., N. Y. C. 
Pbilsdelpbis - Atlsots - New Orleans - Los Angeles 
San Francisco 

See Sweeps for further reference. 
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Who Makes It? 


Informatloii resardlns so«rc«fl of ompply mm provided reodero 
of Hardware AQe by tbe Wbo Mokee It? editor le kere pre- 
iieiited oe on old to otkere In tke trode wko moy be oeeklnjr tke 
some ortlclee. Tbe Inqnlrlee reproduced bove been oeleeted be- 
conoe of their conerol Intereet to bordwore mercbonte ond bny- 
ers. Tblo edltorlol feotnre In eocb loene enpplemente the oer- 
vlce rendered by tbe <*liVbo Mokee It?’’ laene pnbllabed on Sept. 
26, 1985. When wrltnar to tbe flrma mentioned, stote tbot yon 
BOW tbe product listed In Hardware Ane <n¥ho Mokes ItT*’ sec¬ 
tion or Issue. 


Lock Haven, Pa.: Furnish ad¬ 
dress of the Ashton Valve Co.— 
Dickey-Gnigan Hardware Co. 

ANSWER: 161 First St., Cam¬ 
bridge, Mass. 

* ♦ ♦ 

WiLLiMANTic, Conn.: Provide 
names and addresses of several 
manufacturers of fibre gears.—^The 
Hurley-Grant Co. 

ANSWER: National Vulcanized 
Fibre Co., East Wilmington, Del.; 
Continental-Diamond Fibre Co., East 
Newark, Del., and Spaulding Fibre 
Co., Inc., Tonawanda, N. Y. 

« « « 

Easton, Pa.: Who makes Elton 
panic bolts?—^J. M. Kiefer. 

ANSWER: Elton Mfg. Co., 16 
Avenue C, Newark, N. J. 

« « « 

Belmont, Mass.: Where can we 
obtain cuts of hardware items suit¬ 
able for use in newspaper adver¬ 
tisements?—^Waverly Hardware Co., 
Inc. 

ANSWER; Vincent Edwards Co., 
342 Madison Ave., New York City, 
and Cobb Shinn, 40 Jackson Place, 

Indianapolis, Ind. 

« « « 

Franklin, Tenn.: Where can we 
get repairs for a Chattanooga farm 
wagon?—^Trice-Reynolds Co. 

ANSWER: Chattanooga Wagon 
& Body Co., Chattanooga, Tenn. 

« « « 

Washington, D. C: Who makes 
a tear gas gun in the form of a 
fountain pen that can be carried in 
the pocket for protection?—Cooper 
Hardware Co. 

ANSWER: Federal Laboratories, 
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Inc., 185 Forty-first St., Pittsburgh, 
Pa. 

« « « 

St. Louis, Mo.: Who makes 
Rhino floor finish?—^Wittker Hard¬ 
ware and Contractors Supply Co. 

ANSWER: Pecora Paint Co., 
Fourth & Lawrence Ave., Philadel¬ 
phia, Pa. 

« « « 

Bellevue, Iowa: Where can we 
get repairs for a Sunny Suds electric 
washer?—^Young Hardware Co. 

ANSWER: General Utilities Mfg. 
Co., 2587 E. Grand Blvd., Detroit, 
Mich. 

« « « 

Brooklyn, N. Y.; Where can we 
buy Skippy Sno-Plane sleds?—^Flat- 
bush Hardware & Electric Co. 

ANSWEIR: Skippy Racers, Inc., 
200 Fifth Ave., New York City. 

* « « 

Imperial, Pa.: Provide address of 
the Palmetto Arms Co.—^John A. 
Hamilton. 

ANSWER: This name is used on 
some of the firearms distributed by 
Edward K. Tryon Co., wholesale 
hardware and sporting goods, 817 
Arch St., Philadelphia, Pa. 

« « « 

Archbold, Ohio: Provide name 
and addresses of the manufacturers 
of (1) Markel, and (2) Globe elec¬ 
tric light fixtures.—Stotzer Hardware 
Co. 

ANSWER: (1) Markel Electric 
Products, Inc., 145 Seneca St., Buf¬ 
falo, N. Y., and (2) Globe Lighting 
Fixture Co., Seventh Ave. and 12th 
St., Brooklyn, N. Y. 


Pekin, III.: Who makes spring 
catches, as used for holding men's 
hats on the back of church pevrs?— 
Pekin Hardware Co. 

ANSWER: Stanley Works, New 
Britain, Conn., and Denning Mfg. 
Co., 1783 E. 87th St., Cleveland, 
Ohio. 

« « « 

BmitfiNGHAM, Ala.: Who makes 
all-steel street carts having large 
refuse cans, and equipped with 

pneumatic tires, as used by the street 

cleaning departments of some mu¬ 
nicipalities?—^Wimberly & Thomas 
Hardware Co., Inc. 

ANSWER: Lansing Co., Lansing, 
Mich. 

« * « 

Bradford, Pa. : Who sells Ivanhoe 
English china, as formerly dis¬ 

tributed by George H. Bovrman Co., 
Cleveland?—^Bodine Hardware Co. 

ANSWER: Meakin & Ridgway, 
Inc., 129 Fifth Ave., New York City. 

« « « 

Schenectady, N. Y.; Where can 
we buy a music stand for an orches¬ 
tra leader, having folding legs, tele¬ 
scoping post, and a wood panel 

music rest?—Charles W. Tiemann, 
Hardware. 

ANSWER; Krauth & Benning- 
hofen, Hamilton, Ohio. 

« « « 

Coleman, Tex.: Where can we 
buy Turkish or vapor bath cabinets? 
—^J. E. Stevens Co. 

ANSWEIR: Overland Electric Co., 
1102 S. California Ave., Chicago, 
Ill.; Holms Mfg. Co., Kenosha, Wis., 
and Cabinet Mfg. Co., Quincy, Ill. 
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Retail price: 

5 for 15c 


\ote construction of new THEFT-PROOF 
display case 


the merit of the goods that go across your 
counter depends your repeat business. Why 
do women keep coming back to you, year after 
year, for Climax Wall Cleaner? Because they know 
(as their mothers before them) that Climax is the 
safe, reliable brand to use in their homes. 

Take advantage of this built-up buying habit (and 
of Climax national advertising) by displaying and 
selling Climax, the ideal, inexpensive cleaner (which 
requires no water) for papered or painted walls, in¬ 
cluding washable wallpaper. Climax brings you 
the top price. 

THE CLIMAX CLEANER MFC. CO. 

Cleveland, Ohio 


Package slides down vertically—and is pushed out 
through lower slot from behind, not pulled out by 
customer. Open for inspection, but protected from 
pick-ups. With easel for stand-up and tab for 
hang-up. 

First of all, you win by getting your money 
for every package of RIO blades in stock. The 
new copyrighted display carton stops petty 
thieving — packages are pushed out by your 
clerk, not pulled off by customer. 

Second, you win by further building your 
name for satisfaction. The new RIO blades 
(single and double-edge) set new higher stand¬ 
ards in the field. Both are made of white 
chrome steel, every blade inspected. Both come 
as near shaving perfection as any blade made. 


Climax al¬ 
ways comas 
in tha fa¬ 
miliar bins 
l^alad cam. 
Priced right 
to sell prof¬ 
itably. 


Order your 
spring slock 
early — and 
ask for free 
counter and 
window dis¬ 
plays. 


Third, you win by dealing with a responsible 
concern. Standard makes fine blades, sells 
them at a fair price, deals with legitimate job¬ 
bers only. Standard gives the retailer a square 
deal and a large profit. Every blade made by 
Standard carries the Standard name — and 
Standard means QUALITY always. Standard 
Safety Razor Corp., East Norwalk, Conn. 
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What’s Nei 


for detail 
}riard'ware Stores 


New and Improved Merchandise — 
Display Helps—Sales Literature — 
Window Trims—New Packages 
—New Colors—New Deals — 
Catalogs . 


Stainless Steel 
Co£Fee Pot 

This Carlton stainless steel coffee pot 
(No. 362) is made of Enduro 18-8 and 
is designed with a modern touch and 
has the Carlton polish. Its capacity is 



2% quarts. Its diameter is 6^ inches 
and height, 7 inches. The CarroUton 
Metal Products Co., Carrollton, Ohio. 

Rollfast Roller Skates 

The features of the Rollfast Roller 
Skates manufactured by the D. P. 
Harris Hardware & Mfg. Co., 99 Cham¬ 
bers St., New York City, are: flexible 
reinforcement; heavy duty wheels, full 
nickel plating, large steel balls, mili¬ 



tary buckle, one-piece strap with sani¬ 
tary ankle protector. It is said that the 
big steel b^s make the skates sturdier. 
As a compelling sales feature, an in¬ 
dividual, attractively lithographed box 
has been designed for the skates. 

Display Packages 
For Grafting Wax 

New shelf display packages have 
been designed for Trowbridge Grafting 
Wax. It has been put up in attractive 
1 lb., % lb., (illustrated) and % lb. 
packages and 5 lb. and 10 lb. contain¬ 
ers. The manufacturer states that the 



wax consists of high grade Cum Rosin, 
Beeswax and Tallow which have been 
carefully blended to possess even con¬ 
sistency and elasticity. It is used for 
grafting, budding, top working, etc., of 
all kinds of fruit, ornamental trees, 
shrubs and vines and for painting cuts, 
bruises and after trimming. The list 
price of the package shown is 35c.. 
postpaid, and 30c. at the store. Dis¬ 
counts allowed the dealer. Walter E. 
Gark & Son, Milford, Conn. 

Bethlehem Offers 
Catalog W-3 

Bethlehem Wire Nails and other Wire 
Products is the title of a 72-page illus¬ 
trated booklet containing descriptive 
information with list prices and stand¬ 
ard extras. This pocket-sized edition 
just published by the Bethlehem Steel 
Co., Bethlehem, Pa., describes the types 
of wire nails manufactured and explains 
various color markings employed for 
identification when packaged. Under 
other Wire Products will be found wire 
in various finishes, Bethanized wire, 
wire fence and miscellaneous fence 
materials, as well as wire tables and 
other information of value to the user 
of Bethlehem products. 

^Ideal^^ Steak 
Cubing Mallet 

The teeth of the Ideal steak mallet 
are of cast aluminum and are said to 



be sufficiently hard to withstand severe 
usage. Teeth plates are fastened to 
a hard wood block with wood screws, 
one having longer and coarser teeth for 
heavy, thick steaks and the other 


shorter and finer teeth. In case of 
breakage or damage to teeth, a new 
plate can be attached at a small cost. 
The Master or commercial size is 2% 
x2%x4^ inches. The Junior or house¬ 
hold size is l%xl%x3^ inches. List 
price of Master is $18.00 per dozen 
and of Junior, $6.00 per dozen. Prices 
subject to discount. The Hardware 
Specialty Co., Tiffin, Ohio. 

Nicholson Offers 
Three New Files 

The Nicholson File Co^ Providence, 
R. I., announces an entirely new and 
improved method of file manufacture 
and tooth construction, now available 
in its Nicholson, Black Diamond, and 
McCaffrey Brands. It is said that 
wherever tested these files show a great¬ 
er ability to remove stock at a higher 
filing speed; have increased durability: 
make possible up to three times as 
many cutting edges to each square inch 
of the file*s cutting surface; they stay 
on the line of work; and that as the 
teeth wear down in the course of filing, 
reserve cutting edges come up to take 
their place. 
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STILLSON 


What Distributors 


R. A. Gerlinger Ben Golden says:- 

says:-"We will sell "The FREEZ'R SHELF 
more Gibsons in 1936 put us on top in 
•than ever before 1935 . . there will 

the line is a win— be no stopping us in 

ner!" Gerlinger *36." Eastern Elec- 

Equipment Co., Gib- trical Supply Corn- 

son Distributor, pany, Gibson Dis- 

Toledo, Ohio. tributors, Newark, 

New Jersey. 

Walt Wissemann says: 

S. E. Schulman says: "A splendid line and 

"1936 should be the an early start . . 

refrigeration indus- that's what we need 
try's biggest year - and we have it; so 
and Gibson's ,too." watch Remick's in 

Commonwealth Utili- 1936." Jas. S. Rem- 

ties, Gibson Dis— ick Company, Gibson 

tributor, Chicago, Distributor, Sacra- 

Illinois. mento, California. 


BETTER 

SALES 


OTILLSON pipe Mrrenches 
^ are an old story in any 
hardware store. No matter who has 
manufactured them, they’ve heen 
all practically alike. Nothing new, 
no stimulation to sales. 


But now comes the new Improved 
Stillson by the makers of the famous 
RIDCID Wrench and other pipe 
tools—and the trade takes to it with 
enthusiasm at once because it is 
improved. 


It is made with cone*coil safety 
^25^ springs inside the housing—can’t 
fall out, no exposed flat springs to break and cut 
the hand. No weakening of the handle for spring 
pins. 

It has a handy pipe scale on the 
hook-jaw. Both jaws and handle are 
of tool steel, specially heat-treated, 
the frames of a new heat-treated / "Vl) 

alloy metal, extra strong. All parts \ 
interchangeable with conventional B OS 

Stillsons. ■ 

A good looking, powerful, well-bal- ^ 

anced IMPROVED STILLSON that I 

will give new life to your pipe ■ 

wrench sales. ■ 

Ask your Jobber m 


and the PROVEN 

7/ pay you 


Good Housekeeping 
» Institute y 


GIBSON 


ELECTRIC REFRIGERATOR CORP 


THE RIDGE TOOL CO 

BLYBIA, OHIO, IJ. S. A. 

Manufacturers of RIDGID Pipe Tools 


GREENVILLE, MICHIGAN 
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Hygrade Sylvania Issues 
Service Hints, Volume 2 

Service Hints, volume 2, is the fol¬ 
lower of the popular Service Hints, 
vol. 1, which was compiled of practical 
and helpful bits of information which 
had appeared mainly in the columns 
of Sylvania News. Most of the in¬ 
formation presented in vol. 2 is con¬ 
tributed by service men as a result of 
practical experience. Hygrade Sylvania 
believes it to be correct and authentic 
but assumes no responsibility for re¬ 
sults. The first few pages are devoted 
to general engineering information and 
give formulas and examples as Ohm’s 
law, jcalculation of value of resistors in 
series and parallel connection, calcula¬ 
tion of value of resistance required for 
self-hiasing, condensers in series and 
parallel. A section of the booklet con¬ 
tains tables, some of which are as fol¬ 
lows: Bias resistor chart, color code 
chart; conversion table; copper wire 
table; interchangeable tube chart; 
cross index to RCA Victor, General 
Electric, Westinghouse and Graybar 
models. Approximately 35 pages are 
devoted to valuable service hints. The 
rear pages have miscellaneous informa¬ 
tion on condensers, general receiver 
hints, registers, speakers, transformers,. 
tubes and volume control. Copies of 
the booklet are available to service men 
and radio dealers without charge. 
Hygrade Sylvania Corp., Emporium, 
Pa. 


Metwood Has a 
u Handy Hose Holder 

A practical, convenient and inex¬ 
pensive sprinkling gadget, the Handy 
Hose Holder, is now being introduced 
io the trade by the Metwood Manufac¬ 
turing Co., Rockford, Ill. The holder 

Q 



is designed to hold a hose nozzle se¬ 
curely in any desired position and can 
be moved quickly and easily without 
shutting off the water. Measures 29 in. 
above the ground plate and can be 
stood up without stooping or bending. 
It permits the use of a regular, adjust¬ 
able-spray nozzle. Attractively finished 
in red and green. Sample and full de¬ 


tails on request. Manufacturer states 
the suggested retail selling price is 39c., 
dealer’s cost is $2.95 per dozen. All 
prices f.o.b. factory, Rockford, Ill., with 
no freight allowances. Terms to ap¬ 
proved credit are 2 per cent 10, net 
30 days. 


Electric Glue Pot 

Glue Boy, manufactured by Bran¬ 
non, Inc., 14307 Third Ave., Detroit, 
Mich., is designed for use in wood¬ 
working and cabinet shops, home work¬ 
shops, furniture and aircraft factories, 
etc. According to the manufacturer. 
Glue Boy is thermostatically controlled 



to maintain the glue at a temperature 
between 150 and 160 degrees Fahr. 
which is the safest and best tempera¬ 
ture for maintaining the greatest hold¬ 
ing power of the glue. Made in 3 
pint size, 110 volts, 350 watts for in¬ 
dustrial use and in 1 pint size, 110 
volts, 150 watts for home workshop and 
small industrial establishments. 


Lenk Hi-Heat Automatic 
Blotorches 104 and 105 

Hi-Heat Blotorch No. 105 is for 
alcohol use and 104 is for gasoline. 
Features include flame control and 
shut-off valve, self-orifice and non¬ 
clogging burner. The maker states that 



there is no evaporation of fuel and no 
loss of pressure. Generate quickly 
from asbestos filled drip cup. Tank of 
heavy gage seamless drawn brass, with 
funnel-shaped bottom for easy filling. 
No. 105 has nickel plated finish while 
No. 104 has polished brass finish. 
Height in., diameter at base 3 in. 
Capacity % pint. List prices, respec¬ 
tively, $2.00 and $1.75. The Lenk Mfg. 
Co., Newton Lower Falls, Mass. 


Stanley Weatherstrip 
And Fiber Tools 

Stanley Rule & Level Plant, New 
Britain, Conn., has added to its line 
several tools for installing metal weath¬ 
erstrip. Grooving Plane No. 248 for 
cutting a groove in the sash for the rib 



of the weatherstrip. No. 378 Rabbet 
Plane for cutting rabbets on ’’meeting 
rails’* of window sash for installation of 
the “hook” and “flat” weatherstrips. 
For rabbeting doors, a special Rabbet 
Plane No. 78W which has a detach¬ 
able runner on bottom that acts as a 
gage to cut a rabbet % in. wide on 
either side of plane without adjustment 
so that plane can be reversed on end 
of door to prevent wood from splitting. 
Fiber Board Beveler No. 194 cuts cham¬ 
fers or bevels up to % in. on fiber 
board. Furnished with six razor blade 
type cutters. List price, $1.80. Fiber 
Board Knife No. 199 is used for trim¬ 
ming cuts in fiber board, opening car¬ 
tons, cutting paper, leather, carving 
linoleum and rubber for printing blocks. 
Aluminum handle holds special pointed 
razor blade type cutter. Magazine in 
handle holds five spare cutters. Sug¬ 
gested retail selling price is $1.50. Dis¬ 
play card holding one knife, free with 
order for six knives. 


Sedgwick Dumb Waiters 
And Elevators Catalog “T” 

This catalog presents information of 
interest and service regarding the lead¬ 
ing types of Sedgwick Dumb Waiters 
and Elevators. In addition to the in¬ 
formation illustrated, special detailed 
descriptive matter on the individual 
types will be sent upon request. There 
is space devoted to Sedgwick equip¬ 
ment and to directions for ordering or 
requesting advice. Among the types 
of dumb waiters shown are: automatic 
brake dumb waiter; band brake dumb 
waiter; tube dumb waiters; under 
counter dumb waiters; fuel and log 
lifts; electric dumb waiters. There are 
freight elevators, wall climber elevators, 
grip hoists, residence elevators, electric 
stair-traveler, sidewalk elevators, and 
ash or keg cranes. Sedgwick Machine 
Works, 150 W. 15 St., New York City. 
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NOW . . . WIDER PRICE RANGE ... AND 
^GOOD PROFIT ON EVERY ITEM 

LINE 


giving 5 times ordinary wear—yet moder- 
ately priced. The lowest-priced skate has ball- 
bearings.—ALL have many improvements.—ALL bring 
good margin of profit. Special displays and dealer helps 
Write for attractive 1936 proposition. 

HUSTLER CORPORATION • 


STERLING, ILL 


The S«nMtion«l 


SPEED KING 


SPEED KING 


Rtlails •( 

$1.S3 to $1.79 pr. 


SPEED KING 


HUSTLER 


R«Uils at 

$1.19 to $1.33 pr. 


SPEED KING 
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THE SHOVEL THAT BUILT AMERICA 


Ames 

Constantly Copied 
but never equalled 

T he famous Ames Bend, symbol of Ames 
craftsmanship, for one hundred and sixty- 
one years a distinctive feature of O. Ames 
Plain Back Shovels. 

The Genuine O. Ames shovel with its exclusive 
bend, gives a perfect balance. Its time-tested 
special Alloy Steel embodying Ames' success¬ 
ful attainment of the perfect compromise 
between hardness and flexibility. Its electric 
welded straps assure a permanent—not a 
temporary connection. The O. Ames today 
is the leader of Plain Back Shovels. 

ASK YOUR JOBBER 






SINCE 


Parkersburg, W. Va.— AlTI ffR BsJdwill Wyo ming Co. —North Easton, Mass. 



























If I Were Boss 

of a Hardware Store 

By One Who Is Not and Whose Name Is Withheld 
for Obvious Reasons 


EZ 

SIDEWALK 

SNOWPLOW 



(PAT. APPLIED FOR) 


Removing snow from the side¬ 
walk is no longer a disagreeable 
task—no more back-bending, 
heavy lifting or calloused hands 
—thanks to the E Z Sidewalk 
Snowplow. 

The new way is to walk along 
your walk as if taking a stroll, 
first pushing the plow down the 
middle then taking a slice off 
each side, just as a street plow 
does, with no more effort than 
pushing a lawn mower. 

Dealers and jobbers have re¬ 
ceived the E Z Sidewalk Snow¬ 
plow with great enthusiasm. 
Test consumer advertising in the 
East conclusively proves that it 
is going to be a Big Seller. Send 
for circular and prices. 

It Saves Your Time and 
It Saves Your Back 

BLAIR 

MANUFACTURING COMPANY 

EtiMUhed 1879 

SPRINCnELD, MASSACHUSETTS 
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N early every man who 
has attained success was 
at one time an ambitious 
youngster. Over the long period 
of years from apprenticeship to 
the ‘^big chair/* the viewpoint of 
an individual is bound to change. 
Experience, without question, is 
the best teacher, but there are 
none of us so far along that we 
cannot be told a few things, and 
many a boss might find food for 
thought in the following. 

It is said a good salesman 
makes a poor buyer, so perhaps 
a good employee would make a 
poor boss, nevertheless many a 
shining light is hid under a 
bushel and it is up to the boss 
to uncover and use as much of 
this hidden, ability as possible. 

Not presuming I am one of 
these ^^shining lights** I can at 
least express my opinion as to 
what I really would do should 
Old Man Chance or Lady Luck 
request me to “pinch hit** for the 
Chief. 

First off, I*d be human and 
friendly, I would treat my help 
as equals, but not become too 
intimate, there is no truer aphor¬ 
ism than “familiarity breeds con¬ 
tempt”—but there is considerable 
difference in being decent and 
“high-hat.** 

I would endeavor to be opti¬ 
mistic at all times, nothing is 
more helpful or more contagious 
than a cheerful and hopeful dis¬ 
position. At times this requires 
exceptional courage, but the re¬ 
sults are always worth the effort. 

I would expect promptness 
from all my help and do what I 
could in getting it by setting a 
good example. A business, 
whether good or bad, is merely 
a reflection of the ones higher up. 

I would recognize and encour¬ 
age talent, ability, aptitude, dili¬ 
gence and ambition, when I found 
one or more of these charac¬ 


teristics in any of my force I 
would see to it that such attributes 
were given every chance to foster 
and to grow. 

I would instill into all my 
help the spirit of cooperation, no 
other single element in business 
plays a more important part than 
good teamwork. 

I would demand the facts in 
every instance, half truths, rumors 
and the like would not be 
tolerated. 

I would not stint myself in 
bestowing praise “where credit is 
due,” neither would I refrain 
from reprimanding if the occa¬ 
sion required. Any man, or 
woman, who cannot accept “the 
bitter with the sweet” should not 
be in business. G>rrective criti¬ 
cism builds rather than destroys. 

I would have contact with every 
department and see to it that the 
stock was always up-to-date and 
of suitable proportions, that it 
was well received, properly taken 
care of and carefully dipped out. 

By keeping uppermost in my 
mind the fact that “goods well 
displayed are half sold,** I would 
be sure my windows and interior 
displays compelled attention. My 
advertising would be placed where 
it would be the most beneficial. 
I would make use of pictures and 
samples in my advertising, the 
Chinaman who said — “one pic¬ 
ture is worth a thousand words” 
was more than half right. I would 
accept and make use of manu¬ 
facturers* and jobbers* sales helps 
whenever possible. 

I would hold a meeting at least 
once a month for my sales force, 
where we could get together in 
a friendly way to talk things 
over, swap ideas and suggest ways 
and means of improving sales and 
conditions in general, also to 
make sure every man was familiar 
with the best talking points on 
the various items in stock. I would 
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SILENCE IS GOLDEN 


National advertising carries the Silent 
Yard-Man Story to your best prospects 


Yard-Man's silence means golden profits for you. And we're 
telling the story of the Silent Yard-AAan in national advertising. 

The greatest advance in lawn mower design in half a century, 
the Silent Yard-Man offers many important selling advan¬ 
tages. It is really silent in operation; it's easy to handle, and 
remarkably simple to adjust. All adjustments are made 
from the outside. 

Ask your jobber about the Silent Yard-Man Demonstrator 
Plan, or write us direct. Yard-Man, Inc., Jackson, Michigan. 



1. Silont Yard-Man, "V" belt- 2. Silent Yard-Man, "V" belt- 
driven, rubber tires. driven, plain metal wheels. 


3. Silent Yard-Man, gear- 4. Silent Yard-Man, gear- 
driven, rubber tires. driven, plain metal wheels. 


THE SILENT VnRD*l1ini1 



PENALTY 
OP PRICE 

• Many a retailer has in his stocks a cer¬ 
tain number of what may be called *^para- 
sitic products.” They prey on the confi¬ 
dence of his customers. They prey on his 
ric^tful profits. Cheap ^^sash cord” is one 
of these items. It is stocked by some re¬ 
tailers under the impression that the av¬ 
erage customer won’t afford the cost of 
a good cord—that they will penalize them¬ 
selves for price. 

Tet no item In a retailer’s store is worth selling at 
any price if it endangers his business. And no 
item is too negligible to push aggressively if its 
influence is beneficial to him. 


Retailers who make it a practice to recommend 
Samson Spot Sash Cord do so because they have 
found it both possible and profitable to sell to the 
majority of their customers. Tests have proved 
that it will give at least 30 years of continuous serv¬ 
ice, saving its price many times over in the 
costly replacements which occur so frequently 
when cheaper cord is used for window sash. 



Phoenix Sash Cord is especially satisfactory for 
clothes lines. It is of aU yam construction. No 
cheap roving is used. It has minimum stretch and 
tnarirnttm strength—an honest clothes line that 
gives honest service and satisfaction to both 
buyer and seller. 
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Itemimd Ymur Trmde Thut 

Calking Is 
An Easy Job 

Any handy man can apply Pecora Calking 
Compound around door and window framea. 
It is the sure way to make a residence or 
building weather-tight. Saves money for 
the owner on fuel bills by reducing heat 
losses. Avoids damage to interior by rain 
and snow seepage. You can safely recom¬ 
mend Pecora Calking Compound. Properly 
applied, it will not dry out, crack or chip. 
Specifled by leading architects. Used by 
largest builders. Made by an old reliable 
firm. 

Show This Gun 

Ymur Cumtmmmrm 


► 



HIGH PRESSURE 

CARTRIDGE 

CALKING GUN 


◄ 


Calking made even easier by using this Im¬ 
proved Cartridge Gun. No ratchets, no 
pawls. A great time and material saver. 
Specially designed for Pecora Calking 
Compound, packed in Non-Refillable Car¬ 
tridges of approximately One-Quart capac¬ 
ity. Get all the details. 

Write for Bulletin and PriceB 



TRADEMARK 


Pe«ora Paint Company, Ine. 

I.awrenee4k Venantf* SUi., Fhlla^ 
Emtablished 18S2 by Smith Bouten 

Pecora Sash Patties and 
Pecora Perfect Patching Plaster 



even “dig down” for the smokes 
on these occasions. 

I would keep my mailing list 
up-to-date by constant checking 
and rechecking. 

I would hold a Field Day or 
Outing once a year and give the 
crew a jolly good time. I’ve been 
through the mill and know how 
something like this reacts on the 
feelings of the average worker, 
call it psychology if you wish. 

I would see to it that all trade 
magazines and instructive pamph¬ 
lets I received were circulated 
throughout the store, each clerk 
to read them in his spare time, 
then check with his initials show¬ 
ing that they had been read. 

I would have my store and 
fixtures painted with the accepted 
Hardware colors, orange and 
black. I also would use orange 
weave wrapping paper and orange 
twine, this type of paper and 
twine is somewhat more expen* 


Eveready Masterlitea 

Eveready Masterlites, manufactured 
by the National Carbon Co., Inc., 30 E. 
42 St., New York City, are in three 
forms: two tubular and one a table 
model, all in chromium finish. Switch 
provides steady or intermittent light, 
and a Light Selector makes possible 
instant, one-hand selection of either 



powerful spotlight beam or broad, dif¬ 
fused illumination. Tubular models 
are breech-loading, bottom cap pulling 
down on slides to enable introduction 
of batteries, and returning in one mo¬ 
tion to its locked position. Tubular 
models are four-sided instead of round. 
No parts are detachable. Provision is 
made for the attachment of owner's 
initials. Table model supplies both a 
night light and a 400-foot range spot¬ 
light, utilizing illumination from either 
top or bottom. Has no external switch 
and is practically automotic in action. 
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sive, but the difference in cost 
would be charged to advertising. 

I would make it a point that 
my clerks were always as cour¬ 
teous to customers exchanging or 
returning goods as to those who 
were buying. 

I would have sound judgment 
enough to realize it was for my 
best interests to support the job¬ 
ber, as it is only through him I 
could look for protection in case 
of a demoralized market or any 
chaotic condition which might 
possibly arise. 

I would probably tell my other 
dealer friends that it is the good, 
honest, common sense and love of 
fair play that has made Ameri¬ 
can business great, and not the 
laws passed by Congress. 

IF I were the BOSS and saw 
this article, I might—^well, any¬ 
how, I’d read it .—An employee 
of a successful wholesale and re* 
taU hardware firm. 


Skilsaw Announces 
New Drill Models 

The 3/16 in. and % in. high pro¬ 
duction Skilsaw drills have been de¬ 
signed for assembly line work in the 
airplane, automobile^ radio and re¬ 
frigerator fields and where fast drilling 
of holes up to % in. diameter is re¬ 
quired. According to the maker, both 
models are of light weight and power¬ 
ful construction—7% in. long by 3 3/16 
in. diameter, with a die-cast aluminum 
aUoy body. Handle is closer to chuck 
and permits better pressure with mini¬ 
mum of effort, it is claimed. Two-pole 
switch is enclosed in Bakelite. Both 
drills available in speeds of 2,000, 
2,500, 3,000 and 3,700 R.P.M. For 
heavy drilling and reaming, the manu¬ 
facturer offers the % in., % in., and 
% in. Skilsaw Heavy Duty Drills. 
These models have helical cut gears 
and housings are of die-cast aluminum. 
On the % in. and % in. models, a 
3-jaw geared chuck is furnished. The 
% in. model is equipped with a No. 2 
Morse taper socket. Skilsaw, Inc., 
3310 Elston Ave., Chicago, Ill. 
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STOCK MOIVAD PAINT 
—AND DO THIS 

$ Meet Mail Order Competition 
with a High Grade. First Qual¬ 
ity Product. 

$ Release 80^ of the capital tied 
up in your present paint stock 
and put it to work selling 
other fast-moving hardware 
items. 

$ Build up volume by getting 
the orders for 5-gallon drums 
that now go to the Mail Order 
House. 

$ Turn your stock over 10 to 20 
times a year. 

Write us for Full Information 

THE GEO. WORTHINGTON CO. 

Cleveland, Ohio 
1829 1936 


RIM DEAD LOCK 

Drawn Stee I Ca se 

(DrawnSteel IsSTRONCER ThanCastIron) 

Bolt Made of LAMINATED 
Hardened Steel With Full 

ONE INCH Throw 

• 

Bia VALUE A FEATURES THAT SELL 


Case and strike are of DRAWN STEEL, 
black japanned.* Sixe 3%" x 2%". Back 
set 2%". Bolt throws FULL INCH and is 
made of LAMINATED Hardened Steel, 
brass plated. 

Cylinder is of accurately machined Solid 
Brass, Pin Tumbler construction. 

*Cm die b. hmiilMd with Ctdalva Pitted 
RnMi In quantity lob on ipaelal order. 

• • • 

The Eagle Quality Line 


Night Latches Store Door Sets 

Trunk Locks Padlocks 

Front Door Sets Cabinet Locks 


Wood Screws 
Stove Bolts 
Machine Screws 
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5t1 Cornaerce St 
PhlladelpMa, Pa. 


Branch Offices: 

179 N. Franklin St 
Ckicaeo, 111. 


114 Bedford SL 
Bolton, Mats. 


Works at Torryvillo, Conn. 
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The fact that Greenlee Spiral Screw 
Drivers are different would not be of 
much importance, if these differences did 
not make them better—better to use and 
easier to sell. But they do, as can 
readily be proved by trial. You will find 
that the spiral is fully enclosed to ex¬ 
clude dirt and provide for complete lu¬ 
brication; that all adjustments are made 
without moving the hands; that a full 
grip is provided for the guiding hand; 
and that they present a most attractive 
and well-balanced appearance. 

These features make Greenlee Screw 
Drivers easy to selL But, best of all, 
they stay sold, because of these features 
and because they give dependable service 
and have long life. Just order one now 
and try it out, or let us send additional 
information. 


GREENLEE TOOL CO. 

1715 Columbia Ave. Rockford, Illinois 


Enterprise Grater 
And Food Chopper 

The “Enterprise** Meat^nd-Food 
Chopper manufactured by The Enter¬ 
prise Mfg. Co. of Pa., Philadelphia, Pa., 
is now being offered with a Grating 
attachment. The grater is inserted 



simply by removing the chopping knife 
and plate. The grater may be used for 
a great many different foods. It is said 
that there is no loss of juices. 


Catalog On Skilsaw 
Portable Electric Tools 

This catalog (No. 36) contains more 
portable electric tools than have hereto¬ 
fore been offered in any Skilsaw catalog, 
it is stated. It attractively illustrates the 
firm*s tools and accessories as well as 
their application. Detailed descriptions 
and specifications ere given along with 
price informations. The catalog intro¬ 
duces five new models of Skilsaw drills 
which round out its line of drills to 
fourteen units. Sizes range from 
capacity in steel to capacity in 
steel. Skilsaw, Inc., 3310 Elston Ave., 
Qiicago. 


Safety PuUey For 
Clolhes lines 

The Safety clothes line Pulley is said 
to give exactly twice the clothes hang¬ 
ing space as the old fashioned two 
pulley line. Clothes travel around the 
pulley on line and cannot slip off. 
Safety Pulley eliminates leaning out 
of window to hang up heavy wash. 
G>nnector regulates and restores proper 



nF€TY PULL€Y 


FOR YOUR CLOTHES LINE 


tension. Safety patented clips are rust¬ 
proof and will not discolor clothes. 
Sets are made up of 3 .Safety Pulleys, 
3 hooks, 24 clothes line clips and 1 
clothes line connector. Sold through 
jobbers and in locations where jobbers 
can’t supply sold directly at 33 1/3 per 
cent discount in small quantities: 25 sets 
and up, 40 per cent. Safety Clothes 
Line Pulley, Inc., 381 Main St., New 
Rochelle, N. Y. 
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Catalog on Scrowa 
Bolte and Nats 

The 1936 catalog of the Pheoll Mfg. 
Cx>., 5700 Roosevelt Road, Chicago, Ill., 
contains the latest price lists, Amer¬ 
ican standard dimensional data, weight 
tables and other information on screws, 
bolts and nuts. The special products 
illustrated are a few of the many man¬ 
ufactured by the company and are pre¬ 
sented to show the wide variation in 
head, shoulder and collar formation 
and the application of secondary oper¬ 
ations su(^ as forming, pressing, 
trimming, slotting, pointing, drilling, 
knurling, etc. The catalog is arranged 
with a thumb index. 


Qock DisplsTS Of 
Warren Telechron Co. 

Colorful metal display stands have 
been designed for dealers to feature in 
their windows or on counters the clock 
models of the Warren Telechron Co., 
Ashland, Mass. The stand for the alarms, 
“Deputy** and “Aladdin,** is available 
free with the purchase of six of these 
models. The stand for “Kitchenguide** 
or “Consort” is free with purchase of 
six of these kitchen or bathroom models. 
Each stand has a rack for holding free 
circulars prepared especially for the dis¬ 



play. Alarm stand, 12 x 18 in., has an 
orange background, with white letters 
and black outlines. The background of 
the kitchen clock stand, 12 x 12H in.* 
is black with orange letters and white 
outlines. 
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Here's A Line 
You Can Push 
To FARE YE WELL! 


Peerless Folding Fnmitiire 

The demand for folding furniture—consisting of both the 
plain type for camping and general use and the fan<7 
colored variety for homes, hotels, beaches, boats, etc—is 
enormous! ^d one sale leads to another 11 It will pay 
you to push the Peerless line of straight and rocker 
chairs, recliners, stools, cots, tables, beach backs, etc.—^the 
standard for years. If von have not been selling this fold¬ 
ing furniture, look into this for 1936 sales. Just write us that 
y^re mterestsd. 

Here*$ a Nete Item in the Low Price Range 


NORTON ABRASIVES 




Among our new items for 
the new year^ we offer two 
unique chairt^ 


The No. 95 Chair is light, 
yet strong, with a durable 
reinforced seat. For added 
comfort, the front is 16 in. 
high while the back is only 
13 in. Size of chair, 24 in. 
wide over all, 30 in. high, 
seat 16x16 in. Strong rock¬ 
ers riveted on the front legs, 
and attached to the rear legs 
in such a way that thev are 
easily and quickly discon¬ 
nected for folding into a 
bundle, 3Sx7it24i>^ in. Lei 
us send you an assortment 
in multiples of six I i 


The No. 90 Chair is the same No. 95 Rocker 

in every detail as the No. 95 

except that it is a straight chair. Folds to 32x5x24 in. 



nd the Old Reliable 


TUCKER’WAY! 

Of course, don't overlook our all-wood 
folding chair which won't tilt, and folds 
flat.* This chair will withstand hardest 
treatment. Opens and closes easily, with 
foot. In natural finish, or variety of 
colors; re^lar or juvenile size. Sell 
these highly salable chairs. 

New Catalog Ready! 

Our 1936 Catalog illustrates in six 
colors some of the most important num¬ 
bers of the Peerless line. It also fea¬ 
tures our Juvenile Furniture, Hammocks, the new and sensational “Fish- 
N-Float*' for sportsmen, etc. Send for free eopy! Write l>ept. K- 16 . 

Samplm* of thm$o items will he sent, to be retumod or 
kept ms past •/ aedmr 


TUCKER DUCK 

& RUBBER CO. 


Fort Smith, Arkansas 


SCYTHESTONES 






WORLD 

FAMOUS 

T 

NEW PACKING 


In 1936 give your customers a reczl choice. 
No one abrasive ccm produce all 
the edges demcmded by different 
mowing jobs. At least two kinds of 
grit are cm absolute necessity. 
Items: 12 Brcmds —16 shapes and sizes. 
Prices: From 10c. to 35c. 

Grits: 2 Electric Furnace — 

Norton Alundum (Aliuninum Oxide) 
Norton Crystolon (Silicon Carbide) 

2 Natural Grits — 

New England Quarried Stone. 
Grindstone grit. 

Displays: Alundum, Crystolon Black Dia¬ 
mond cmd Indian Pond ore 
packed one dozen each in 
bright new counter cartons. 

Send for illustrated folder 
describing these Scythestones 

BEHR-MANNING 

(DIVISION OF NORTON COMPANY) 

TROYr N. Y. 


BEHR-MANNING • Troy, N. Y. 

Please send descriptive folder on the 1936 Scythestone line. 

Name___ 

Slreet^__ 

City-State_HAal 16 
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HEXAGON-MESH 

NETTING 

U.S.MCXLOKPoul- 
try Netting crvates en- 
tir«iy n«w itandards for 
haxagon>ma»h fabric. 
Mor« uniform, mor* 
rigid, n«at«r in appaar- 
anca, suparior in sarv- 
ica, tbia improvad nat- 
ting it aatiar to handia 
and tall. 

It it availabla in all 
popular ttandard widthi 
and waightt, Galvan- 
izad Bafora or Aftar 
Waaving; Haights 12 to 
72 inchat. Tha ona- 
inch math it mada in 
thraa waightt: No. 18, 
19 and 20 gauga; tha 
two-inch math in No. 
16, 19 and 20 gauga; 
tha ona and ona-half 
inch math, in No. 16 
gauga. All wirat ara 
Coppar-baaring Staal. 

Atic your Jobbar or 
writa ut for furthar 
information! 


THE 

PERFECT 
STRAIGHT-LINE 
NETTING 

You can raduca In- 
vantory, tpaad up turn- 
ovar,incraata profits,by 
concantrating on thata 
trada-markad poultry 
nattings from ona da- 
pandabla tourca. 

U. S. STRAITLOK 

Natting—tha original 
straight-lina fabric— 
it first choica avary- 
whara for building poul¬ 
try runt. It stratchat 
parfactly to wood or 
staal posts; raguirat no 
top-rail, no bataboard; 
tavat tima, labor and 
axpanta. 

Mada of Coppar- 
baaring Staal Wira in 
ona and two-inch math, 
Galvanizad Bafora or 
Aftar Waaving. Haights 
12 to 72 inchas. 


THE 


PERFECT 


INDIANA 
STEEL O' WIRE CO. 

MUNCIE . INDIANA 


Gone Forever 

(Continued from page 31) 


six states are: Arizona, California, 
Illinois, Missouri, South Dakota, 
and Washington. 

Recently, at a luncheon in New 
York City of the Tax Policy 
League, the experts participating 
were unanimous in agreeing that 
when a so-called “emergency” 
sales impost is once made law 
there is a tendency to prolong it 
unduly and even to make it perma¬ 
nent. The New York City sales 
levy was cited as an example. 
Scheduled to end last December, 
the city’s non-political administra¬ 
tion showed no hesitancy in ex¬ 
tending the tax. The city fathers 
found it “expedient” to continue 
“an easy source of revenue.” 

Unbiased evidence, just made 
available in a book entitled ‘^he 
Sales Tax in the American States,” 
shows that approximately 32 per 
cent of the hardware merchants 
operating in the sales-tax states 
have reported a loss of trade as a 
direct result of the tax. 

Financed by the Rockefeller 
Foundation, this book is based on 
thousands of interviews obtained 
at first hand by a group of experts 
from Columbia University. Typi¬ 
cal findings, selected because they 
refer specifically to hardware re¬ 
tailers, are as shown in Table 1. 

Chief reasons for loss of cus¬ 
tomers given by those reporting 
from all lines of business are tab¬ 
ulated in the order in which they 
were most frequently mentioned: 

1. Customers’ resentment. 

2. Low dollar value of mer¬ 
chandise. The sale price is so 
small that addition of a tax drives 
customers away. 


3. High dollar value of mer¬ 
chandise. The sale price is so 
large that addition of the tax con¬ 
stitutes a sizable amount. 

4. Well-known and customary 
prices. Prices have been so well 
advertised that an increase to com¬ 
pensate for the tax is immediately 
noticed. 

5. Severe competition. 

6. Other reasons. 

Four classes of competition 
were cited as having benefited by 
the loss in trade incurred in the 
sales-tax states: (1) Mail Order 
houses, (2) Other out-of-state com¬ 
panies, (3) Competitors who ab¬ 
sorbed the tax, (4) Other com¬ 
petitors. On this phase, the hard¬ 
ware dealers reported as shown in 
Table 2. 

With the exception of grocers, 
druggists, and dealers in automo¬ 
biles and radios, hardware mer¬ 
chants showed a greater percent¬ 
age of their number who lost 
business than any other class of 
merchant. In Detroit, for exam¬ 
ple, 28 per cent of the hardware 
men interviewed reported a loss; 
but only 12 per cent of the shoe 
retailers, 13 per cent of the mer¬ 
chants of women’s apparel, 13 per 
cent of the book dealers, 14 per 
cent of the dealers in ready-made 
clothing, 17 per cent of the de¬ 
partment store merchants, 19 per 
cent of the dealers in men’s 
furnishings. 

The conclusion to be drawn 
from these impartial findings is 
obvious. A state sales tax is a seri¬ 
ous detriment to business improve- 


Location 

Chicago, Ill. 

Detroit, Mich. 

Monroe, Mich. 

Rock Island & Moline, 

Ill. 

Number 

Interviewed 

244 

102 

3 

3 

TABLE 1 

Number Who 

Lost Sales 

89 

28 

3 

3 

Percentage 
Who Lost 

36.4 

27.6 

100.0 

100.0 





Competi- 



Number 

Mail 

Out-of- 

tors Who 

Other 

Location 

Reporting 

Order 

State 

Absorbed Competitors 

Chicago . 

89 

2 

1 

54 

28 

Rock Island & Moline. . 

3 


3 



Detroit . 

28 

3 

2 

12 

11 

Monroe . 

3 


3 




TABLE 2 
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# Hand and power pumps 
of almost every type and 
capacity are included in 
the Deming line. 

Every Deming Pump and 
Water System is made RIGHT 
and priced right Everything 
you need to make real 
profits in pumps and water 
systems is right here in the 
popular Deming line. 

Write for Deming Dealer Plan. 


THE DEMING COMPANY 


905 BROADWAY 


to greater profits through, more repeat sales. 
HOLTITE Products never disappoint — never let the 
user down — never make the dealer lose a customer's 
confidence. You can sell this profitable line of assem¬ 
bly units with every assurance of customer satisfaction 
— every assurance that no finer products are manu¬ 
factured— every assurance of full support by this 
old established company in your endorsement of 
its products. Stock the complete line of HOLTITE 
Products for steady, profitable turnover. 

Sold through Hardware Jobbers 


Continental Screw Co. 

I SOUTHERN BRANCH OfflCC & Factory WESTERN BRANCH 

1421 Fort Street NEW BEDFORD 6529 Russell Street 
Chatt/^nooga. Tenn. M d SSd C h U sef f S Detroit, Michigan 


'MEET MY 
SIIEMT SALESHAK 


NATIONAL WINDOW SCREENS 
and SCREEN DOORS are 
PACKED RIGHT! 

% ^^The way National Screen Doors and Window 
Screens are packed is a great boost to my sales. My 
customers know that a manufacturer who is so fussy 
about the way he packs his products—even such big 
sturdy articles as National Screen Doors—^is also fussy 
about the way be makes them. And they’re absolutely 
right. National Screen Doors and Window Screens arc 
everything the manufacturer claims them to be—sturdy, 
handsome and PERFECTION ITSELF in every detail.” 


SEND FOR THIS CATALOG 


NATIONAL SCREEN CO, Suffolk, Va. 

Please send us a copy of your 1936 cataloi? 
showing the complete line of National Screen 
Doors, Window Screens and Ventilators. 

Name .... . 

Address .... 

City . State .. 

New York Office: 253 Broadway 
Southern Selling Acents 
SAND & HULFISH. Baltimore 


Natiomal Screen Co. 

Suffolk Virginia 
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ment, particularly for hardware 
retailers. 

What makes the sales tax espe¬ 
cially onerous, however, is that, 
up to a certain point, it is extreme¬ 
ly difficult for the average hard¬ 
ware dealer to pass the impost on 
to his customers. Incontrovertible 
evidence to this effect can be found 
in the study by the Rockefeller 
Foundation. For this study, 10 
per cent of all the retail mer¬ 
chants in New York State were in¬ 
terviewed at the time a 1 per cent 
levy, since repealed, was in effect 
in that state. Among them were 
283 hardware dealers. Approxi¬ 
mately 38 different lines of trade 
were covered. 

In summary form, this is the 
extent to which merchants in nine 


of the retail trades surveyed shift¬ 
ed the payment of the sales tax on 
to their customers: (se^ table) 

Analysis of this little table 
shows at once that a sales tax on 
merchandise of high price is easier 
to pass on than a levy on mer¬ 
chandise of low price. The sur¬ 
vey, in fact, points out specifically 
that “in such businesses as con¬ 
fectionery, drug, dry goods, five- 
and-ten-cent, grocery, hardware, 
and stationery stores, where a sub¬ 
stantial part of the merchandise 
retails at prices under one dollar, 
an increase of only one cent is 
much more noticeable to regular 
customers than is an increase of a 
few cents on a higher-priced com¬ 
modity less frequently sold.” 

In the light of this evidence, a 



Total Number 

Number 

Per Cent 

Per Cent 

Business 

Reporting 

Shifting 

Shifting 

Not Shifting 

Hardware . 

. 283 

83 

29 

71 

Drugs . 

. 665 

77 

12 

88 

Confectionery ... 

. 375 

9 

2 

98 

Delicatessens .... 

. 24 

2 

8 

92 

Stationery . 

. 536 

25 

5 

95 

Automobiles . 

. 125 

108 

86 

14 

Coal and ice. 

. 128 

83 

65 

35 

Lumber . 

. 88 

53 

60 

40 

Gas stations. 

. 62 

34 

55 

45 



DIETZ LANTERNS 
NO. I FOR SALES 


What You Assure Your Customer When You Sell 

A DIETZ LANTERN 

1. Highest Lighting Power to be had in a Kerosene Lantern. 

2. Storm-prool dependability—tested in the wildest storms 
of every country on the globe. 

What You Assure Yourself When You Sell 

A DIETZ LANTERN 

1. Saved selling time through handling merchandise ol 
known reputation—universally popular—always salable. 

9. Satisfaction in a sale that's always money's worth—sure 
to please—and profitable. 


MAKERS OF LANTERNS FOR THE WORLD. FOUNDED 1S40 
Output Distributed Through The Jobbing Trade Exclusively. We 
Do Not Sell Chain Stores, Catalog Houses, or Syndicate Buyers. 


R..E. DIETZ COtVIPANY - NEW YORK 



sales tax as far as the hardware 
man is concerned means a virtual 
cut in his profits. If the hardware 
dealer cannot risk passing on the 
tax, either because of competition 
or because of the possible resent¬ 
ment of customers, then he must 
shoulder the burden himself. 

The imposition of sales taxes by 
the separate states, moreover, re¬ 
sults in complications not inherent 
in other types of taxation. 

Business Lost to Nearby 
State 

A sales levy in a state located 
next to one where there is no such 
tax is a case in point. Hardware 
merchants operating in sales-tax 
states have already seen thousands 
of dollars in business go to the 
merchants stationed in the adjoin¬ 
ing commonwealths. Hardware 
men located in Omaha and other 
border cities in Nebraska, which 
has no sales tax, recently reported 
that business for them has been 
far better than the general im¬ 
provement throughout the country 
seems to warrant. They ascribed 
this to the fact that there are sales 
levies in five of the six adjoining 
states. Conversely, merchants in 
Council Bluffs, Iowa, which is 
across the river from Omaha, re¬ 
ported the poorest business they 
have had, simply because trade 
has been driven by the tax to the 
city across the border. 

Another example: Because a 
state tax cannot be levied on goods 
passing in interstate commerce, 
customers in sales-tax states may 
order merchandise tax-free from 
mail order houses in distant cities. 
The mere fact that the mail order 
houses last year and the year be¬ 
fore reported a sharp increase in 
volume over 1933, despite the de¬ 
pression, is further proof that re¬ 
tailers are losing business because 
of sales taxes. 

It is true that a state which 
usually does not adopt a sales im¬ 
post must usually impose some 
other burden, like a higher income 
tax or a real property tax, in order 
to obtain added revenue. But in 
the latter instances, the tax burden 
is distributed over a larger num¬ 
ber of backs in different classes; 
whereas, in the case of a sales tax, 
the effect in actual practice is that 
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AT RETAIL 


Toe more comparlaons you 
make the better you will like 
this scale ... the same Is 
true of your customers. Sold 
by leading jobbers. 


THE BREARLEY CO. 

ROCKFORD. ILL. 

In New York. Loeb>8tem, Inc 
19 W. 23rd St. 


Correct m Every Weigh 


LET THIS “SUPER-SALESMAN” 


AS HEADQUARTERS foT garden tools, 
you should make vegetable and 
flower seeds a big item in your spring 
and summer sales. And here’s the easy 
way to make them pay worth-while 
profits. . . . Send for the new Ferry 
displayy or, if you already have yours, 
put it to work tg the limit. 

This modern merchandiser doesn’t 
cost you a penny. It comes with your 
Ferry order. It deserves a prominent spot in your store. The 
display does the selling. And, because of its beautiful and un¬ 
usual design, it sells more seeds more quickly than ever before. 
Thousands of dealers last year found this new Ferry display an 
extra gold mine in their stores. 

But that isn’t all. This year your Ferry Seed sales are backed 
by the largest national advertising campaign we’ve used for many 
years. Garden fans will be on the lookout for the Ferry display. 
Make sure they find it in your store! Make your store seed 
HEADQUARTERS. 

The Ferry display gives you a complete line of purebred 
vegetable and flower seeds in packets and cartons. We are also 


COUNSELOR 


equipped to serve you with seeds in bulk. Write for detailed 
information today. Ferry-Morse Seed Co., Detroit, Michigan, or 
San Francisco, California. 



Make Volume Business — Profits—and 
Customer Satisfaction 

First—the Premax Floating Head Sprinkler was 
designed to meet the specifications of the home 
owner, who wanted simple speed adjustment, 
operation on any water pressure, absence of 
i rocking or digging, suitable for large or small 
k areas, and a lifetime of wear. i 

A PREMAX gives him a guarantee that this M 
is one sprinkler that just won’t wear out. U 
It meets his needs—and that means ready 
sales everywhere. 


Get Bulletin HS«36 and prices. 
Your Jobber can supply yon. 


FERRY-NORSE SEED CO. 


/^-o-trryi ^ 


PRENAXG SPRINKLERS 

GUARANTEED A LIFETIME ! 


\ FLOATING 
HEAD 


NO 
FRICTION\ 


iPREMAy SALES DIVISION, Chisholm-Ryder G.,lnCvNiaqarafall5,N.Y.| 


^ FOWLER&UNION HORSE NAIL CO. 

1000 MILITARY ROAD. BUFFALO. N. y. 


Thefre 

Uniform 


That*8 Why Fowler & Union Brands 
Have Been the Blacksmith*s Favorite 
for Over 50 Years I 

1 ITsii*glnMa Uniform from head to 
^raness buckle 

in hard feet, drive where you want 
them to go. 

Clean, accurately centered 
OUape hoid.fa8t head ; perfect- 
taper hlade, entirely free from 
^waves.” Sharp, reinforced point. 

3 Quality p"* 

cision machines, so accn- 
rate that every nail in the is ex- 
^P actly the same. 

Three Quality Brands 

NORTHWESTERN-CROWN-UNION 

Cold-Kolled 

HORSE NAILK 

Order from Your Jobber 


miavRgi Clean, accurately centered 
OUape hoid.fa8t head ; perfect- 
taper hlade, entirely free from 
^waves.” Sharp, reinforced point. 


Oiialifxr Made on our own pre- 
cision machines, so accu¬ 
rate that every nail in the ^x is ex¬ 
actly the same. 
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The QUALITY group 

Bassicic 


HOUSEHOLD CASTERS 
RUBBER CUSHION SLIDES 



Profit Makers for 
Hardware Dealers 



A sales producing display 
(''8 X 12”) with samples mounted 
on removable wooden plugs. 


This display available to dealers 
purchasing the quality group. 
Write for complete information 
on how it can be obtained. It is 
the most practical caster sales 
aid ever developed. 


THE BASSICK COMPANY 

Bridgeport, Connecticut 

Canadian factory 

STBWART WARNER ALEMITE CORE. 
OF CANADA. LTD . BELLEVILLE. ONTARIO 


the retailer is made to be the chief 
sufferer. 

Proponents of sales taxes in this 
country say that “a sales tax is 
ideal because it affords justice to 
industries heretofore singled out 
for discriminatory and burden¬ 
some levies on their particular 
products.” This statement is in¬ 
consistent on the face of it. When 
retail sales are taxed, isn’t this 
(by the same token) discrimina¬ 
tory against retailing? 

Because of the country’s large 
unemployed and because of the 
concomitant need for immediate 
relief, politicians have seized upon 
the sales tax as a quick means of 
raising huge revenues. Their suc¬ 
cess in securing virtually unob¬ 
structed enactment of necessary 
legislation for the purpose is due 
almost entirely to the fact that the 
retail trades are less organized 
than are perhaps any other class 
of industry or profession in the 
United States. 

At the present moment, there 
are 24 states in which there are no 
sales taxes. Unquestionably, 
while the jobless still number into 
the millions, efforts will be made 
to secure sales taxes in these re¬ 
maining commonwealths. In the 
eight states in which the legisla¬ 
tures are now in session, not to 
speak of special sessions scheduled 
in a number of the other states, 
sales tax proposals have already 
been presented. And in the case 
of the special sessions, these are 
to be called in practically every 
instance because of the pressing 
need of raising money. 

Begin to Combat Tax Bills 

Hardware merchants are warned, 
therefore, to begin now their prep¬ 
arations to combat these bills. 
Following is a summary of what 
can be done in preparation: 

1. Stir up every hardware deal¬ 
er, and every other merchant as 
well, to the danger of an impend¬ 
ing sales tax so that a solid oppo¬ 
sition may be created. 

2. Organize effective coopera¬ 
tion between the small rural mer¬ 
chant and the large city dealer, 
between the independent and the 
chain. The rural dealer and the 
independent represent numbers 
and so can command the attention 
of politicians. The big city dealer 
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and the chain can usually supply 
the funds necessary in combating 
a legislative proposal. 

3. Line up organized labor in 
your behalf. It is significant that, 
of the 10 states where organized 
labor actively took a hand in fight¬ 
ing a proposed sales impost, in 
only four was the tax passed. 

4. Contact the politicians and 
keep after them. When a man 
announces his intention of run¬ 
ning for oflSce, get him to state 
his views. If he is inclined to 
favor a sales levy, work for his 
defeat. As for the man now in 
office, let him know definitely and 
frequently that if he votes for a 
sales tax, you will cut off your 
support in the next election. 

5. Get the public on your side. 
This is by far the most important. 
Merely convince customers that a 
sales impost will mean they will 
have to pay more for their goods, 
and you will have no trouble in 
obtaining their backing. 

6. Arrange for propaganda of 
two kinds: (1) To legislators, (2) 
To consumers. The moment a 
sales tax is presented to the legis¬ 
lature, flood your lawmakers with 
telegrams and letters of protest, 
prepare circulars and leaflets to 
be distributed to the public, call 
a mass meeting. Because mass 
meetings invariably make news, 
this will insure you publicity in 
the press. 

7. Write letters to the editors of 
your daily papers. The more such 
letters they get, the more they will 
be inclined to advance your cause. 


Color Indexing 
For Jenkins Valves 

This type of valve wheel is molded 
of colored plastic materials. It was de¬ 
veloped by Jenkins Bros., 80 White St., 
New York City, for special use on their 
valves to make it possible to designate 
valves for steam, water, air or any other 
fluids and gases by distinctive colors. 
Five standard colors—blue, red, black, 
green and gray—are offered, unmarked 
and with five standard service mark¬ 
ings molded in relief. Wheels can be 
made up of special color or with spe¬ 
cial markings. This makes the wheel 
adaptable to use on valve equipped 
apparatus and is also well suited to 
plumbing and heating installations. The 
manufacturer states that the Jenkins 
colored wheels are strong, cool to the 
touch, easy to grasp, sanitary, perma¬ 
nent in color, and pleasing in appear¬ 
ance. 
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A good roller skate—^mast be right on design and 
construction. Good steel—tempered for wear— 
correct assembly by expert workmen—and a proven 
record for service. These are factors which 
establish a fair resale price. 


IFLYIW* 


Roller Skates 


Low prices can only mean cheap mer* 
chandise and eventually—failure. We have 
seen many firms come and go, but 
“Chicago” Roller Skates are still the best. 
Dealers can sell “Chicago’s”—build repeat 
business—establish confidence in their 
trade and profit by our protected policy. 

Wriim for dotaiU of Complete Line. Get our 
price rouge and ealee policy, 

CHICAGO ROLLER SKATE CO. 

SoUer Sk€Uee With Recorde for Over 83 Yeara 
4456 W. Lake Street i . i CHICAGO, ILL. 


MILLIONS of HOMES 
NEED THE NEW 

MAILMASTER 

The millions of out-moded 
and disreputable mail boxes 
in use today that should be 
replaced, plus the new houses 
being constructed, make the 
demand for new mail boxes 
greater than ever before— 
not only for low-priced boxes 
for modest homes, but also 
for better mail boxes like 
our TUDOR MAILTAINER 
which will harmonize with 
the richest surroundings. 

Display the Fulton Line of Mail 
Boxes and make this one of your 
major items—^a splendid source of 
profit. 

Write us for catalog showing com¬ 
plete line of mail boxes. 




MAILMASTER 

Sturdy and attrac¬ 
tive. Door hinged 
at top (always 
closed). A 75^ mall 
box that can be 
sold profitably for 
65^ or less. 

Ask your jobber. 


Patent Novelty Company 


305 Eighth Aveane 


FaltoB9 niiaols 


TOLLY PRIM DUST PANS JUMBO FIRE SHOVELS 

POLLY PRIM RECIPE CABINETS FULTON (3RUMB SETS 
RU8T-RE8I8TING MAIL BOXES FULTON DOCUMENT BOXES 
TOLLYANNA DUST PANS BLUE-BIRD INDOOR CLOTHES LINE 
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All Wright Wire 
products are made 
from copper bear¬ 
ing steel. These 
quality products 
give greater satis¬ 
faction, but cost no 


G. F. Wright Steel 
& Wire Co. 

Worcester, Mass. 

POULTRY NETTING- 
WIRE CLOTH—CHAIN 
LINK FENCES AND 
gate S —W I R E 
CLOTHES LINES — 
WIRE LATH 



A NEW PROFIT MAKER 

FOR HARDWARE DEALERS 

Here’s the tool that is nationally advertised with more than two 
million monthly circulation back of it. In its fourth successful 
year. The demand is growing everjrwhere. A demonstration sells it. 




Quicker, Better Jobs 

The Handee does away with slow hand 
work. Grinds, routs, drills, carves, saws, 
sharpens, cuts, polishes, engraves. Uses 
200 different accessories. For use at 
home, in shop or take to job. Weighs 1 
pound. 13,000 r.p.m. 110 volts AC or 
D.C. Sells for $10.75 and up. (3 Acces¬ 
sories Free). 


TOOL OF 

1001 

USES! 



Plug in Any 
Light Socket 


UEUI mODELI 

Revolutionary Performance 

For constant service. Nothing else like this easy-to- 
handle production tool for saving time and labor. 
Fastest, smoothest, most powerful tool for its type 
and weight (12 oz.). 6" long, 1^" diameter. 25,000 
r.p.m. Sells for $18.50. (6 Accessories 

WKSk^ DEALERS -Write for discounts and our speeisi 

bands a Demonstrator Outfit. 

CHICAGO WHEEL & MFG. CO. 


SEND 

BOOKLET 


U02 W. IMonro* StrDDt 
CHICAGO, ILLINOIS 
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GIANT 
16 " 
OSCILLATOR 


NEW 

QUIET 

BLAOES 


VICTOR / 


eyUf.tP*' 

‘^FAMS 


FREE! 

new 1936 
CATALOG 

1 Send for your copy 
I jr\ TODAY I 




ROLLER SKATES 



make them sturdier... 


D. P. HARRIS HDW. O MFC. CO.. INC. 
D. P. HARRIS BLDG., NEW YORK. N. Y. 
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Picture Framing 

{Continued from page 27) 


Accordingly, Mr. Muroff took 
some instructions in framing. He 
built a large flat table in the back 
of his store and covered it with 
canvas. He purchased a fine sta¬ 
tionary motor drill and a chopper, 
and set up a small vise. He dien 
laid in a couple hundred dollars 
worth of molding and picture 
glass. He was now ready for busi¬ 
ness. 

The chopper is a keen edged de¬ 
vise that cuts the molding at an 
exact 45 degree angle without 
pulling any splinters that will 
mar the finish or the fibre of the 
wood. It is a necessary tool for 
making a clean, perfect joint 
quickly. The drill is used to make 
holes for the wire brads, to pre¬ 
vent any splitting of the fine mold¬ 
ing. Brads and glue hold the 
joints together. A varied stock of 
molding is necessary in order to 
cater to the various tastes of the 
customers. 

A little advertising and a win¬ 
dow display started the business 
moving. Everything from large 
oil paintings to barber price 
schedules were brought in, and 
Mr. Muroff found no more leisure 
time. He bought reproductions of 
several classical paintings, ar¬ 
ranged them in attractive frames 
and offered them for sale. Such 


items helped stimulate business 
and made wonderful displays. 
Mounted photographs of movie 
stars and other more local celeb¬ 
rities likewise formed attractive 
ads. 

To display the various types of 
molding in stock, Mr. Muroff 
built a triangular post about three 
feet high. On the three sides of 
this post he hung samples of the 
more popular types of picture 
molding. Each sample comprises 
two six-inch strips joined at right 
angles. These are suspended at 
the joint and can be easily re¬ 
moved to hold against a picture 
for comparative purposes. This 
gives the customers an easy means 
of selecting the molding best 
suited to their tastes. 

The business of picture fram¬ 
ing grew as the excellent work¬ 
manship of Mr. Muroff became 
better known. Not only has be 
attracted much of the normal pub¬ 
lic’s business, but he reaches the 
regular trade of the town’s busi¬ 
ness shops. Display signs, price 
schedules, professional notices 
and awards are all brought to 
this hardware store for framing. 

And does the business pay? 
Well, at the present time, Mr. 
Muroff carries an inventory of 
over $500, purely for the fram¬ 
ing business. 


How to Use Secondary Sources 
For Light 

{Continued from page 29) 


White and light tints mean 
maximum light reflection. They 
mean that you will get both more 
and better distributed day and 
artificial light. Harsh contrasts 
and glare will also be avoided. 
Both fully indirect and semi-in- 
direct illumination are especially 
dependent upon the reflection 
values of surrounding surfaces to 
attain the greatest efficiency. Ceil¬ 
ings are the principal reflectors, 
and should therefore be given 
first consideration. Flat or semi¬ 
flat white paints are recommended 
for all ceilings, and are the best 


means of obtaining brilliant, but 
soft and evenly diffused light over 
all counters and displays—^both 
high and low. Only in this way 
can merchandise appear its best. 

Local lighting units are gener¬ 
ally desirable to illuminate spe¬ 
cial displays sufficiently to set 
merchandise off to good advan¬ 
tage. The recommended foot- 
candles of light depends upon the 
nature and color of the goods on 
display. Darker ithvas require 
more brilliant illumination, and 
it is sometimes desirable to dif¬ 
fuse the light from local sources. 
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New**Sagless**Spring PivoUHinge 



Type 4007 

Exterior Tenrion Adjustment 

An improved hinge for the gates in modern buildings 
and for replacing obsolete equipment in buildings to be 
made modem. 

The exterior tension adjustment permits regulating the 
spring power, after the gate has been bung, to suit 
different sizes and weights of gates or individual 
preferences. 

(tI}ir.a9oSprit)9 Htn9a(Compat)jg. 


CHICAGO 


u. s. A. 


NEW YORK 







Order from your jobber fodey 
. . • display this selling display 
carton and make MORE Blac-Link 
Profits I 

Carriet Underwriters* Label 

THE CHASE-SHAWIVIUT CO. 
NEWBURYPORT - MASS. 


FUSE SPECIALISTS SINCE ItSS 




Be 



A bench saw liberally priced, which 
the home craftsman may well be 
proud of 1 . . the mechanism and 
smooth operation are revelations. 
An ideal size for the home work¬ 
shop . . . operates with a precision 
that is amazing. Table is tilted 45 
degrees by an instant adjustment. 
6-inch blade, with cutting capacity 
of 1% inches, is raised or lowered, 
and held in position on saw arbor 
by clamping hand wheel. Saw 
guard with splitter, regular equip¬ 
ment. Combination fence and mitre 
gauge fully adjustable and a time 
saver. Finish gray enamel. Many 
other fine features. 

Order from your jobber 


nRU^DE BENCH SAW 

ARCADE MFC. CO., FREEPORT, ILL. 


RETAILS FOR 


510 


West of Rockies 
and Canada $11.00 
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pays to handle a quick selling 
item like this popular Red Devil Sand¬ 
paper Holder. It is counter displayed 
““ attracts attention because uni¬ 
versally needed—sells fast at 
25c. 


1 


GLASS CUHERS 
a SAND PAPER 
HOLDERS 


STEADY 

PROFIT 

ITEMS 


024 


A K E 
sure your cus¬ 
tomer gets a 
superior glass 
cutter. Red Devil 024 
is best for amateurs 
and preferred by ex¬ 
perts. 


NOV/THERE’S REAL 
MONEY IN IRONS, 

thanks to ESICO 



THE ONLY ELECTRIC SOLDERING 

IRON LINE, properl 7 merehaadlsed that 
B«araatee> a profit, ne handsome, chrom- 
inm trimmed display panel—supplied free 
•—featorlng four quality Esieo Iron s will 
be your most aetlre salesman. 

A national adrwtlslng eampalan* stimu- 
laAlnq eonsnmer Interes t ■-proper display 
material t erritorial protection and stand¬ 
ard prices throughout the country, plus 
a quality Ite m - make It really worthwhile 
to push Esieo, the iron that is easy to sell. 

Complete information furnished upon 
request. 

ELECTRIC SOLDERING IRON CO., Inc. 
842 West 14th Street, New York, N. Y. 



Power Tools Kirch's Best Line 

{Continued from page 33) 


stocked and in additional several 
smaller machines and a well- 
rounded assortment stock of acces¬ 
sories are also carried. 

In getting out-of-town business 
the store has found that a complete 
stock is a decided asset. Mr. Kirch 
says, “You can’t sell it if you don’t 
have it,” and he makes it a point 
to see that the store always has an 
adequate stock of power tools and 
accessories. He declared that it is 
practically impossible to antici¬ 
pate the demand, and on this ac¬ 
count a stock large enough to cope 
with unexpected emergencies is 
carried. As evidence of how dif¬ 
ficult it is to attempt to judge the 
demand in advance Mr. Kirch said 
that there had been times when the 
store had not sold a flexible shaft 
unit for two months, then all at 
once two such units were sold in a 
sirtgle day. 

The store was surprised to find 
that business in accessories now 
accounts for approximately one- 
fifth of the total volume in the 
line, and this percentage is steadi¬ 
ly increasing as additional selling 
effort is made. Demonstrations of 
the new accessories are just as ef¬ 
fective as they are with the ma¬ 


chines, and the latest attachments 
and supplies are shown in use at 
every opportunity. The markup 
obtainable of accessories is also 
said to be greater than on most 
other merchandise carried by the 
store. 

While most power tool custom¬ 
ers purchase one tool at a time, the 
store has sold several fairly com¬ 
plete motorized shops for sums 
ranging from two to three hundred 
dollars. In some cases, despite the 
store’s protest, customers who are 
just starting to equip a homework- 
shop will insist on buying the 
smallest and least expensive tool 
available in the type desired. The 
store makes every effort to con¬ 
vince such customers that the small 
inexpensive tools are not capable 
of producing the type or size of 
work that is often expected of 
them, but this advice, in some 
cases, is unheeded with the result 
that the customer usually returns 
within a few days for a larger and 
better tool. In instances of this 
kind the store takes the small tool 
back at an allowance which is 
mutually satisfactory, and this 
allowance is deducted from the 
price of the larger tool. 


More Electric Pumps 

{Continued from page 39) 


out of the store in the morning and 
back in at night. But the demon¬ 
stration pump outside eventually 
became a nuisance. Mischievous 
boys would open the faucet just 
to see it run, and leave it that way 
to make grand circulation for the 
water in the tub. Once an old man 
took his collapsible tin cup from 
his pockets and expected to get a 
cooling drink. Wliat he got was 
a swig of stale water that caused 
him to report unfavorably in the 
store. So the demonstrator was 
discontinued and more modem 
ones were shown on the floor. 
That is really sufficient, says 
Woker, since so many of the elec¬ 
tric pumps are about the territory. 
New prospects are advised to talk 
with old customers for pump in¬ 


formation and it actually becomes 
a case of satisfied users making 
the sales, Woker says. 

“There is one question that 
prospects invariably ask,” he said. 
“They want to know, first, how 
long a pump will last. We tell 
them we don’t know; that the first 
one we ever sold is still going, and 
that very little expense on it has 
been necessary. We state where 
that pump is, and suggest that the 
prospect go out and see it. Or we 
name the electric pump user clos¬ 
est to his home. We know that the 
owner of a quality outfit will have 
only words of praise for it. The 
chances are, though, that the pros¬ 
pect has already been going the 
rounds getting first hand informa¬ 
tion from users, and so is only 
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NO MORE "GYP" FLINT 

(AS FAR AS WE ARE CONCERNED! 

Effective January First, 1936, we have discon¬ 
tinued the manufacture of Flint Sandpaper in the 
8%" X lOVi" size. 

On and after that date we offer only our First- 
Quality JEWEL Brand, full 9" x 11" size, made 
from first-quality materials and packed either in 
the waste-saving Jewel carton or the time-saving 
Jewel shelf dispensing box. 

A OmbIm Jewel Abrasive .jffTTII^ 

■EST OF THE SETTER IRANDS 
And—best of all—Genuine First-Qualitir 
JEWEL Sandpaper wHI cMt you no more 
than the “scalped” size! 

ABRASIVE PRODUCTS, INC. 

Manufacturers of Coated Abrasives for Wood, 
Metal, and Leather Working 
SOUTH BRAINTREE. MASS., U.SJL 

^ General descriptive catalog, now on Hie pr^ 
lists many improved time and money-saving 
abrasives. 

Shall we reserve your copy. 

Just mail the coupon—Pin it to your letterhead if yoe prefer. 


Abrosive Predncts, Inc. 

Sontk Brointree. Moss. 

fTbserve my copy of your now catalog (H.A.4) 
NAME . 


KOHLER QUALITY 

CURRY COMBS 

^ THE POPULAR 
..... ig|r 1936 LINE 


OPEN BACK 


CLOSED BACK 


WE ALSO 

MANUFACTURE: 

PRUNING SHEARS 
CRASS SHEARS 
GARDEN SPADES 

SCREEN 

HARDWARE 

HOSE REELS 
FOLDING CHAIRS 

AND NUMEROUS 
OTHER SPRING 
AND SUMMER 
ITEMS. 


SEND FOR CATA¬ 
LOG AND FULL 
DETAILS. 


Cleveland, 


This is the original sanitary metal scouring 
device and is accepted as a standard by 
which all imitations are compared. Now 
advertised to over 16 million families each 
month. Leading dealers everywhere are 
displaying this fast-selling household item. 


METAL SPONGE SALES CORF.. PtiaudulplwD 


Pardon me for butting in: rm looking 
for some additional lines to represent. 
Know where I can find any good 
ones? 


Certainly! You’ll find many good 
accounts advertising under the 
heading of “Sales Representatives 
Wanted” in the Classified Sec¬ 
tion of HARDWARE ACE. Read 
the ads in every issue and you 
will be reasonably sure to find 
the kind of a line you want. 
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FIQ. 81 MENDER 


SHERMAN 


Long-Grip 

Couplings and Menders 


Both types shown are made 
of heavy wrought brass with 
cadmium plated steel fingers 
that grip and hold securely. 
Sizes: 1/^", %" and 

Write for literature and samples 
SOLD THROUGH JOBBERS 


making some sales resistance on 
general principles.’’ 

But much of the time the cus¬ 
tomer would take the smaller of 
two sizes being shown if he were 
not talked into accepting the 
larger one instead with its better 
advantages for only a slightly 
higher price. It is pointed out that 
while the smaller one handles 275 
gallons an hour, the larger one 
throws 400 gallons, a difference to 
consider if much water is to be 
tised for livestock consumption, 


irrigation purposes, or any other 
large usage. 

There are the cheaper pumps 
always coming along in competi¬ 
tion, but Woker finds that first 
of all the Tumock Hardware store 
customers sedc quality, so quality 
is talked up all of the time. ^‘But 
one must know every detail of 
electric pump mechanism, else 
something may be left unmen¬ 
tioned, and the mail order house 
may get the sale on the price argu¬ 
ment alone,” Woker asserted. 


The Adam3 Family 

(Continued from page 80) 


H.B. SHERMAN MFC. CO. 

Battle Creek Michigan 




EVANSVniE 

GOOD SERVICE TOOLS 


FIG. 30 COUPLING 


EVANSVILLE ^^X-PERT” 
ALLOY-STEEL AXES 


MADE IN ALL POPULAR 
PATTERNS AND SIZES 

ASK Y OUR J OBBER 

THE EVANSVILLE TOOL WORKS, liM. 

EVANSVILLE, IND. 


warned them against the danger 
of side issue^f. He said what they 
needed was concentration. Then 
he added: ‘Tf I had concentrated 
I might have been a rich man 
today. But instead of devoting all 
of my time and attention to poker 
playing, 1 went into the hardware 
business and trying to nm this 
hardware business always diverted 
my mind from poker playing.” 

This article about the West 
should be especially interesting at 
this time, as a number of very 
interesting Western stories have 
been written recently. One of 
them that goes into great detail 
about the old days is called 
“Honey in the Horn.” That is 
an odd name. It was taken from 
an oldtime Western dancing song. 
Another Western book that takes 
us back to the buffalo hunting, 
Indian fighting days of 1840, is 
the “Autobiography of Kit Car- 
son,” just published by R. R. 
Donnelley & Sons Company, Chi¬ 
cago. One page in this book in 
Kit Carson’s handwriting, re¬ 
produced by photography, is es¬ 
pecially interesting. It is the 
story of a fight Kit Carson had 
with a bully in their trapping 
camp. This bully had passed out 
the word to all and sundry that 
he could lick anybody in the 
neighborhood. The bully was sit¬ 
ting on his horse with his rifle 
across the pummel. Kit Carson, 
who was on foot, inquired if 
what he had to say applied to 
him, too. The bully allowed it 
did. So Kit turned to a man 
standing nearby, borrowed his 


Colt pistol, jumped on his horse 
and rode up to the bully so close 
that the horses’ heads touched. 
Said Kit to the bully: “If you 
lift that rifle you are a dead man.” 
The bully fired point blank from 
his hip. Kit Carson’s hat spun 
around on his head. Simultane¬ 
ously Kit’s pistol barked, and the 
bully’s right hand dropped. His 
arm had been broken. Bystanders 
said that the two men fired so 
close together that they only heard 
one report. 

Carson is described as a me¬ 
dium-sized man, with broad shoul¬ 
ders and a deep chest. He had 
sandy hair and blue eyes. It is 
a curious fact that most of the 
dangerous men in the old Wild 
West days were of this type. Billy 
the Kid also had blond hair and 
blue eyes. 

In 1936 the state of Texas will 
celebrate its Centennial. A good 
book about Texas is “The Raven,” 
the life story of Sam Houston. 
Don’t fail to read it. 

I can’t finish these references to 
the old wild West without telling 
one of the favorite stories of a 
sister of mine who married a min¬ 
ing man. She went with him one 
time to visit one of his mines in 
Montana. They stopped at a very 
small, primitive hotel in the camp. 
Bill Thatcher was the ex-bad man 
of the camp, and had just been 
elected sheriff. Bill had eleven 
notches in his gun. He stood six 
feet four inches in his stocking 
feet. The camp decided to 
have a dance in the hotel that 
night. While my sister was in her 
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Sell 
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Correct Gun Protection 

RIGHT NOW 

^ HOOTING customers know the 
^ need of removing leading or 
metal fouling from gun bores after 
the shooting season. Sell them the 
sure, cfuick-working solvent to do 
it— 

HOPPERS No. 9 

famous for cleaning gun bores mirror 
bright and preventing rust. 2 on. bottles. 
.... Tbey’U need, too— 

HOPPE’S Cleaning PATCHES 

Clean canton flannel, of correct thickness, cut round and also 
oblong for cleaning shotguns, seven slses. Paeked In dust-proof, 
attractive cartons. 

HOPPE’S Lubricating OIL 

does the same good Job for their gun actions* "abolishes fric¬ 
tion, cleans and polishes all exposed surfaces. Specially re¬ 
fined, will not gum. Excellent for house¬ 
hold, office, home workshop. 3 oa. cans. 

HOPPE’S Gun GREASE 

Needed now for coating bores, and all R 

metal parts, of guns put away till Spring. ^ 

Thorough anti-rust protection indefinitely. ~ 

Large 2Vk o>* tubes. 

Four Jobber ufiU tupply you promptly 
teith these standard products needed by all 
yossr shooting customers. Order note. 

FRANK A. HOPPE, Inc. 

2314-A North 8th St., Philadelphia, Pa. 

NEW YORK—Ed. W. Simon Co., Inc., 

302 Broadway 

LOS ANGELES—H. L. Bowlds, 

108 West 2nd St. 



A NEW LINE 
IN A NEW DESIGN 



9946—1%" 


9945—11/2" 


Allen's "Parkside" is 
an outstanding all¬ 
purpose sprinkler. 


ask vour 

JOBBER 


ITEMS 
DESIGNS 
PACKAGES 

arc all combined in 

ALLEN'S 

SUPREME 

LINE 

OF 

LAWN SPRINKLERS and 
GARDEN HOSE ACCESSORIES 

Sold exclusively through hardware stores. Send 
for free copy of Allen's big 1936 catalog show¬ 
ing full color illustrations and halftones of over 
100 items. 

W. D. ALLEN MFG. CO. 

566 W. Loke Street Chicago, Illinois 

98 Warren St. New York City, New York 


TROWBRIDGE 
GRAFTING WAX 


CinJhFTtNG 


*‘Best since 1850.” The leading 
Hand or Brush Wax for graft- \ ^ 

Ing. budding and trimming of all ‘ j/'1 J_Y 

fruit, ornamental trees, shrubs 

and Tines. Also for painting tree cuts and braises. Neio % and 
1 lb. Dkgs., also 5 and 10 lb. containers. 
Ready, profitable seller. 

UaSfKOhT Treekote Emuldon 

8^ The neto and efficient tree wound dressing, 
^ pruning and grafting compound for all types 
of tree wounds. Also protects trees from In- 
j X sects and fungi. Applied cold. Not affected 

by hottest weather. Economical. 1 pt. to 6 

, umiKUHDramNtcoim* wntitorpnoa. 

) APPUCD COLD 

Waller E. Clark & Son 

Milford Box E Conn. 




REAL sales representa¬ 
tives advertise in the 
"Sales Accounts Wanted" 
columns of the classi¬ 
fied advertising section 
of HARDWARE AGE. 




NESCO 


AUTOMATIC ELECTRIC ROASTER 










































Corfland 


Cray-Wick Wire Cloth 



One of the best 
selling screen 
cloths ever pro¬ 
duced. Popular 
with thousands 
of home own¬ 
ers. Cortland 
Gray-Wick la al¬ 
ways 

Made From 
OPEN HEARTH 
Copper- Bearing-Steel 

.oil gaiiue wire uaed both 
v'ayM. rinR a pleasing dull gal¬ 
vanized flnish. Electro sine 
coated and enameled with a 
pigmenteil varnish — double 
protection against corrosion. 

We Control 
Every Operation 


From raw material to finished product. 24 
to 48 in. widths, double selvage. Individual 
fibre cartons. 


Ask yoirr Jakker for Prieos 


STEEL PRODUCTS 

**NATURAL GAS new MSd la our fur- 
naoM prtduMt very lew sulshar stssi wlilsh. 
tsfsthsr with a sssasr alhur. redniss ssr- 
reslea." 



CORTLAND, N, Y 


AT YOUR service/ 


The “Who Makes It” 
Editor will be glad to 
help yon in your search 
for the name of the manu¬ 
facturer of that product 
you are interested in. 

If yon do not find it or 
its trade name listed in 
the current Directory 
Nnmber« in all probabil¬ 
ity it has been incorpo¬ 
rated in the revised list¬ 
ings that are being pre¬ 
pared for the next issue 
of the Directory Number. 
Many such changes are 
being made daily and the 
listings brought up to 
date. 

If your current Direc¬ 
tory does not give yon 
the information yon seek, 
write the **Who Makes 
It** Editor. He*s ai your 
service I 


Hardware Age 

239 West 39lh Street New York. N Y 

k n.l. — < h.iflrr nrmh-r — \.M I* 
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room getting ready for the dance, 
there was a gentle tap on the door. 
She opened it and there stood 
Bill. He told her that he had had 
a bath down at the barber shop, 
had had a hair cut and a shave, 
had put on clean clothes and was 
all ready for the dance except 
for one thing. Would my sister 
help him out? She said of course 
should would be glad to, but im¬ 


agine her surprise when Bill said 
that the one thing that would just 
fix him up all right for the fes¬ 
tivities was some perfume. So 
Suzie reached for her atomizer 
and sprayed Bill front and back 
with the perfume. The dance was 
a great success and Bill was the 
man of the hour—“Salaam All— 
balance to your comer, dos-a- 
dos.” 


Major Effort for Major Lines 

{Continued from page 42) 


jobber, who would in turn estab¬ 
lish the franchise with electrical 
or specializing retailers, who are, 
incidentally, the hardware dealers 
new and very dangerous competi¬ 
tors. 

Several wholesalers I know are 
outstanding for their aggressive¬ 
ness in the promotion and sale of 
these major lines. Not only have 
they built up a most enviable vol¬ 
ume, but through this effort have 
caused the best hardware trade 
throughout their trading area to 
become much more closely asso¬ 
ciated with them, resulting not 
only in a very nice and profitable 
business on major lines, but hand¬ 
some increases in the sale of reg¬ 
ular hardware to these special¬ 
izing hardware stores. 

The hardware trade should real¬ 


ize the danger of these specializing 
retailers, who will, without a 
doubt, eventually put them out of 
business so far as major lines are 
concerned. They should begin 
now to establish themselves as 
headquarters for a good popular 
line of stoves and ranges, wash¬ 
ing machines, electric refrigera¬ 
tors, radio sets, etc. By making 
a connection with a distributor 
who controls lines, which are 
backed by manufacturers with 
merchandising ideas and dynamic 
selling schemes, they should set up 
a separate division to handle these 
sales, using outside commission 
salesmen. It is not too late to 
dominate their market, as after 
all they are known in their com¬ 
munities as the dealers in such 
merchandise. 


American System of Enterprise 

{Continued from page 70) 


tional system of enterprise. They 
have, to be sure, regimented the 
jobless, but that would have had to 
be done in any event. We cannot 
let our people starve, nor has any¬ 
one starved through neglect during 
this crisis. 

They have regimented certain 
classes of farmers, some of whom 
were in distress and others of whom 
were deficient in self-respect. Mean¬ 
while it has been amusing to ob- 
sene how carefully they have kept 
hands off organized labor, probably 
on the assumption that their efforts 
would be resented—to say the least. 

The great majority of business 
men, from the small retailers to the 
presidents of large industrial organi¬ 
zations, have ^continued on their 


independent way, trying to keep the 
income a little ahead of the outgo, 
by the exercise of all the ingenuity 
and initiative they possess. In the 
beginning when codes were proposed 
as a method of distributing work 
among more persons, these business 
men did their best to cooperate. 
When the codes were decently in¬ 
terred, our typical business men 
shrugged their shoulders and went 
back to the task of trying to make 
a little money in the way they had 
learned during half a lifetime. 

The saine determination to make 
the best of it extended throughout 
the business and industrial estab¬ 
lishments of the country. Because 
the attention of the average news¬ 
paper reader has been repeatedly 
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SUPER APEX 

has a zinc coating almost twice as heavy as some other widely and 
more or less carelessly advertised lines. 

On top of this zinc coating there is baked a coat of high qnality 
enamel thus reducing corrosion almost to the vanishing point. 

THE LIFE OF SUPER APEX 

in “Salt Air,” moisture or gaseous laden climates is almost double 
the life of cloth made by the old process. 

STEEL — COPPER — GOLDEN BRONZE — SPECIAL ALLOTS 
ANTIQUE BRONZE — ALUMINUM 

HANOVER WIRE CLOTH CO. 

HANOVER, PENNSYLVANIA 


Send for the latest 

TROW & HOLDEN 

CATALOGUE 

on 

Stone Working Tools 

TROW a HOLDEN CO. 

Barre, Varment 





HAMILTON BEACH Cleaners 

ARE NATIONALLY ADVERTISED 

Starting in the February is¬ 
sue of Good Housekeeping, 
Hamilton Beach cleaners 
will be consistently adver¬ 
tised in leading magazines 
throughout the cleaner sell¬ 
ing season. There is a 
k Hamilton Beach for every 

_ ^ customer. Hand cleaner rc- 

tailing for $13.50; 
Jmmmjlt No. S ModeU3A75; 

M<^eU5/50.' Each 
model carries a lib- 
eral margin for 
profit. Order from 
— your Wholesaler. 

HAMILTON BEACH CO., Racine, WIs. 


SURE GRIP ROPE CLAMP 

Easily Tightened .... Easily Loosened 





TO POLE 


PATENTED MAY 1934 


The only one of Its kind! A pull on the rope tightens 
the line ... a pull on the handle loosens it. Sturdy, 
efficient, unique. Takes 4 sizes of rope, from to 
In Malleable Iron Cadmium Plated or Solid Brass. 
Write for sample and low price. 

SURE GRIP ROPE CLAMP CO. 

98 MAGAZINE ST. NEWARK. N. J. 


WILDER’S Lion Half-Soles 


Popular Display Assortment In The 

Iwiuxirs LioNH/^-soi£s| Lion Tap Cabinet 

I - ! Contain! 1 dos. pairs each of 15#, 

^ 20# end 25# grades of Lion Tspa Total 

4 dos. pairs compltu with nails. Gross 
J wgt about 15 lbs. Sold through Job- 

f* jo, “ bers. Retail value 18.40. Dealer’s 

I pRUMrrMLJVii MEAN'S DouRUvrAB I profit 50%. 

I Wilder €/ Comivwt CHtCACo | 

Refills always available. 

Lion Taps ars also sold for display Independent of cabinet, packed one 
dozen peirs of a grade la an attractive display carton. Pricsa range 
from 10# per pair to 50# per pair, including nails. 

Give urn nmwse of wour fobbor mnd receive FREE, a sample 
pair of 104 LION TABS. 

WILDER & COMPANY“r4‘?.‘?ra?c.S“nnnS 


pnuMrrMLJVii mean's doupu vfab 
WU.DER & COMfVANT CHICAGO 



EASY CLEANING 


SWIVEL NOZZLE 




IT HAS A SWIVEL NOZZLE- 

The new Brown OPEN-HED IS THE BEST 

beoaase it Is ELECTRICALLY WELDED AND HOT GALVANIZED AFTER WELDING—dk wUl last 
tivlee as long as the old-fashioned Sprayer becanse of thla new proeessing and because the 
FIVE-INCH TANK OPENING permits thorough cleaning. It has a quick, double acting pnmp 
lock and swiral noaalo coupling for quick noaalo adjustment. 

This machine IS SELLING—got your share of this business NOW. Any man who uses a 
Sprayer wlU want the Brown OP^-HED the minute ho seoo I f — a nd It sdls for loss than the 

bast old-fashlonod models. _ 

Write for booklet and prices TO-DAY. If your Jobber cannot aopply yon, WRITE US for 
the name of our nearest Jobber. 


Patented and 
Patents Pending 


The E. C. BROWN CO, 


750 Maple St. 
Rochester, N. Y. 


Msksn of Bproymrs of M kinds from Atomiaor to Whoslhorrow typo 
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focused upon the misdeeds of this 
industrialist^ that oil man or those 
bankers, he must not forget that 
there are thousands of men of high 
principle and broad humanity oper¬ 
ating businesses, which they them¬ 
selves have built from nothing by 
vision, grit and hard work—to make 
money, of course, but more especial¬ 
ly to accomplish something in the 
world. 

It is upon that spirit that the 
American system of enterprise has 
been reared and it is that same 
spirit which will see us through this 
crisis and others, as they come. We 
are an extremely active, restless and 
ambitious people. We are constant¬ 
ly on edge for new things. It is 
typical of our individualism that 
the ambition of young couples start¬ 
ing out in life is to build a new 
house rather than buy on old one. 
They want something which is 
peculiarly themselves—^their idea, 
their plan, their own. 

An invention, however awe-inspir¬ 
ing, is no sooner completed than a 
whole, astounding network of manu¬ 
facturing, publicizing and distribut¬ 
ing organizations springs up almost 
over night. If it is something all 
can use, everyone wants it and, 
presently, prices come down and 
terms are arranged so that everyone 
can get it. 

Enterprise is the word for this 
system—enterprise on the part of 
those who think up new ideas, plans 
and devices to make life for all 
more interesting, more comfortable 
and more useful; enterprise on the 
part of those who create the manu¬ 
facturing system to carry out the 
ideas, with their money, work and 
machines and enterprise on the part 
of the selling organizations with 
their genius for creating, satisfying 
and continuing a demand. It is in 
this determined spirit of the people 
of the nation to seek constantly and 
unrestingly for better and higher 
standards of living that the seeds of 
self-perpetuation of the American 
system of enterprise are carried. 

There is every valid reason to 
believe that the wheels of this great 
machine of ours are turning over a 
little faster each month. For there 
is a tremendous amount of lost time 
to be made up in all our activities. 
Nearly half our manufacturing plants 
are obsolescent and must be rebuilt; 
housing for two million and a half 
families—our five year normal 
growth—^must be constructed; all 
the other things which have been 
wearing out, clothes, cars, household 
goods, must be replaced. 

Here is another flood, which has 
been rising steadily for more than 
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Stock HINDLEY Products 


We manufacture 

WIRE HARDWARE 

Bright Wire Gwds 
Cotter Pins 
Eye Bolts 


HINDLEY 


MFC. CO. 

Valley Falls, R. I. 



[ ECHANICS end MACHINISTS 
rvcry¥rhcrc prefer "Qiicego 
Rewhidc" Hemmers bcceuse their 
weishted heads strike powerful, true, 
non-marring blows. Their tough 
F ReplaceabU water buffalo hide) in- 

Inawpt smooth face, are 

easily replacable. Every sale makes 
a repeat customer. The outstanding 
line of "soft'' hammers, mallets, 
mauls, all sixes. Write for circular. 

Chicpgo Rawhide Mfg. Co. 
1285 Ebten Avewe, Cbicaco, U. S. A. 


Chicago Rawhide Hammers 


SUN5.IJ!Nf 

cffAilais 

MADE IN U.5.A. 


ASK YOUR JOBBER 


HOYT WD RTH E N 

TANNING CDRP. 
HAVERHILL MASS. 


STEEL .>IORTAR HOSIS 

No dripping onto 
thm user's back, 
I Made entirely of 
' steel with wooden 
shoulder saddle 
and handle. 
Edee-r are heavily 
reinforced. The 
fork is pressed 
from heavy gauRe 
•teel. 

irWfc for jsrices. 

The Cleveland Wire Sprlngi Co. 

E. S8th St. and Hamilton Ave. 
m_# Cleveland, Ohio # % 



26'xl2" 
X M'/, 
deep 


ROCHBSTEB AD4IJSTAB1JB 
SASH BALANCES 

^ product of Goaiv 
^^^8* anteed quality. Real 
profit in handling 

Write for price*. 

Wae h eaf r Saah Bakuiee Ime. 

Baeheoter. in. Y. 


13 


days- 


before date of issue 
is the closing date 
for the classified ad¬ 
vertising section. 


Digitized by 


five years, a flood of the demand of 
one hundred and twenty millions for 
all the commodities which have not 
been made in all that time. When 
it breaks loose, as it must shortly, 
our friend John Citizen will wonder 
why he ever had the faintest doubts 
about the invincible power of the 
American system of enterprise to go 
on adding to the wealth and happi¬ 
ness of the American people. 


Skillman Builders 
Hardware Catalog No. 4 

Catalog No. 4 is an attractive handy 
catalog of the loose leaf type. New 
items have been added and all ob¬ 
solete designs and materials have been 
discontinued. Attention is called to the 
SkiUman line of mortise locks and mis¬ 
cellaneous builders* hardware. The firm 
is specializing in this type of goods 
for residential, small general construc¬ 
tion, and repair work. Skillman Hard¬ 
ware Mfg. Co., Trenton, N. J. 


Niagara Machine & Tool 
Works Bulletin No. 72-E 

Bulletin No. 72-E covers Niagara 
Power Squaring shears for 5/16 in. and 
lighter capacities. Many charts are 
contained and the rear pages are de¬ 
voted to shear knives, Niagara Shear 
Clutch and Shear Clutch parts, individ¬ 
ual motor drive and modifications and 
special features. There is also a capac¬ 
ity chart for Niagara Power Squaring 
Shears, Niagara Machine & Tool Works, 
Buffalo, N. Y. 


Marble Arms & Mfg. Co. 
as Consumer Catalog 

Marble Arms & Manufacturing Co., 
Gladstone, Mich., has a pocket size 
catalog of sights, guns, cleaning equip¬ 
ment, knives, axes, waterproof match 
boxes and other Marble specialties, 
which is ready for distribution to deal- 
ers. The catalogs are prepared for dis¬ 
tribution by Marble dealers. The firm 
will send upon request whatever num¬ 
ber of catalogs can be conveniently 
used. 


Second Edition of 
Raybestos Catalog 

The Manhattan Rubber Mfg. Div. of 
Raybestos-Manhatton Inc., Passaic, 
N. J., is offering a second edition of 
its general catalog, covering belting, 
hose, packing, molded goods, friction 
material, rubber coverings, abrasive 
wheels, etc. New bulletins are also 
available on Condor Compensated, the 
low-tension rubber belt. Condor 
cord V-Belts, and Condor Whipcord 
Endless Transmission Belts. 
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Make Bigger Profits on Kitchen Scales 
Feature the new HANSON 

SILVER CLIPPER 


^ Strikingly beantihd, with silver and 
black dial, the SILVER CLIPPER 
sella on sight. 

Sm thmee fmatwe: 

1. Modernistic design 4. Unusual accuracy 

2. Eye appeal 5. Reasonable price 

3. Improved mechanism 6. Attractive profits 

Aek your Jobber for pricoe. 

HANSON SCALE COBIPANY (Est.lSN) 

525 N. Ada St. 1150 Broadway 

Chioaoo New York 



HELP! 

We’re not asking for it—ice’re offering it! The time 
—February 13th. The place —Hardware Age. The 
purpose—bigger and better brush sales for you. The 
product—Gold Stripe Brushes, the Gold Standard of 
Brush Quality. 

PITTS BUKGH 

PLATE GLASS COMPANY 

BRUSH DIVISION 

BeUtimorm, Md. 

Mamufaeturora of WoUhtdm, WaUmrepar, Florhide, and other 
naUonMy known paint produote. 


IWHITIMG 

ADAMS 




WHITING-ADAMS 

C □ M P A N Y 

690-710 HARRISON AVENUE • BOSTON.MASSACHUSETTS 


KNOWN QUALITY gSSf 

SHARK BRAND CHISELS 


TRADE MARK 

are made In 

Beware Sweden from 

of finest Charcoal Steel. 

Imltatlom Sturdy and well made. 

Dlicrimlnatlng workmen appre- 
date their known quality. Because 
of their reputation as dependable tools, 
they sell with little effort, which means sure 
profits to you. 

StoeHed hy leadiny Jobbers, or write 

SANDVIK SAW & TOOL CORPORATION 

107-109 Lafayette St. 740 Waahington Are., North 

New York, N. Y. Minneapolis, Minn. 


DIRECT MAIL I RED edge screen cloth 


Addressing 
and Mailing Service 

Our Names and Addresses of Hardware Rerailera Arc 
Up-to-Date. 

Do Not Contain Dead Names—Have No Duplications. 
Include All New Names. 

Bring Maximum Succeis to Your Direct Mail Campaigoe. 

Our Mailing Operations Are 
EIFFB0TITa*BC01f0MICAL* PROMPTLY BXBCUTBD 
Prices Reasonable. Write for Details. 

HARDWARE AGE ADDRESSING DEPT. 

2S9 W. S9TH ST., NEW YORK, N. T. 



for double 

protection 

The red enamel edge serves as a posi¬ 
tive, permanent identification—pre¬ 
vents rusting of selvage wires under the BRANDS 

... . . Bus-Red Edsa AlumlnA 

nailing strip, where moisture collects... 

and guards against breaking of wires Bob-R od Edtt Biaok 

(palatod) 

along the strip. Writ# for salat halps. Sui-Rea Eta. Bcmz. 

REYNOLDS WIRE CO., DIXON. ILL. 




F S ' l me S10.S# m Cdpp 
CBmIl witli Grder 


ALWAYS NEEDED! 

A lAmt 0 / 

WHOLESALE 
HARDWARE 
HOUSES ciriwfr 

Names and Addresses; Capitalisa¬ 
tions; Lines Handled; Territories 
Covered; Number of Men Travelled; 
Nsmea of Officers end Buyers. 

I/sp/ol /or 

PERSONAL SALES CONTACTS 
CREDIT DEPARTMENT 
DIRECT MAIL WORK 


HARDWARE AGE VERIFIED LIST 

239 W. S9th ST., NBW YORK, N. T. 


A STEADY PROFIT MAKER 


SEND FOR 
SAMPLE 



Millions of satisfied customers con¬ 
stantly demand Rubyfiuid’s national- 
W known soldering fiux, paste and 
Core Solder. **Cash in” on this 
steady profit maker by keeping an 
ample supply always on hand. Fur¬ 
nished in attractive containers and 
self-selling display cartons. See 
your Jobber. 

RUBY CHEMICAL CO. 

58 McDowell St. Columbus, Ohio 


‘Rul^luid 
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Classified Opportunities Section 


Use this se^lon to reach Hardware Manufacturers, Manufacturers* Agents, 
Jobbers, Jobbers* Salesmen, Retailers and Retail Salesmen 


• CLASSIFIED ADVERTISING RATES • 


Positions Wantsd Advertlsamonts 

aft epeelal rate of one cent a wordt mlnft- 
BSOM SO cents per Insertion. 

AN Othar ClaatHIcatloiit 

Sol Solid, Maalmnai of SO words... .$84N> 

Baeli additional word. .06 

All Capitals, Maalmum of 50 words.. 4.00 

Bach additional word.06 

Allots Seren Words for Keyed Address, 

••aad Display Ratas 

1 ineh .SS.OO 

Baeli additional inch .4.00 


DIocouiita tar Coneacutiaa Insartlam 
4 insertions, 10% aS« 0 insertions 15% oK, 
Doe to the special rata, theso dlsoannts do 
not apply on Positions Wanted Adsc r tlso 
ments 

KMinANCE MUST%^MFAIIY OiKI 

Send check or monej order, 
not eurrencx* 

hardware age is pnblishod erory other 
Thnrsday. QasslSed foraas close 13 days 
prorions to date of pablieation. 


NOTE 

Samples of literature. Mer¬ 
chandise, Catalogs, etc., will 
not be forwarded. 

AaSraaayour aarraapawdawaa and rap ll a a to 

HARDWARE AGE 

CUuHfimi OpportuiMet Dept. 

239 West 39th St.. N.w Ywk City 


d Business Opportunities 


S \i Es Riu^kesentativks Wan:i:i 11 Sales Representatives Wanted 


WANTED TO PURCHASE: AN ESTAB¬ 
LISHED hardware business located within 150 
miles New York City. State full details, price 
and' terms in your reply. Principals only. Ad¬ 
dress Box B-938. care of Hakdwake Age, 239 W. 
39th St.. N. Y. City. 



^jWILL BUY HARDWARE STORE. PREF- 
, I^RABLY in New England. Youmar man with 
hardware and plumbing supply experience desires 
to buy retail business with gooa reputation in 
community with drawing population of 20,000 to 
50,000. All replies will be treated with strict 
confidence. Address Box E-1, care of Hakdware 
Age, 140 Federal St., Boston, Mass. 


FOR SALE—HARDWARE BUSINESS. ES¬ 
TABLISHED for over fifty vears. located in 
western New York, one of the best towns in the 
State, population 9,000. Clean stock, three-story 
brick building and warehouse. Owners wish to 
retire, $16,000 cash required, not interested in 
broker. Address Box B-933, care of Hardware 
Age, 239 W. 39th St., N, Y, C. 


FOR SALE—TO CLOSE AN ESTATE, old 
estiblisbed hardware business. Clean stock, in¬ 
voice :ialae about $30,000. Good comer location 
in county scat town in Northeastern Ohio, center 
of good farming community. Mast be sold for 
cash. No brokers, not interested in special sales. 
Address Box B-883. care of Hardware Age, 239 
W. 39th St„ N. Y. City. 


WANTED—SALESMAN WHO CALLS ON 
trade regularly to sell salesbooks, register forms, 
sealing tape. State territory covered. Address— 
Syracuse Salesbook Company, Dept. H, Syracuse, 
New York. 


SALESMEN WITH FOLLOWING HARD¬ 
WARE. ELECTRICAL stores to represent promi¬ 
nent New York manufacturer electrical neater 
cords. Good side line—commission basis—all ter¬ 
ritories. Address Box 746 Equity, 113 W. 42nd 
St., N. Y. City. 


SALESMEN DESIRING PERMANENT 
CONNECTION WITH reliable corporation man¬ 
ufacturing finest fastest sellers, call on furniture, 
hardware, department stores, also jobbers, either 
whole or part time. Address—Dustmastcr Corp., 
Dept. H-3, 600 First Avenue North, Minneapolis, 
Minnesota. 


SIDELINE SALESMEN WANTED 

In territories excepting Chicago, New 
York and New England. Nationally 
known bird and bird food lines. Ex¬ 
clusive territories. Accounts and leads 
turned over. Address 

MAX GEISLER BIRD CO. 

50 COOPM* SciMOiw, N6 w York, N. Y. 


WANTED—RESPONSIBLE AND CAPABLE 
MAN to sell general line of galvanized, tin. 
Japanned and enameled ware to the whc^esale 
hardware rnd department store trade in the South. 
Give age, references, experience, salary expected, 
etc. Address Box B-943, care of Hakdwarr Ace. 
239 W. 39th St.. N. Y. City. 


renewer. 

auto, sporting ^oods, drug, grocery and general 
stores. Attractive commission. Territories open. 
Address Box B-941. care of Hardware Ace, 239 
W. 39th St., N. Y. City. 

SALESMAN WANTED, CALLING ON RE 
TAIL hardware electrical dealers, to sell as a 
side line on a commission basis a line of electric 
light bulbs. American made with unusually large 
discouqjs. Large commission paid weekly. All 
territories open. All replies will be treated con¬ 
fidentially. Address Box B-940, care of Hard¬ 
ware Age, 239 W. 39th St., N. Y. City. 


WANTED—SALESMEN CALLING ON JOB¬ 
BERS and department stores, also those calling 
on hardware stores direct. We are manufacturing 
a newly patented self-wringing mop; nothing like 
it anywhere. Sells on sight. We have tried it 
out in the department stores in this city. Entire 
country open. Write for particulars. Address— 
Grand Automatic Mop Company, 6321 Charlevoix 
St., Detroit, Mich. 


REPRESENTATIVE WANTED FOR CHI¬ 
CAGO DISTRICT to sell on commission basis 
old-established manufacturer’s line builders’, cab¬ 
inet, light shelf hardware. Prefer salesman who 
knows builders’ hardware, acquainted with retail 
hardware trade in this section. Give experience, 
lines now handling, references. Only first-class 
man considered. Replies held confidential. Ad¬ 
dress Box B-937, care of Hardware Ace, 239 W. 
39th St., N. Y. City. 


SALESMEN NOW SELLING NON-COM- 
PETING LINES to hardware and plumbing and 
beating trade. Here’s your chance to connect 
with nationally known manufacturer to sell fast- 
moving, established line of malleable and cast 
iron quality pipe fittings. Territories still open; 
Greater New York, Philadelphia, Boston. Scranton. 
Wilkes-Barre, Harrisburg, Richmond. Jackson¬ 
ville, Louisville, Toled*’. Akron, Columbus, Grand 
Rapids, Duluth, Des Moines. Davenport, Peoria, 
Sioux City, Omaha, Butte, Cheyenne, Salt Lake 
City, Phoenix, El Paso and Houston. Full co¬ 
operation and generous commissions provide 
outstanding opportunity for permanent repeat 
business. Territories going fast; rush full de¬ 
tails of yourself and experience to Box B-946, 
care of Hardware Ace, 239 W. 39th St., N. Y. 
City. 


Wanted—Factory Representative 

For New York State, exclusive of Metro¬ 
politan District, by well-known manufacturer 
of Builders* Hardware, not at present repre¬ 
sented in this territory. 

Address Box B-886, care of 
HARDWARE AGE, 

289 W. 89th St.. New York City 


SALESMEN WANTED TO SELL AS a side 
line on a commission basis a line of electric light 
bulbs manufactured under General Electric C^- 

E ny’s patents. Several territories open. Must 
ve following with wholesale trade only. Appli¬ 
cants must state territory wanted, also lines now 
carried. All replies will be strictly confiden¬ 
tial. Address Economic Lamp Company. Malden, 
Mass. 


SALESMEN—TO SELL AMERICA’S MOST 
modern stove line—coal and wood ranges, combi¬ 
nation ranges, beaters—full line. Northern qual¬ 
ity built, moderately priced. A high-class propo¬ 
sition for high-calibre men or sales organizations 
able to finance themselves. Territories available 
—Kentucky. Tennessee, Pennsylvania, Eastern 
Ohio, Virginias, Caroltnas, Maryland, New Jersey. 
Delaware. Nem’ York State. Our present men 
know about this advertisement. Address Box B- 
945. care of Hardware Age, 239 W. 39th St., 
N. Y. City. 


Help Wanted 


NATIONALLY KNOWN MANUFACTURER 
IS LOOKING FOR AN 
EXPERIENCED HARDWARE MAN 
Age SO to 40 jMTf. to Uke chtrge of their New 
York Office. Office bae been eeUbllebed twelve 
years. Applicant must be acquainted with Jobbing 
trede in Metropolitan District. Philadelphia. Bal¬ 
timore. Washington and Virginia. Salary end 
bonus. 

Address Box B-947. ewa of HARDWARE AGE, 
230 W. Stth 8t. New York City 


Sails Accounts Wanted 


VOLUME LINE WANTED FOR 1936 by 
factory representative with established following, 
calling on department stores, electrical, hardware* 
and drug jobbers in Missouri. Eastern Kansas. 
Eastern Nebraska, Iowa and Minnesota. Ad> 
dress Box B-897, care of Hardwarx Ace. 239 W. 
39th St.. N. Y. City. 


SALESMAN WITH FIFTEEN YEARS’ EX¬ 
PERIENCE calling on department stores, whole¬ 
sale and retail hardware stores in Buffalo. Roch¬ 
ester and Syracuse territory, is looking for one 
or more lines of merchandise for all or part of 
this territory. Give full details in first letter. 
Satisfactory references will be furnished. Ad¬ 
dress Box B-939. care of Hardware Ace, 239 W. 
39th St.. N. Y. City. 


A DIRECT MANUFACTURERS’ SALES- 
ORGANIZATION is open for a line with reap 
sales possibilities. We are covering Alabama, 
Georgia, Florida. Louisiana, Tennessee. North 
and South Carolina, and Mississippi and Texas, 
and calling on all wholesale hardware jobbers, 
sporting g(^s stores, large department stores and* 
public utilities. Address Box B-934, care of Hard¬ 
ware Age, 239 W. 39th St.. N. Y. City. 
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Sales Accounts Wanted 


MANUFACTURING RIGHTS WANTED BY 
CANADIAN FACTORY. A large Canadi 4 n fac¬ 
tory with 25 years’ excellent manufacturing and 
selling record to the farm and hardware trade, can 
handle additional lines. Royalty or other basis. 
This is an opportunity for United States firm to 
find a profitable Canadian market without the ex¬ 
pense of setting up plant. All communications 
held strictly confidential. Address Box B-951, 
care of Hardware Age, 239 W. 39th St., New 
York City. 


Positions Wanted 


Hardware Personnel 


Our fllei contain applications of several hundred ex¬ 
perienced and well-trained employees In the hard¬ 
ware industries. 

NO CHARGE TO EMPLOYERS FOR THIS 
SERVICE 

If we can be of any help to you. Just phone 
ASSOCIATED PLACEMENT BUREAU 
152 West 42nd Street New York City 

WI8. 7-1802. 1803 


TRAVELING SPECIALTY SALESMAN IS 
YEARS’ EXPERIENCE covering 36 States sell¬ 
ing to wholesale hardware, auto, factory, plumbing, 
sporting goods, large industries, railroads, con¬ 
tractors, large retail hardware, furniture and seed 
jobbers. Clean cut, active, convincing, experienced 
in demonstrating and advertising. Address Box 
B-944, care of Hardware Ace, 239 W. 39th St., 
N. Y. City. 


ACCOUNTANT - BOOKKEEPER, OFFICE 
MANAGER. EXECUTIVE. 13 years’ thorough 
experience, credits, collections, systematizer. com¬ 
plete office control, accustomed responsibilities; 
9 years in hardware, plumbing, and real estate 
supplies. Good oersonality and references. Ad¬ 
dress B-'x B-942. care of Hardware Age, 239 
W. 39th St.. N. Y. City. 


Positions Wanted 


A GOOD SALESMAN WITH WIDE me- 
quaintance among jobbers and large retailers 
in the South and Southwest seeks connection 
with manufacturer. Has had long and varied 
experience in builders’, shelf and heavy hardware, 
mill, mine and contractors* supplies. A hard 
worker. Address Box B-931, care of Hasowase 
Age, 239 W. 39th St.. N. Y. City. 

HARDWARE EXECUTIVE OVER 30 
YEARS’ experience in wholesale and retail busi¬ 
ness as buyer, merchandise manager and sales 
promotion in general hardware, mill supplies, 
cutlery, sporting goods, house furnishings, elec- 
trical appliances. Supervised all departments. 
Retail sales $450,000. Age 49. Live m Central 
States. Address Box B-932, care of Hardware 
Age, New York City. 

HARDWARE SALES MANAGER RETAIL- 
WHOLESALE experience, all branches of trade. 
Specialist in power tools. Past five years employed 
as manager of hardware division large chain store 
organization—trained in modern merchandising 
methods. Age 32, married, willing locate any¬ 
where. Address Box B-948, care of Hardware 
Age. 239 W. 39th St., N. Y. City. 

BUILDERS’ HARDWARE CONTRACT MAN 
EXPERIENCED all classes building construction 
familiar leading manufacturers’ lines (estimating 
from plans and specifications), template work on 
Kal. and H.M doors, etc., capable manager 
builders’ hardware department, seeks connection 
with reputable dealer or distributor. Location no 
object. Address Box B-949, care of Hardware 
Ace, 239 W. 39th St., N. Y. City. 

YOUNG MAN LIVING IN New York City 
with 11 years’ retail experience in one establish¬ 
ment selling hardware, housefurnishings, paints, 
and electrical merchandise, desires c'^nnection with 
substantial retail concern, wholesaler or manu¬ 
facturer. Electrical repairing and locksmith ex¬ 
perience. Best of references. Address Box B-936. 
care of Hardware Age, 239 W. 39th St., N. Y. 
City. 


Positions Wanted 


SALES MANAGER 
WITH TEN YEARS' CONTACT 

with hardware, mill supply and industrial 
fields, national and foreign, is ready to 
undertake a sales building job. Wide per¬ 
sonal acquaintance among the larger buy¬ 
ers in these fields. Thoroughly experienced 
in sales direct to user as well as through 
jobber and dealer outlets. Also operation of 
branch sales offices and warehouses. Ameri¬ 
can, with mature judgment and young 
enough to use it aggressively. Married. 
Speak several languages. Traveled exten¬ 
sively in field work and will locate any¬ 
where. Willing to base compensation upon 
results accomplished. 

Addrtn Btx B-S95. esre sf HARDWARE AGE. 
238 W. 38th 8t.. N. Y. City 


I i ^ Addrti 


SALESMAN. 10 YEARS’ EXPERIENCE 
.SELT.ING the wholesale hardware trade in the 
Middle West, South and East. Single, free to 
travel. Salary or drawing account. Address Box 
No. 7576-A, care of Hardware Agf, 802 Otis 
Bldg., Chicago, 111. 

SALESMAN WITH SEVEN YEARS' EX¬ 
PERIENCE in contacting hardware and house- 
furnishing jobbers, also department stores, in 
Metropolitan New York area, desires position with 
reputaole manufacturer as New York salesman. 
Address Box B-950. care of Hardware Age, 239 
W. 39th St.. N. Y. City. _ 

THE UNDERSIGNED OFFERS HIS SER¬ 
VICE to a manufacturer who is seeking a re¬ 
liable and experienced salesman to cover the 
Southern Sutes. calling on the jobbii^ trade. 
Fifteen years* highly successful experience in 
the South calling on hardware jobbers. Address 
Box B-913, care of Hardware Ace, 239 W. 39th 
St.. N. Y. City. 


Some Items of Interest 


Did you know that — 

Nine out of ten (92^) of the advertisers using the national hard¬ 
ware papers during 1935 used Hardware Age I 

and 

Seven out of Ten (699^) of those who used Hardware Age dur¬ 
ing 1935 used Hardware Age ONLY. 

This great advertiser preference for and confidence in Hardware 
Age has been built up year by year as more and more manufac¬ 
turers experienced its effectiveness as an instrument for cultivating 
the great hardware market. 

Advertisers, experienced in marketing through the hardware trade, 
know that it Pays to Concentrate in Hardware Age. 
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• INDEX TO ADVERTISERS • 


Th* Dash (—) W/ca«tf that tha MaarVaamatit Doat Nat Ai>paar la Thh h$ua 


A 

Abrasive Products, Inc. 

Aladdin Industries, Inc. 

Albion Mfff. Co.. 

Allen Mfg. Co. 

Aflen Mfff. Co., W. D. 

Allith-Prouty Mfff. Co. 

Aluminum Goods Mfg. Co. 

American Can Co. 

American Chain Co., Inc. 

American Pork A Hoc Co. 

American Gas Machine Co., Inc. 

American Pad A Textile Co. 

American Power Tool Corp_ 

American Safety Rator Co. 

American Steel A Wire Co. 

American Weekly. The. 

American Wire Fabrics Co. 

Ames Baldwin Wyominsr Co. 

Animal Trap Co. of America.. 

Arcade Mfsr. Co. 

Archer. Daniels. Midland Co.. . . 

Armstrong Bros. Tool Co.. 

Atkins & Co., E. C.. 

B 

Babcock Co., W. W. 

Baker Brush Co.. 

Barrett Company. The.1^ 

Barton Corporation, The. 

Bassick Company, The. 

Behr^Manninsr Corp. 

Bemis & Call Co.. * * 

Bethlehem Steel Company. 

Bissell Carpet Sweeper Co. 

Blair Mfjf. Co. 

Bommer Sprim? Hinge Co. 

Boston Varnish Co.. 

Woven Hose A Rubber 

Boyle Co.. A. S. 

Brearley Co. 

Bridgeport Hardware Mfg. Corp. 

Briggs & Stratton Corp. 

Brown 0>.. The E. C..* 

Brown Co.. W. R. 

Brush-Nu Co...!!! 

Bunting System. The.. . 

C 

C-K-R Co.. The. 

Capewell Horse Nail Co., The! 

Car Products Co.. 

Carborundum Co. 

Chain Products Q>., The...!!!! 
Chase Shawmut Ca, The.!!!!! 

Chicago Lock Co.!! 

Chicago Rawhide Mfg. Co.!!!!! 

Chicago Roller Skate Co. 

Chicago Spring Hinge 0>...!!! 

Chicago Wheel ft Mfg. Co. 

Chisholm-Ryder Co., Inc. 

Clancy, Inc., J. R. 

Clark Bros. Bolt Co. 

Clark Cq,, The J. R.!! 

Clark ft Son, Walter E. 

Clarke Sanding Mch. Co. 

Clayton ft Lambert Mfg. Co... 

Clemson Bros., Inc. 

Cleveland Wire Spring Co., The 
Climax Cleaner Mfg. Co., The.. 

Clover Mfg. Co. 

Coburn Trolley Track Co. 

Coleman Lamp ft Stove Co., The 

Collins Co., The. 

Colson Corp., The. 

Columbian Rope Co. 

Continental Screen Co. 

Continental Screw Co. 

Continental Steel Corp. 

Cook Co., The H. C. 

Coolcrator Co,. 


103 


Corbin Cabinet Lock Co... 
Corbin Screw Corp., The, 
Cross ft Co., Inc., W. W... 
Cyclone Fence Co.. 


105 

77 


105 


18 

13 


53 


D 

Darragh, Smail ft Co., Ltd. — 

Dazey Chum ft Mfy. Co., The.. 15 
De Laval Separator Co., The.. — 

Deming Co., The. 95 

Dickson Weatherproof Nail Co. — 

Dietz Co., R. E. 96 

Disston ft Sons, Inc., Henry... — 
Dixon Crucible Co., Joseph.... — 

Domes of Silence. 114 

Dreadnaught Sanders. — 

Duluth Show Case Co. — 


87 

101 

75 


E 

Eagle Lock Co. 91 

Eagle Mfg. Co.. — 

Easy Washing Mach. Cbrp. — 

Edlund Co. — 

Elastic Tip Co. 114 

Electric Soldering Iron Co., Inc. 102 

Evansville Tool Works, Inc. 104 

Everedy Co., The. — 


71 

98 

93 


88 

59 

69 

97 

61 

107 


103 


20 

114 

101 

108 

.99 

101 

99 

97 


105 


108 

83 

6 

114 


63 

95 


F 

Faultless Caster Corp. — 

Ferry-Morse Seed Co. 97 

Fireline Stove 8c Ftiraace Lining 

Co... —— 

Flexible Steel Toeing Co. — 

Flomac Products. — 

Florgnce Stove Co. 67 

Fowler ft Union Horsenail Co... 97 

Frantz Mfg. Co. 87 

Frigidaire Corp. — 

G 

Gardex, Inc. — 

Gardiner Metal Co.. — 

Gardner-Denver Co. — 

Gem Safety Razor Cbrp. — 

General Electric Co., Bridgeport, 

Conn. — 

General Electric Co., Nela Park, 

Cleveland, Ohio . — 

General Electric Co., Schenec¬ 
tady, N. Y. — 

Gibbs ft Son, Inc., W. A. — 

Gibson Electric Refrigerator 

Corp. 85 

Gilbert ft Bennett Mfg. Co. — 

Graham Mfg. Co. — 

Grasselli Chemical Co., Inc., The 57 


^ray ft Dudley Co. — 

Greenfield Tap ft Die Cbrp..... — 

Greenlee Tool Co.. 92 

Griffin Mfg. Co. — 

Gulf Refining Company.64-65 

H 

Hamilton Beach Mfg. Co. 107 

Hanover Wire Cloth Co. 107 

Hanson Scale Co. 109 

Harris Hdw. ft Mfg. Co., Inc., 

D. P. 100 

Heinn Co., The..,. — 

Hindley Mfg. Co. 108 

Hoppe, Inc., Frank A . 105 

House of Crane, The. — 

Hoyt ft Worthen Tanning Corp. 108 
Hustler Corporation . 87 

I 

Independent Lock Co. — 

Indiana Steel ft Wire Co. 94 

Ingersoll Steel ft Disc Co. 73 

International Harvester Co. of 
America, Inc. 9 


International Housewares Show — 
Irwin Auger Bit Company, The — 


J 

Johnson’s Laboratory, Inc. 114 

K 

Keystone Steel ft Wire Co. — 

Kingston Products Corp. 81 

Klein ft Sons, M. — 


L 

Landers, Frary ft Clark. — 

Libbey-Owens-Ford Glass Co... 8 

Lindsay Light ft Chem. Co. — 

Lockwood Hdwe. Mfg. Co. — 

Loma . . 

Lowe Bros. Co., The. . 

Lufkin Rule Cb. . 

M 

McKinney Mfg. Co. — 

Malleable Iron Range Co. 22 

Marble Arms ft Mfg. Ca. . 

Marvel Rack Mfg. Co., Inc... — 


Master Lock Co. . 

Maydole Tool Corp., David_ — 

Merchandise Mart, The. . 

Metal Sponge Sales Corp. 103 

Mid-States Steel ft Wire Co.... 14 

Miller, Inc., Robert E. IH 

Millers Falls Co.. . 

Minnesota Mining ft Mfg. Co... — 

Moore Push Pin Co. 114 


Morse Twist Drill ft Machine 
Co.. _ 

Moulton Ladder Mfg. Co., The. 114 
Murphy’s Sons Co., Robert... —- 
Musselman Products Co., The.. — 
Myers ft Bros. Co., The F. E... 113 

N 

National Carbon Company, Inc. — 
National Enameling ft Stamping 


Co. 105 

National Mfg. Ca. 16 

National Screen Cb. 95 

Nicholson File Co. . 

Northwestern Barb Wire Co.... 19 

Norton Abrasives . ^ 93 


O 

0-Cedar Corp. — 

O-Pan Top Mfg. Co. — 

Osborn Mfg. Co., The. 7 

P 

Patent Novelty Co., The. 99 

Peck, Stow ft WUcox Co., The — 

Pecora Paint Co., Inc. 90 

Perfection Mfg. Co. . 

Phoenix Mfg. Co. . 

Pittsburgh Plate Glass Co. 

(Brush Div.) . 109 

Pittsburgh Plate Glass Co. 

(Pennvemon Div.) . . 

Pittsburgh Plate Glass Co. 

(Paint Div.) . — 

Pittsburgh Steel Co. 17 

Plumb, Inc., Fayette R. 55 

Plymouth Rubber Co., The. — 

Porter, H. K., Inc. — 

Premax Sales Div. 97 

Progressive Mfg. Co. — 


R 

Railway Express Agency, Inc... — 
Raybestos-Manhattan, Inc. 

(Raybestos Div.) . — 

Reeves Mfg. Co., The. 24 

Reflector Hardware Corp. — 

Remington Arms Co., Inc.. — 

Republic Steel C^rp. — 


Rmublic Steel Corp. (Upson Nut 


Div.) . 12 

Reynolds Wire Co.. 109 

Rich Pump ft Ladder Ck>., The — 

Richards-Wilcox Mfg. Co. — 

Ridge Tool Co., The. 85 

Rixson C^., The Oscar C. 81 

Robertson, Arthur R. — 

Rochester Sash Balance Ck>., Inc. 108 

Rubberset Co. 4 

Ruby Chemical Co. .. 109 

Russia Cement Co. . — 

S 

Samson Cordage Works. 89 


Sandvik Saw ft Tool Corp..... 109 

Schmlk Chemical Co. . — 

Schatz Mfg. Ca . — 

Shapleigh Hardware Co. — 

Sheffield Bronze Powder ft Sten¬ 
cil Co., Inc. — 

Sherman Mfg. Co., H. B. 104 

Signal Electric Mfg. Co. — 

Silex Co., The . — 

Silver Lake Co . — 

Simplex Heater Control Ca.... — 


Smith, Inc., Landon P. 102 

Smith ft Son, Inc., Seymour... 79 

So-Lo Works . — 

Standard Safety Razor (^orp.... 83 

Standard Tool Co., The. 114 

Stanley Rule ft Level Plant.... 5 

Stanley Works, The. — 

Star Heel Plate Co. — 

Stewart Iron Works, Inc. — 

Sure Grip Rope Qamp 0>. 107 


T 

Tamms Silica Co. 

Taylor Instrument Co. 

Tennessee Corp. 

Three-in-One Oil Co... 
Tilette Oment Co., Inc 


Trow ft Holden Co . 107 

Tubular Rivet ft Stud Co. — 

Tucker Duck ft Rubber Co. 93 

Turner Brass Works, The. — 

Turner Bros. . — 


U 

Union Fork and Hoe . 1 

Union Hardware Ca. 21 

U. S. Rubber Co. — 


U. S. Steel Corp. Subsidiaries.. — 
V 

Vaughan Novelty Mfg. Co., Inc. — 
Viettr Electric Products, Inc... 100 

W 

Wagner Mfg. Co. — 

Wallace ft Sons Mfg. Co., R.... — 


Ward Mfg. Co. — 

West Bend Aluminum Ck>. .... 79 

Western Ortridge Co.10-11 

Western Products, Inc. — 

Westfield Mfg. Co. — 

Westinghouse Elec, ft Mfg. O). — 
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STRIKE OUT 

FOR MORE BUSINESS 

now! 

USE- 

Lists That Bring Maximum 
Success To Your Direct Mail 
Sales Promotion Advertising 
And To The Personal Sales 
Contacts of Your Salesmen 

We eon supply you with 

the following lists:— 

1333 Outstanding Major Hardware Retailers 
whose sales exceed $50,000.00 Annually. 

For $15.00 

11458 Major Hardware Retailers whose sales 
exceed $30,000.00 Annually. 

For $6.00 per M. 

6545 Hardware Retailers whose sales are 
$20,000.00 to $30,000.00 Annually. 

For $6.00 per M. 

15772 Hardware Retailers whose sales are less 
than $20,000.00 Annually. 

For $6.00 per M. 

33775 Hardware Retailers (Complete List). 

For $4.50 per M. 

1043 Department Stores handling Hardware 
and Housefumishings. For $6.00 per M. 

ALL USTS ARE COMPILED IN LOOSE LEAF 
UST FORM. WHEN DESIRED ON 3'x5' 
CARDS THERE IS AN EXTRA CHARGE OF 
60e PER M. FOR THE CARDS. 

WE ALSO DO ADDRESSING AND MAIUNG 
OF aRCULAR MATTER AT REASONABLE 
RATES. 

Ask for Details 

Habdwabe Age 

Direct Mcul Addressing Dept 

239 West 39th Stroet, New York, N.Y. 



YERS 

i ▼ 1 


PUMP 

STANDS 


MYERS 


Winter weather calls for better pump stand con¬ 
struction. Appearance counts but durability and ease 
of operation pile up a bigger score during cold 
weather when pump stamina is called upon to regis¬ 
ter at its best. 

J DonH forget — Myers 
Pump Stands are neatly de¬ 
signed, compact and dura¬ 
ble. They are quality built 
and have numerous features 
to satisfactorily carry them 
os through any weather or ser- 
vice. That’s why so many 
dealers sell so many of them 
at better profits. 

Write or wire. 

PATENTED 
COG GEAR 


ATTACHMEMT 


THE F. E. 
MYERS &BRO.C 
Aihland. Ohio 
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MOULTON Ladders 
Are Built Extra Strong 


Our idea of Ladder construction is to 
make every rung SAFE, instead of 
Just strength enough to withstand re¬ 
quirements — we buiid RESERVE 
Strength into every ladder. Our UTIL¬ 
ITY Extension Ladder is a combination 
of Strmngth plus Safmty. Ciear Straight 
grain, noble fir or hemlock with V/g in. 
turned ash rungs. Spring locks. Hand 
forged steel top irons. Malleable bottom 
irons. All hardware Cadmium plated. 
Lengths 20 to 44 ft. inci. Wgt. approx. 
2 lbs. per ft. Sell it with confidence. 
Send for Literature and Trade-prices. 

THE MOULTON LADDER MFQ. CO. 

Somerville Mass. 



HALTER CHAINS 

Other Hodell Chains 

WELDED — Proof Coil Ck.i. o Stool 
Loadiag Chaint • Trace Chains S Weil 
Chain s Cow TietS Log or Binding 
Chains • Heel and Butt Chains S Breast 
and Wagon Chains s WELD LESS- 
Tie Outs s Coil Chain s Pump Chain 
• Porch Swing Chains S Cow Ties S Dog 
Chains e Sash Chain 

THE CHAIN PRODUCTS CO. 

3934 Cooper Ave., Cleveland, Ohio 
Estah/ished 1886 



WELDED 
AND WELDLESS 
{BullJog Pattern shown) 


SHIELD BRAND 

Twist Drills + Reamers 
Milling Cutters+Taps 
Chucks + Special Tools 

A 

The StmdardXool Cq 


Krustoff 

Cleans and prevents rust on 
enameled stoves, ovens, stove¬ 
pipes, tools, machinery. Every 
home needs it. 

Made by the makers of 

STOVINK 

Johnson’s Laboratory, Inc. 

WORCESTER, MASS. 


Molded Rubber Goods 


i 

a 




We Btock e complete eaeortment of robber 
Upa tod bompera. end ere equipped to mana* 
feetore naoet eBjthlng for jour epedel re- 
qnlremeeta. Cetelogue No. 50 on reqnMt. 

ELASTIC TIP COMPANY 

370 Atlantic Ave., Boeton. Man. 






COBURN 


J e Sliding Door Hardware 
• Rolling Ladders 
e Overhead Conveying Eqeipoiieef 
• Garage Door Hardware 
* Folding Partition Hardware 
e Fire Door Hardware 
• 'Easy-Lift ’ Overhead Doors 
e Warehouse Door Hardware 

Since 1888 Cobum ProdmM 
Hope Been Dependable 

COBURN TROLLEY TRACK CO 

HOLYOKE, MASS. 


New York 


Cleveland 

Detroit 


Chicago 


Gen»"*«DOMES°/SlLENCE 

SLIDE SILENTLY-SOFTLY-SMOOTHLY 


40< SET- I0<SET- lO? SET^ SAVE FURNITURE 

© A floors-create quie t 

4- H Look for viordsOOMES^fSIlEHCE ' 

TO A I ^^^^insulATED-NOISELESS for tile 

btr I CEMENT OR MARBLE FLOORS IN 

BATH ROOMS. RESTAURANTS . ETC. 

LARGE SIZE FOR METAL & WOOD BEDS 
LARGE CHAIRS & ALL FURNITURE.. 

Ask your Jobber — 

If he is not supplied^ write to 

DOMES of SILENCE, Inc., 35 Pearl SL, N. Y. C. 


hmeateJimeMk^ with this new ail metal I 

REVOLVING DISPLAY CABINET.^ FREEI 


^ With an order for only 72 window 
front packets of Aloore Push-Pins, 
f glass and aluminum heads, and push* 
less hangers, you can receive absolutely 
free, this new, attractive revolving dis¬ 
play cabinet . . . Dealers everywhere have 
told us that sales literally jumped the 
day they placed it on their counter. 
Start this very day to increase your^ 
dime sales.. .order from your jobber. 

MOORE PUSH-PIN CO.^III 

113-125 Berkley St., Phila. 
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ONLY THE 26 
FASTEST-SELLING 
BRUSHES IN THE 
WORLD'S FASTEST- 
SELLING LINE 


JUMP. BECAUSE ALL 
ITEMS ARE WHAT 
CUSTOMERS WANT 
DISPLAYED SO THAT 
THEY ARE SEEN AND 
BOUGHT 


DISPLAY 


THREE SCIENTin- 
CALLY-DESIGNED 
DISPLAY UNITS... 
FOR WALL. TABLE- 
TOP AND COUNTER 


CUABANTCIO 


THE WOOSTER 3-POINT MERCHANDISING SYSTEM is 
based on three vital requirements • . • Stock, Display and 
Soles. It consists of three modem display fixtures . . . the 
Wooster Sampler, a double-sided metal panel for hanging 
on wall or shelving . • • the Wooster Table-Top Refill Deals, 
sectionalized displays for table-tops • . • and the Wooster 
Variety Venders, small boxed displays for counter selling. 

It keeps your stocks at minimum • • . gives you the most 
efficient selling displays ever devised . . • and makes sales. 
Only 26 brushes in the entire group of units] All brushes 
interchangeable between units! Here's a condensed, 
simplified line ... a profitable line! Use any combination of 
the Sampler, the Table-Top Refill Deal and the Variety 
Venders ... or buy the 26 featured bmshes for open stock. 
That's the way to moke brush profits in 19361 










^ Grand old Winchester Model 86 is retired. After 

M y 50 golden years of unparalleled success—since 1902 ^ 

XAr with its modern exclusive .33 Winchester cartridge. ^ ^ 

Y A proised the world over os the unexcelled lever-action 
/ ^ big-gome rifle and cartridge combination. In its place 
I A comes on even better exclusive Winchester development— 

the new Model 71, caliber Super Speed .348 Winchester ^ 

Y - • • with modern, newly-developed 86 Golden Jubilee lever 

Ar action. 

H ere is (he new, modern, finer, faster stepping, harder hitting successor of the 
great Winchester Model 86 Rifle—the superbly styled universal, or one best, 
lever-action big-game rifle, Winchester Model 71. 

Specially built to shoot the two new Super Speed .348 Winchester cartridges. With 
200-grain bullet, has one-third more power than its great predecessor, in its famous 
modern .33 Winchester caliber, with bullet of the same weight. 

Muzzle velocity w ith 150-grain bullet 2920 £s. 

Muzzle velocity with 200-grain bullet 2535 £s. 

Hunters w ill be eager for your showing of the new Model 71 in its two styles—one 
with sling and checkered stock and forend as shown, and the other without. Many 
will be carried away with enthusiasm for it, as leading shooting editors have been. 
They will admire its new, modern styling, with much better shooting fit, much better 
handling feel, faster and smoother operation, better trigger pull. They’ll marvel at its 
fine coordination, its wide adaptability, the greatly increased speed and shock of its 
new’ modern high-efficiency cartridges. 

The February sporting magazines carry announcement advertisements of Model 
71. Order samples now, through your Jobber—Model 71 is big news to big-game 
hunters. For attractively illustrated folder giving complete details, please write us. 

WINCHESTER REPEATING ARMS CO.. NEW HAVEN. CONN.. U. S. A. 


Greater ballistic efficiency, broader 
adaptability. Two bullet weights, both 
having higher velocity, flatter trajec¬ 
tory, with increased dependable killing 
power. For deer and game of similar 
vitality, with 150-gr. s.p. bullet: for 
larger game, with 200-gr. s.p. bullet. 


WNCHESTEk 


TRADE MARK 
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True Temper 

WOlSoftht MOKW 

• Here’s a new idea in tool merchandising—an idea that will 
put more “pepper" into the sale of tools. 

This is the idea—to feature each month in 1936 a few carefully 
selected fast selling TRUE TEMPER Tools as— TOOLS OF THE MONTH. 

We offer plenty of help to hardware merchants who want to sell 
more and better tools in 1936. Write us for details of our free offer 
^ in connection with TRUE TEMPER ‘Tools of the Month.** 


THE AMERICAN FORK & HOE COMPANY • 
Makers of Essential Tools 


Cleveland, Ohio 
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ANNOUNCING THE 1338 NORGE... 


i4He^ 


ROLLATOR REFRIGERATION 


THE ROLLATOR COMPRESSOR .. . smooth, 
easy, rolling power, instead of hurried 
hack-and-forth action. Result—more cold 
for the current used, and a mechanism 
which is almost everlasting. 


by every possibi 
Factory, laboratory 
and home test. 


ISjorge has pioneered many of the most impor¬ 
tant improvements in electric refrigeration. This 
process of development has been careful, surefooted, 
and painstaking. Every step has been thoughtfully 
engineered. Every slightest change has been super- 
tested—at the factory, in experimental laboratories, 
in homes. 

American housewives expect great things of Norge. 
They look to Norge to be the first to pioneer new 
developments of proven merit. But in all pioneering, 
Norge wants proof—indisputable proof. 

Year after year, Norge goes to the women of 
America for facts—facts which will enable Norge to 
build the finest possible refrigerator, to best serve 
the American home. In the light of these facts, the 
1936 Norge Rollator Refrigerator was designed, 
built, offered to the public—the greatest Norge of 
all time. 

Again, Norge has done the “impossible.” The Norge 
that has been proved by every kind of scientific and 
practical test—the Norge that has been approved by 
hundreds of thousands of enthusiastic users—is now 
still further improved. 

The 1936 Norge Rollator Refrigerator, in design, 
efficiency, coiivenience features, flexibility of interior 
arrangement,-*economy of operation, is by far the 
greatest Norge oj all time. 

Write for complete and specific information about 
"file new Norge Rollator Refrigerator—or any other 
of the distinctive Norge home appliances. Learn 
about the big profit opportunity in “going Norge.” 

NORGE DIVISION Borg-Warner Corporation 
606-670 E. Woodbridge St., Detroit, Michigan 




by more than half 
a million enthu 
siastic users. 


NOW 

in beauty, con 
venience Features 
trouble-Free per¬ 
formance. 


NORGE 


LLAT 


EF 


AT 


Norse Coocen- Norse Autobuilt Norse Quality Norse Whirlator 
tratoi Gas Raon Washer for Ions Ironer, easy to Oil Burner for 
for better cook- years of depend- learn to use, fast maximum heat- 
ins results. able service. and efficient. ins efficiency. 


DOMESTIC AND COMMERCIAL REFRIGERATION • GAS AND ELECTRIC 
RANGES • WASHERS AND IRONERS • WHIRLATOR OIL BURNERS • PINE- 
AIR FURNACES • AIR CONDITIONING • CIRCULATOR ROOM HEATERS 


HARDWARE AGE 


Hardware Age, publieked everp ether Thmndap bp ChiUm Co. Cheehmt and S6tk 8te., Philadelphia. Pa. Entered a* eeaend-eiaee matter Biareh ti. 1933. at the Poet 

'^ca at Philadelphia under the Aet of March 3. 1879. (Printed in U. B. A.) Sl.OO par peer. Btngle eepiee ISe each. VeL 137. ATo. 3. 











YALE 



armbd vigilanc 

THE PRICE 0| 

^^CURITY 

fc •. Now 


dS?*^*** 

"Mrr" “''‘‘■•s 
■ CO. 

^^'^marines, ONr I 

l«OSEII ,oo":. 


the 

STAMFORD, 
® '^AI£ on 


yT IS ESTIMATED that approximately ten million 
people will see this advertisement. Its interesting, 
dominating character will '"stop''them. Its dramatic story of 
YALE protection will impress them. This is your advertising 
—designed to send people into your store to buy YALE 
Locks. We ask only that you take full advantage of it by 
keeping YALE Products constantly and prominently displayed. 


THE YALE & TOWNE 


MFG 


CO 


ok for this ad- 
rtisement in the 
bruary 8th issue 
the 'Saturday 
Evening Post. 


t 
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A real combinafion 
Utility and Beauty 

T hese are the outstanding features 
that definitely make a favorable and 
lasting impression on your trade. 

The very nature of cabinetwork, with its 
characteristics of a finer and more exact¬ 
ing type of carpentry, calls for hardware 
with a corresponding fineness and also 
with an exactness that will assure smooth- 
operating hinges and catches. 

Added to this you will always find in 

National 

CABINET DOOR SETS AND HINGES 

a construction and a finish which radiate 
quahty and possess eye appeal. 

There is a profitable market for this fine 
hardware in your locality. Are you fully 
prepared to serve your trade now? 

___ NATIONAL 

MANUFACTURING CO. 

STERLING, ILLINOIS 

\ National Hardware is sold direct to the 

\ retail dealer—a policy that promotes qual- 

\ ity, service and direct selling cooperation. 




No. 705R 

Cabinet Door Latch 


No. 705S 

Gobi not Door Latch 



No. 715 Friction Cabinet Door Set 



No. 716 Friction Cabinet Door Set 



No. 725 Cobinet Door Set 



No. 719R Cabinet Door Set 

No. 719S Same as above except cotch 
is designed for surface door 
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FOR STEADY TURNOVER... 
THESE CYCLONE PRODUCTS 

... and the products shown on the following 3 pages 
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WIRE 


SCREEN 


CLOTH 


Style "F" feibric illustrated. For front and back 
yard or division fence. Can be erected either on 
wood posts and 2x4 top rail or steel posts. Heavily 
galvanized pickets 3 inches apart at top, IV 2 at 
bottom. Cables cure two-ply galvanized wire. 


A superior cloth, produced of highest 
grade materials by improved manufac¬ 
turing processes. Exclusive galvanizing 
process assures a more durable and uni¬ 
form product. Available in the standard 
widths and meshes. Standard length 
rolls^lOO lineal feet. 


Uniformly woven of full-gauge wire. Easy to handle. 
Lies flat—does not bulge or curl. Has two-wire sel¬ 
vage. Furnished peunted black, galvanized, bronze 
or copper, widths 18 to 48 inches, meshes 12, 14, 16, 
18. Each roll comes packed in individual container. 


Write for prices and catalog 
giving complete information 


CYCLONE FENCE COMPANY 

General Offices: Waukegan, Illinois 
Pacific Coast Division: Standard Fence Co., Oakland, California 


""RED TAG"" LAWN FENCE 
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CYCLONE HARDWARE PRODUCTS 




















UNITED STATES STEEL 

SAVE TIME AND MONEY —ORDER IN MIXED CAR LOTS 



GENUINE AMERICAN FENCE 

Medium Hard Wire . . . Tough and Sturdy 



AMERICAN BANNER 
STEEL FENCE POSTS 
Self-Anchoring... 
One Man Does the Job 

Built like a railroad rail- 
made of tough new steel to 
provide a lifetime of service. 
Large slit wing anchor roots 
the post into the ground as 
it is driven. No holes to dig 
— no tamping. Anchors 
solid as a rock in any soil. 
Closely-spaced wire notches 
permit wire to be fastened 
to post exactly where it 
crosses post. Seven clamps 
furnished free with each 
post. Furnished in 5, 6, 1, 
and 8 ft. lengths—either 
painted orange or gal¬ 
vanized. Painted posts fin¬ 
ished with heavy coat of 
special steel paint baked on 
under high temperature. 

IDEAL U FENCE POSTS 
A Good Seller 
Everywhere 

Extra strong and durable. 
Made of new special steel. 
Patented anchor plate grips 
the soil—assures rigid and 
tight fence line. No holes 
to dig. One man does the 
job complete. Painted 
green; furnished in same 
lengths as Orange Banner. 


AMERiaN STEU & WIRE COMPANY 



It's not by accident that there is more genuine Amer¬ 
ican fence in use today them any other brand. Farmers 
know that American has got what it takes to stand the 
gaff. Every fence feature your farm trade wants. 
Made of the best materials by wire fence experts 
who've been making good fence for over 40 years. 
Every style, size, and gauge. Every roll guaranteed 
full weight, full gauge and full length. You can't han¬ 
dle a better, more profited^le fence than American! 



Anrerican zinc coating, 
smcx^th and even, re¬ 
sists attacks of weather. 



Ordinary zinc cx>ating 
rough, peels easily, ex¬ 
posing wire to damage 
of weather. 


208 South La Sail* Stroot, Chicago, Illinois 

TENNESSEE COAL, RON AND R. R. COMPANY 

Birmingham, Alabama 

COLUMBIA STEEL COMPANY 

San FrancIscO/ California 



American stay 
wires guaran- 
teed to be 
either 6 or 12 
inches apart. 
Every roll 
strictly full 
length. 



American Weather 
curves take care of 
expansion and contrac¬ 
tion—keep fenc:e taut 
and trim. 


AMERICAN FENCE AND POSTS 
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Now . . A New, improved Poultry Netting 



EX-CEL 


SELLS 
ON SIGHT! 
NO OTHER 


POULTRY NETTING 
CAN MATCH 
IT! 


Those are strong words. But you can prove it to your¬ 
self and to your customers by a simple demonstration. 
Look at this picture. This simple test sells Hex-Cel 
on sight. Unroll Hex-Cel poultry netting. Then— 
along side of it—unroll any ordinary netting. In¬ 
stantly, your customers will see the difference. Hex- 
Cel is as straight and true as a steel yardstick. Yet it 
costs no more than ordinary netting! Why is Hex-Cel 
such a superior netting? 


Lots of reasons: Hex-Cel Lock Joint holds each cell 
in true alignment. This means a flat, non-buckling 
fence — makes the use of top and bottom boards un¬ 
necessary—requires fewer supporting posts. 

Hex-Cel fights corrosion. It's made of Copper 
Bearing steel wire—smoothly coated with zinc. Easy 
to erect. Stretches tight and straight as a die with¬ 
out bagging. You'll find Hex-Cel the best-selling 
poultry netting you've ever had in your store. 


WE OUGHT TO KNOW HOW TO MAKE GOOD BARBED WIRE 



Lyman Four Point 


EUwood Glidden Two Point 


AMERICAN 
NAILS •TACKS 
STAPLES 

Every style for 
every need 


Even in common items it pays to 
carry the best—for good quality 
means repeat sales. Tacks— 
clean, strong, well-centered 
heads, sharp points. Nails — 
bright, galvanized and Pearson 
coated, made from hard steel. 
Perfect heads, sharp points. 
Staples—for every purpose. The 
kind that drive true, and holdfast. 


....WE ORIGINATED ITI 

Guaranteed full spools. 6 types—a style to satisfy any 
preference. 
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• • • and as for STEEL SHEETS 

There Are None 
Better, None 
More Profitable 

1 

to Handle, 
i Than These 

• Steel sheets may look alike. But all steel h ' P ’ 

sheets don't wear alike. You're sure you are i 

giving your customers the best in sheet metal ¥ ^ ^ 

roofing and siding when you handle American, i \ 1 ^ 

Tennessee, or Columbia sheets. These sheets 111 1 
are full gauge, with the full weight value that ¥ 1 ¥ 1 
insures long life. All types — rust-resisting cop- 11%^ 

per bearing, galvanized, black . . . plain, cor- I ¥ 1 ¥ 
rugated, or V-crimped. Write for prices and ¥¥¥ m 
complete information. .¥ ¥ ¥ 1 

American Sheet and Tin Plate Co., Pittsburgh, Pa. I ¥ ¥ ¥ 

Tennessee Coal, Iron and R. R. Co., Birmingham, Ala. E ¥ ¥ ¥ 

Columbia Steel Company, San Francisco, California ¥'¥ '¥ ¥ 

There are none better than these brands [ 
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GENERAL ELECTRIC'S NEW 3-POINT PLAN 
FOR MORE LAMP PROFITS 



THEN —it’s up to you to complete the »ale. Ask every customer to 
buy Edison Mazda lamps. Urge them to buy the proper lamps for each 
lighting need. See your jobber for further details or write direct to 
General Electric Company, Dept. 166 , Nela Park, Cleveland, Ohio. 


VALUABLE BOOKLET YOURS FREE 

You probably never saw anything like thiM valuable new lxx)klet that's packed 
with honest, t<*sted, selling ex|>eriencres. It’s called, “You Can Do It Too", and 
tells in short, pithy style the individual sales ex|>erienc<>ii of (7 Mazda lam|i 
agents. Clip the coutM)n and send for your frw? copy. 


EDISON MAZDA LAMPS 

CENERAL^EIECTRIC 

7'A£4^ 



Name 

Store 

Street 

City 


.CLIP THIS COUPON 


Sales Promotion Dept. HA-2. 

Incandescent Lamp Dept.. 

General Electric Co.. Nela Park, Cleveland, Ohio. 
Gentlemen: 

Please send fn»e of ehargt* vourbooklet (Y-5151) “You Can 
DoliTim". 


Stede 


10 


HARDWARE AGE 


Digitized by 


Google 







Just 

Among 

Ourselves 

By CHARLES J. HEALE 

Editor, Hardtvare Age 


New Policy 

Last month I participated in a 
little investigation of merchandise 
sold in mail order retail stores. 
On six major items: refrigerators, 
oil stoves, vacuum cleaners, radio, 
washing machines and electric 
ironers our little committee en¬ 
deavored to learn the names of 
producers supplying two well 
known mail order firms. In each 
instance and on all six items, 
salesmen said they didn’t know or 
that they were not permitted to 
divulge the name of the maker be¬ 
cause of the special price, adding 
sometimes that the product was 
made to special specifications not 
available elsewhere. Maybe so— 
but we had a notion, every time, 
that we could detect certain char¬ 
acteristics somewhat familiar to 
all of us. This experience is in 
marked contrast to the common 
practice of these competitors in re¬ 
cent years. Previously they brag¬ 
ged loudly, boldly and extrava¬ 
gantly about their sources of sup¬ 
ply, even claiming in certain 
standard lines that the mail order 
product was superior to some 
standard brands of well known 
manufacturers. This change has 
probably come about through the 
increased pressure of indep^dent 


distributors to force manufacturers 
to stop providing chains and mail 
order firms with preferential 
prices on identical goods. This 
will not entirely cure the situation 
but is some help in such cases as 
may develop where a brand has 
admitted better acceptance and the 
branded product a better finish or 
some other with extra value. 

A & P Threat— 

Although never very much im¬ 
pressed with the usefulness of 
chain store taxes, believing that 
such levies shortly become general 
taxes on all retailers I am con¬ 
scious that A & P is worried about 
the chain store taxes in several 
states. Iowa seems to be giving 
this grocery chain a problem suf¬ 
ficient to bring out an official sign¬ 
ed statement from John A. Hart¬ 
ford, its president. He threatens 
to sell Iowa stores (and if need 
be stores in other states) to their 
managers and to develop the A & P 
organization as a strictly whole¬ 
saling organization. Presumably 
the managers would use their own 
names and operate much on the 
order of a voluntary chain set-up. 
It is interesting to note that in 
1935 more than 200 such chain 
store tax bills were introduced in 


43 states. Early indications are 
that 1936 state legislatures will 
make even greater strides in this 
direction. Remembering that of¬ 
fice-holders are sensitive to organ¬ 
ized public opinion, those who see 
a partial solution in such taxes 
should get very busy ri^t away, 
for the current year promises to 
make chain store taxes more likely 
than ever before. TTiere is all the 
weight of the Patman investigation 
plus a partially aroused public to 
help promote such levies. 

A NEW AAA?— 

The Supreme Court declares the 
Agricultural Adjustment Act 
(AAA) unconstitutional, largely 
on the basis that it permits the 
Federal Government to trespass on 
privileges and authority belonging 
to individual states. This is un¬ 
doubtedly true and accurate from 
the legal standpoint, but to the 
many hardware dealers located in 
farming sections which enjoyed 
improved buying power under 
AAA, the decision comes as a dis¬ 
tinct blow. The farmer needed 
some definite financial aid and the 
country hardware stores prospered 
under the recently improved status 
of many farmers. Politically the 
farmer is entitled to government 
help just as much as any other 
group of citizens and on the same 
basis that manufacturing groups 
obtain tariff relief, transportation 
units receive subsidies and utilities 
receive franchises which guarantee 
a rate of profit. At the same time 
it is doubtful whether farm relief 
to date (which includes all efforts 
at Washington for many adminis¬ 
trations) has ever offered more 
than a palliative, instead of a cure. 
In relation to the prices farmers 
pay for anything they buy and in 
relation to the final consumer 
price of food there is certainly a 
total lack of balance found in 
typical returns for the very steady, 
strenuous and necessary work 
which farmers perform. With the 
AAA killed, there will soon be 
under way some substitute legisla- 
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live effort seeking the same objec¬ 
tives. Farmers are better organ¬ 
ized and more articulate than for 
many years which makes them col¬ 
lectively a political problem in 
both local and national elections. 
They have had a taste of govern¬ 
mental aid which has whetted their 
appetites in this direction. In their 
efforts for some federal or state 
aid to take the place of the former 
AAA, many wholesale and retail 
hardware distributors will be self¬ 
ishly sympathetic and perhaps 
helpful. Farm relief developments 
are of vital concern to this trade 
and should be seriously studied. 
The farmer’s continued buying 
power is a prime essential to mak¬ 
ing 1936 a good year for a large 
section of the hardware trade. 

Jobbers’ Catalog— 

The costs incident to preparing, 
printing and distributing a job¬ 
ber’s catalog were formerly a 
part of the jobber’s selling and 
sales promotion expenses. There 
is no good reason why the manu¬ 
facturer should be expected to 
provide the money for a share of 
the cost governed by the number 
of pages given over to his line. 
The practice persists with whole¬ 
salers “cracking down” if the first 
general suggestion does not take. 
It makes an unfair and improper 
extra burden on the producer. If 
he pays out money for this pur¬ 
pose to one wholesaler he must 
do it for all wholesal'jrs to whom 
he sells goods. Very few jobbers 
asking this help would be equally 
as keen for paying the cost of 
their dealer-customer’s printed 
matter or newspaper advertising, 
yet the principle is the same. If 
this practice were followed all the 
way through business the dealer 
would charge his printed matter 
and advertising bills to the job¬ 
ber; the jobber would charge his 
catalog to the manufacturer and 
the manufacturer in turn presum¬ 
ably would expect his source of 
supply for raw materials to pay 
his sales promotion, sales litera¬ 
ture and related costs. Last Oc¬ 
tober the Atlantic City Manufac¬ 
turers Convention reafl&rmed a 
resolution condemning the prac¬ 
tice of manufacturers paying for 
a share of jobbers’ catalog costs. 
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A compromise is frequently ar¬ 
ranged by furnishing electros for 
illustrating catalogs. This is cer¬ 
tainly an ample contribution. In 
some cases it is practical and de¬ 
sirable for manufacturers to fur¬ 
nish prepared pages in colors 
printing up a large volume at a 
low cost per thousand sheets. 
Some jobbers welcome these sheets 
but expect the manufacturer to 
pay a binding in cost or some 
other pro rata of so much per 
page. The average manufacturer 
considers this practice an unjust 
and unfair “levy” very closely 
akin to efforts to sell advertising 
in church, school and fraternal 
programs and are justified when 
they refuse to participate in this 
expense which should not be 
charged to them. If the manufac¬ 
turers would stick together on the 
reaffirmed resolution instead of 
getting cold feet every time a good 
customer makes the request, the 
practice would soon die out. 

And/Or— 

Prior to the NRA and the 
code discussions the expression 
“and/or” was pretty well re¬ 
stricted as a device of the legal 
fratern.ty preparing documents, 
contracts, and so forth. In the 
code era the expression was used 
frequently and glibly, often to in¬ 
clude in a code clause a nullifying 
effect or more embracing effect 
than was intended or understood 
by many of those allegedly par¬ 
ticipating in code writing. Su¬ 
preme Court Justice Chester A. 
Fowler (Wisconsin) recently be¬ 
labored the “and/or” as follows: 

“It is manifest that we are con¬ 
fronted with the task of first con¬ 
struing ‘and/or’, that befuddling 
nameless thing, that Janus-faced 
verbal monstrosity, neither word 
nor phrase, the child of a brain 
of some one too lazy or too dull 
to know what he did mean, now 
commonly used by lawyers in 
drafting legal documents, through 
carelessness or ignorance or as a 
cunning device to conceal rather 
than express a meaning with a 
view to furthering the interest of 
their clients. We have observed 
the ‘thing’ in statutes, in the opin¬ 
ions of the courts and in briefs of 


counsel, some learned and some 
not.” 

This will interest a great many 
hardware men who spent painful 
hours listening to code discussions 
“and/or” arguments. 

The Supreme Court— 

Of late there has been wide¬ 
spread discussion as to desira¬ 
bility of constitutional amend¬ 
ments which would nullify the 
Supreme Court’s power to rule 
on legality of Congressional or 
Executive action. Much of the 
discussion centers about the un¬ 
favorable decisions given NRA 
and AAA. The Constitution pro¬ 
vides orderly procedure for 
amending the Constitution. The 
final judgment rests with the 
American people at the ballot 
box. They can if they desire, in 
the majority, overrule executive, 
congressional and judicial deci¬ 
sions. Were this not so a future 
Congress or future Executive could 
suspend the right of free speech, 
free press, free religious worship 
and perhaps the right to vote, 
leaving citizens powerless to pro¬ 
test or protect their proper rights 
and liberties. The Supreme Court 
continues to be a balance wheel 
preventing uneconomic, unfair de¬ 
cisions prompted by political ex¬ 
pediency from either of the exist¬ 
ing two major political parties or 
any future political parties which 
might successfully completely 
dominate all government offices. 
In other words, the Supreme Court 
with its mandate from the Con¬ 
stitution, prevents any single 
group of successful office holders 
to impose their own set rules in 
violation of the best interests of 
all citizens. This is something we 
should remember in discussing or 
considering constitutional amend¬ 
ments intended to clip the wings 
of the Supreme Court. That some 
social reforms should and must 
be developed is generally con¬ 
ceded but scrapping the basic 
principles of the Constitution and 
our present form of government 
structure are doubtful methods 
toward such action. 
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j 4 jubilantial display oj electrical refriuierators helps Sell & Sons do a steady and thriving 6115 ^ ^^elow: One of their 

effective uindotv displays. 


We have no canvassers^ no high pressure selling methodl 
with plenty of strong competition^ we sell 
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By JOHN SELL 


Retail Hardwai 

Pittsb^$ 


nnsas 


O UR experience in Pittsburg, 
Kansas, a town of 19,000, 
seems to indicate little or 
no reason for the hardware dealer 
to lose heart and feel that the 
worthwhile business is going to 
the drug stores, specialty stores 
and utility companies. We are 
selling an average of fifteen elec¬ 
tric refrigerators a month with¬ 
out canvassing, and for three years 
now we have successfully dis¬ 
posed of two hundred a year in 
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window and a model working in 
a glass case leaves no doubt in 
the prospect’s mind as to its oper¬ 
ation. The prospect, entering our 
store, finds about the center of 
the store one of every model we 
sell on display, connected, lit 
up and the trays full of ice. Food 
is displayed in them as though in 
actual use in the home. One re¬ 
frigerator is neatly arranged with 
bottles and other necessary pro¬ 
visions for a pleasant evening. 

When customers are through 
with their ordinary purchases, we 
make it a practice to ask the 


addition to a substantial number 
of other major appliances. 

We have taken many awards 
made by manufacturers for quan¬ 
tity selling, sharing the prizes 
with the fellows on the “firing 
line”—the store salesmen. They 
will give you their best efforts 
if you let them know they are 
sharing your success. 

Newspaper advertising plays a 
major part in the successful sell¬ 
ing of electrical appliances and 
in our case attracts profitable 
store traflic through our practice 
of offering a weekly special. We 
are able, through our agency for 
a nationally known line of re¬ 
frigerators, to call attention to 
its five-year guarantee, which, of 
course, helps sales greatly, since 
they cost no more than other good 
refrigerators. 

It must not be imagined that 
the selling of a substantial num¬ 
ber of refrigerators in our store 
is an effortless undertaking. There 


This typicnl Sell newspaper ad ties in ivith a seasonal event. 


Refrigerators 
a Month 


JOHN SELL 


are exactly ten 
other dealers in 
ittsburg selling 
as many makes, 
some at consider¬ 
ably lower prices 
and with men 
out ringing door 
all day long. We have a 
order store just across the 
street, but we have a sign over 
our door large enough to attract 
the attention of the customer who 
may be thinking of entering there. 
A well-displayed refrigerator is 

always to be seen in our display 
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question, “When are you going 
to buy an electric refrigerator?” 
We assume they either have one 
or will buy one, and, in any event, 
the positive suggestion helps cre¬ 
ate the desire to own one. If he 
or she is not in too great a hurry 
we get over our story of electric 
refrigerators before they leave. 
Even if they definitely indicate 
they cannot or will not buy at the 
moment, their names are placed 
on the mailing list for “educa¬ 
tion.” Beginning the following 
morning, they will receive, for 
seven consecutive mornings, some¬ 
thing in the mail from Sell & Sons 
telling them why they should own 
an electric refrigerator. Thus, we 
get a dignified story over in a 
dignified way. After a prospect 
has received these mailing pieces, 
the name is given to one of our 
salesmen (store salesmen during 
the day), who makes an appoint¬ 
ment to call in the evening, when 
husband and wife are at leisure 
to listen to an interesting story, 
for which the mailing pieces have, 
we hope, prepared them. Taking 
the angle of a refrigerator being 
something they want and telling 
the story interestingly makes it 
easier to i^ll it. 

Our salesmen are paid their 
regular salaries, plus a small com¬ 
mission on refrigerator sales. 
They are thus encouraged to make 
sales without the strong arm 
methods sometimes resorted to by 
men who sell on commission ex¬ 
clusively. When our men make 
a sale they add a satisfied cus¬ 
tomer to the list. 

Cash sales are made wherever 
possible, but where credit is good 
and a sound sale can be made on 
a credit basis, as much as thirty- 
six months’ time is allowed. Terms 
are made so clear that misunder¬ 
standings are avoided and no cus¬ 
tomers are lost; although con¬ 
tracts call for payments to be 
made directly to the finance com¬ 
pany on the due dates, we ask 
that payments be made direct to 
us and we remit to the company, 
because it keeps us in friendly 
contact with the customer for two 
or three years. 

In addition to our direct mail¬ 
ing system, customers and pros¬ 
pects are taken into our confidence 
through our newspaper advertis¬ 


ing. We keep them posted each 
week on our sales progress, there¬ 
by enlisting their interest. The 
customer who has purchased from 
us feels proud to belong to the 
increasing majority who own our 
make of refrigerators and the pros¬ 
pect is influenced to join that ma¬ 
jority and is encouraged in the 
feeling that his judgment is right. 

Naturally there are, in spite of 
careful selling, some repossessions 
in the large number of contracts 
we make, particularly in such 
times as we have just been 
through; but our repossessions 
have been less than 4 per cent 
during the past three years. We 
are told that this is far below 
the average for the country. 

Refrigerators saved us a sad 
experience in the fall of 1935, 
when unseasonally warm weather 
cut deeply into the sales of heat¬ 
ing stoves. We sold six electric 
refrigerators on November 1, by 


SITUATION which is not un¬ 
common to institutions oper¬ 
ating on a departmental basis is 
the problem of effecting an atmos- 
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a little extra effort, on Novem¬ 
ber 9, four were sold. From 
September 1 to November 23, 
thirty-six refrigerators were dis¬ 
posed of in our store. 

Our Washing Machine 
Sales 

Next to our refrigerator busi¬ 
ness are our washing machine 
sales which come close to living 
up to our slogan, “One Washer 
a Day.” We don’t quite reach 
that desirable goal, but we don’t 
miss it very far. The same meth¬ 
ods are used as in selling re¬ 
frigerators, but we do not dem¬ 
onstrate washers. The machine is 
bought and paid for or a contract 
signed for monthly payments be¬ 
fore a washer is delivered. 

It should be realized that man¬ 
ufacturers are willing to help 
those who market their products 
for them successfully. 


phere of perfect harmony between 
all of the outside salesmen. 

The “Salesman’s Prospect 
Card” is conveniently arranged 
for recording information invalu¬ 
able to sales promotion. The sys¬ 
tem requires that each salesman 
maintain a written record of each 
prospect’s requirements, whether 
it pertain to his particular depart¬ 
ment or not. Written records have 
preference over mental notes in 
business transactions. 

Upon completion, the cards are 
submitted to the general office for 
consideration and tabulation; as 
it is essential to ascertain the 
financial responsibility of each 
prospect before referring the 
“lead” to the proper department 
for a follow-up. 

This indirect means of procur¬ 
ing prospect data provides an in¬ 
creased list of customer require¬ 
ments, as well as a spur to sales¬ 
men. It also enables the office to 
eliminate the names of undesir¬ 
able prospects, so that salesmen 
will not waste their efforts on 
those who are not financially able 
to buy. 


The Salesman's Prospect Card 

By MARVIN SALLEE 

A. A. Doerr Co^ Lamed, Kansas 
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Hardware Age 
Fifty-Year Club 
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YEAR 

iCUJB 


JOSEPH LUDES, Western 
representative for the R. £. 
Dietz Co., New York City, qual¬ 
ifies for the Hardware Age 
Fifty Year Club with a year 
to spare. Becoming associated 
with the company in August, 
1884, at the age of 21. Mr. 
Ludes has since been on the job 
for the company without a 
break, and has advanced from 
shipping clerk to the position 
he now holds. During the past 
40 years his field of endeavor 
has been West of Chicago to all 
Pacific Coast points. A native 
of Chicago, he makes his head¬ 



quarters at the company’s of¬ 
fice in that city, at 180 N. Michigan Ave. He is justly 
proud of his long-time affiliation with the nation’s largest 


manufacturers of lanterns. His greatest hobby is in meet¬ 
ing and corresponding with the trade, and in attending the 


Atlantic City hardware conventions. 



GEORGE PRICE, vice- 
president in charge of sales for 
the American Fork & Hoe Co., 
Cleveland, Ohio, began working 
for W. C. Kelly & Co., axe 
manufacturers, then at Louis¬ 
ville, Ky., in 1884. Mr. Price 
was bom in Lexington, Ky., but 
when he was about six years 
old his family moved to Louis¬ 
ville, where he attended the 
grade schools, and graduated 
from high school at 17. Dur¬ 
ing school vacations he worked 
at the axe plant. Later, when 
the axe factory was moved to 
Alexandria, Ind., where it re¬ 
mained for 10 years, Mr. Price 


continued to work for the company, as he did when the 
factory was moved to Charleston, W. Va., more than 30 
years ago. In 1930, the Kelly Axe & Tool Co., was merged 
with the American Fork & Hoe Co., and following this 
merger Mr. Price continued as manager of the Kelly 
Axe & Tool Works in Charleston. In 1932, he was named 
to his present position, which necessitated his moving to 
Cleveland, where the company’s general offices are located 
at 1623 Euclid Ave. When Mr. Price began working for 
the company he was engaged in the production end of 
the business, but the greater portion of his half-century of 
service has been devoted to the Sales Department. He is 
chairman of the Executive Committee of the *‘01d Guard” 
of the Southern Hardware Salesmen’s Association, and has 
served as a member of the Executive Conunittee of the 
American Hardware Manufacturers Association. 


FRED L. STELLWAGEN, 
manufacturers representative, 
12 Warren St., New York Gty, 
has been affiliated with the 
hardware business for 57 years. 
He entered the employ of Sar¬ 
gent & Co., New Haven, Conn., 
as a bill of lading boy and 
clerk in the shipping depart¬ 
ment of the company’s New 
York City branch in 1878. Four 
years later he was transferred 
to the sales department, and a 
few months following this he 
became a traveling salesman 
for the company. He next be¬ 
came sales manager of New 
York trade sales, and served in 



F. L. STELLWAGEN 


this latter capacity for nearly 40 years. During this time 
he also served as the company’s secretary. His experience 


was gained under Geo. H. Sargent and T. J. Atkins. Leav¬ 
ing the company in September, 1930, Mr. Stellwagen, and 
his only son, Fred L. Jr., under the firm name of Fred L. 
Stellwagen & Sons, started in as sales representatives for 
a number of hardware manufacturers. A year ago, his 
son passed away, and Mr, Stellwagen has been deeply 
touched by this loss. For many years he has been keenly 
interested in growing things, and at 73, trees and all plant 
f life continue to be his main hobbies. 
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Substitute AAA Plan Urged 
By Western Association 


T he forty - seventh annual 
convention of the Western 
Retail Implement and Hard¬ 
ware Association was the largest 
gathering and exhibition in the 
organization’s history and in the 
records of the hardware trade of 
the United States. Held at the 
magnificent, new Municipal Audi¬ 
torium, Kansas City, Mo., Jan¬ 
uary 14 to 16, 1936, the registra¬ 
tion exceeded 3000 and easily 
shattered all former attendance 
records. At Ararat Temple, where 
the business sessions convened, 
an audience of 1200 was not at 
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World* 8 largest retail trade organization of its kind, 
the Western Retail Implement and Hardware Asso~ 
elation met in Kansas City, Mo., Jan, 14 to 16,1936. 
Had largest convention and exhibition in the history 
of the nation* s oldest hardware dealers association. 
Has 2000 paid-up members, Fred Ackarman suc¬ 
ceeds F, E. Millner as president. Secretary-treasurer 
Herbert J. Hodge re-elected for the 47th time. 


all unusual. The final event of 
the convention was the banquet 
and entertainment given in the 
old Convention Hall, which was 
attended by 1670 guests. 

The most important action of 
the convention was the adoption 
of a resolution in which Congress 


is asked to find a legal way to 
establish a permanent national 
farm program to succeed the AAA 
plan, recently declared unconsti¬ 
tutional by the Supreme Court. 
In the agricultural section of the 
country served by the association 
—Kansas, Missouri, (Ndahoma, 
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1670 gue%ts gathered for the banquet and entertainment. 


and parts of Colorado, Nebraska In his annual presidential ad- 

and Wyoming, much depetids on dress, F. E. Millner, Miami, 

the welfare of farmers. It was Okla., who presided at the busi- 

therefore the almost unanimous ness sessions, briefly reviewed the 

(^pinion of dealer members that history and standing of the asso- 

the government should be urged ciation; outlined the many ser- 

to take steps to insure agricul- vices that have been made avail- 

lural prosperity. able to members; paid tribute to 



General view showing a part of the great attendance at the exhibits of the 
If'estem Hardware and Implement Show, Kansas City. 


fellow officers, particularly to 
Secretary Hodge, who has served 
in that capacity ever since the 
association was organized; re¬ 
ported the present status of the 
association, and expressed optim¬ 
ism concerning the outlook for 
improved business. In part. Pres¬ 
ident Millner said: ‘‘It is most 
gratifying to receive reports from 
the dealers of the Western Asso¬ 
ciation—to the effect that the past 
year has shown marked improve¬ 
ment over the immediate past 
years. It is hoped that the coming 
year will show a yet greater in¬ 
crease, and that business will be 
so stabilized that investments may 
be made with some measure of 
safety and reasonable return. 
Many dealers who have been hesi¬ 
tant about placing orders may 
take the past year as a criterion 
and increase their stocks with 
some assurance of increased 
sales.” 

In addition, he expressed the 
belief “that the wholesaler is one 
of the greatest helps the dealer 
has,” and that the wholesaler is 
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Officers of the Western Hardware and Implement Association at the Hardware 
Age exhibit during the convention, Jan, 14 to 16. Left to right: F. E. Milner, 
Miami, Okla., retiring president; Herbert J. Hodge, secretary-treasurer, Abilene, 
Kan,; E, F, Ackarman, Sedan, Kan,, the new president. 


doing his utmost to carry a rep< 
resentative stock to supply the 
dealer promptly and in any quan¬ 
tity—and at prices which will en¬ 
able the dealer to meet his com¬ 
petition. He also declared that 
through the association and its 
local clubs, much had been ac¬ 
complished in eliminating the evil 
of jealousy between competitors. 
He reiterated his published opin¬ 
ion that up-to-date methods and 
strict attention to business will 
enable the retail hardware-imple¬ 
ment dealer to compete with all 
other types of outlets for such 
merchandise. In bringing his mes¬ 
sage to a close, President Millner 
urged all dealers to return home 
following the convention with a 
resolve to refrain from confining 
their interests to the four walls of 


their business location, saying “to 
go beyond and help make this a 
better land, a better community, 
a better State, and a better na¬ 
tion in which to live, and in 
which to do business.” 

Secretary Hodge, in his report, 
directed the attention of the mem¬ 
bership to the upward trend of 
business and urged dealers to take 
full advantage of the improve¬ 
ment, saying: “For the second 
time since 1929 we are able to 
report a rising tide of business 
activity. The year has given many 
indications that the time of stress 
is passing. From the day we were 
freed of cramping regulations, the 
upward trend has become more 
rapid. The good sense and fair¬ 
ness of dealers have proved more 
eflScient than government regula¬ 


tions in bringing sound business 
practices. But potentially, the 
largest factor in our progress has 
been the rising morale of the cus¬ 
tomer, leading him to equip his 
farm with the implements and 
other adjuncts of his business, 
without which he has been carry¬ 
ing on for four or more years. 
This flood of demand, held back 
year after year, is upon us. It 
is our duty to take advantage of 
present conditions and reap the 
harvest that is ahead. 

“Our business rests on a three- 
point basis—manufacturer, whole¬ 
saler and retailer. Upon the 
hearty cooperation of these three 
depends our progress. Resolu¬ 
tions, correspondence and speeches 
will clarify the picture, but there 
must be a faithful working to¬ 
gether in deeds and purposes to 
accomplish real results. What¬ 
ever concessions and agreements 
for the benefit of the trade are 
made, they should always be with 
a view to the best interests of the 
ultimate consumer — the farmer 
who puts his trust in us. In the 
eagerness of improved trade con¬ 
ditions and of eflforts to seize 
the opportunity, we may be 



F. H. SPINK 

Kansas City, Vice-President 

tempted to overstep the bounds 
of sound business practice, and 
forget the principles that have 
been our strength in the past. 
There is more danger of this in 
a flowing tide than when trade 
is ebbing. 

“But if we hold firm to our 
association’s integrity, and work 
wholeheartedly toward a perma¬ 
nent confidence on the part of 
our customers, we shall build on 
solid ground. We must plan wise¬ 
ly for the future—no one knows 
what it may bring—so that what¬ 
ever happens our business will 
(Continued on page 66) 
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—The Standard of Living and Its 
Relation to the 



U 

American System 
of Enterprise 


By MORGAN FARRELL 

Director, The Chilton Bureau of 
Economic Research. 


T he burning question of the 
day is this: Are we going 
on to a higher standard of 
living, or are we just going to 
get ourselves out of this depres¬ 
sion by waiting for the law of 
essential supply and demand to 
get to work? 

Business everywhere has been 
anxiously awaiting a reasonable 
answer to that query. Upon it de¬ 
pend all the production and sales 
plans for 1936. 

There are present indications in 
the national sky that business is 
to be released more and more from 
governmental attempts to regulate 
or conduct it. In fact we may as 
well recognize that the vast and 
hastily-conceived mechanism of 
Federal control, thrown together 
in the dark days of 1933, to start 
the wheels turning, has not ful¬ 
filled its function. 

And now the expected has 
happened. Emergency measures, 
adopted with the best of inten¬ 
tions, though clearly unconstitu¬ 
tional at the time, have been 
definitely declared to be so by the 
Supreme Court. Other measures 
may be expected to follow the 
same course. 

Where does that leave us? 

Let us consider our standard of 
living, the highest for an entire 
people the world has yet seen. 
There are distinct causes which 
brought it about. Let us see if 


they are still operative. If they 
are, then our standard of living 
will continue to go up. 

We all know what is meant by 
a high standard of living, but just 
to refresh our imaginations—It 
means a decent place to live, with 
home comforts and conveniences 
for all families, including those 
well down in the income brackets. 
It means labor-saving devices in 
the home, movies, radio, maga¬ 
zines, Y.M.C.A.’s, parks, park¬ 
ways, beaches and athletic fields 
for amusement; vast school and 
college systems, museums, botani¬ 
cal and zoological parks, count¬ 
less art and medical foundations 
for mental and physical welfare 
and advancement. And to sup¬ 
ply all this it means factories, 
power, air, rail and automotive 
transport, distributing systems, re¬ 
tail stores. No other nation on 
earth has all these adjuncts of a 
high standard of living in such 
profusion as we have—nor are 
they likely to have them. 

What is behind it all? 

Men with the brains, initiative 
and enterprise, which compel them 
to start a business of their own, 
whether it is a service station or 
a department store, a steel mill 
or a toy-shop. They are the men 
who think up the things to do and 
to make and who then set about 
creating a mass demand for their 
offerings, whether they are low- 


priced cars, frosted foods or air- 
conditioners. 

The people, please note, do not 
originate the demand for new 
goods but they are highly sus¬ 
ceptible to advertising and all 
forms of sales effort. They are 
trained, so to speak, to want the 
latest and best for their families 
and themselves. They welcome 
the useful, the amusing and the 
novel because they, too, are am¬ 
bitious. These possessions mark 
their upward progress in the 
world just as the creation of them 
marked the advancement of the 
inventor, the maker and the mer¬ 
chant. Taking it all in all, this 
spirit of getting on is the soul of 
the American system of enter¬ 
prise—the spirit which has made 
America the leader of the world 
in human achievement. 

So our standard of living is 
high and growing higher, because 
people eagerly absorb all the new 
goods, which comfort or amuse, 
as they spring from the teeming 
brains and humming machines of 
their producers. There is a sort 
of compulsion, which rests upon 
the one to produce and the other 
to consume. The urge to buy is so 
much the stronger because the 
producer of one kind of goods is 
a consumer of many others. He 
wants the latest models just as 
much as he presses his own upon 
the public. 

And what of the future? Is 
the standard going still higher? 
Answering with another ques- 
iContinued on page 74) 
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In Nebraska 


One Family in 7 
Wants to Make 
Home Improvemeiits 


Better Housing Survey by F.H.A,, 
Canvrusing One-third of the State, 
Finds Potential Work Amounting 
to $8,389,273.46 


0 


By A. E. LONG 


NE out of every seven 
families in Nebraska defi¬ 
nitely wants to make home 
improvements that will call for 
hardware items, and plenty of 
them. There may be even a much 
higher percentage than this of 
people in the state who know 
that their home needs repairs and 
remodeling badly; but at least 
one out of seven realizes his wants 
so definitely that he is willing to 
go on record about his needs and 
his desire to buy. 

This is one of the results shown 
by the Better Housing Survey 
made in Nebraska by the Federal 
Housing Administration. It is 
worth while to consider the re¬ 
sults of this Nebraska survey, be¬ 
cause this was perhaps the most 
systematic and comprehensive sur- 
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This chart represents the number of pledges for a wide variety of 
housing improvements that were pledged in the State of Nebraska 
in a survey made by the Federal Housing Administration^ and 
covering about one-third of the area. Pledges are as follows: 
For air conditionings 142; carpentry^ 7727; concrete and cement, 
1800; electrical work, 651; elevators, 72; flooring, 1505; heating, 
966; landscaping, 694; masonry, 1341; painting, 10,992; paper¬ 
hanging, 4526; plastering, 1882; plumbing, etc., 1865; roofing and 
sheet metal, 4586; new construction, 1166; alterations, 1620; 
additions, 960; miscellaneous, 2577. 
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vey carried on in any state of the 
Union in connection with the cam¬ 
paign to stimulate building, re¬ 
modeling and repairing of homes. 
True enough, when the Federal 
Housing Administration was first 
set up, there were a number of 
tentative surveys carried on 
throughout the country. For the 
most part these were made in a 
haphazard manner, and mostly 
carried on by mail. Some of these 
figures in 1934 were arrived at 
by a compilation of estimates 
made by some secretaries of the 
local chambers of commerce in 
many towns in the country. This 
was by no means an accurate re¬ 
flection of what was needed by 
the householders nor what they 
were willing to buy. 

But in Nebraska in the late 
spring of 1935, a definite canvass 
crew was set up to carry on the 
work of checking every home in 
the state. Hiis was done by ring¬ 
ing doorbells, asking many ques¬ 
tions, making accurate records, 
and then having the daily and 
weekly results tabulated by an ac¬ 
countant at the Omaha office of 
the Federal Housing Administra¬ 
tion. 

For this work a crew of 550 
FERA workers was used. By using 
FERA workers it was possible to 
make such an exhaustive canvass, 
which would otherwise have been 
prohibitive. 

Although the canvass continued 
for five months, it was still im¬ 
possible to get over the entire 
state. At the end of that time, it 
became necessary for the FERA 
to close all work projects. This 
took the 550 men off the Nebraska 
project. By that time only a lit¬ 
tle more than one-third of the 
state’s population had been can¬ 
vassed. 

With one-third of the state’s 
population canvassed, it was 
found that of those who made 
pledges to do modernization and 
building in 1935 or early 1936, 
65 per cent wanted to do paint¬ 
ing; 45 per cent wanted to do 
carpentry; 5% per cent wanted 
to install heating equipment; 10 
per cent wanted to do plumbing; 
26 per cent wanted roofing and 
^eet metal work; 6 2/3 per cent 
wanted to build new homes; 9^^ 
per cent wanted to alter the home; 


5 2/5 per cent, wanted additions 
to the homes; and 15 per cent 
were listed as wanting miscel¬ 
laneous work done around the 
home, which means a variety of 
things. 

It is noteworthy also that this 
survey did not extend to the farms. 
It was confined to the cities and 
towns of 21 counties only. No 
funds were available for furnish¬ 
ing transportation for the work¬ 
ers to get to the farms and back, 
or from one farm to another. It 


is confidently believed that had 
the survey extended to the farms, 
it would have revealed a still 
greater percentage of persons 
wanting repair and modernization 
work done. 

With only one-third of the 
state’s homes canvassed, it was 
found that owners pledged to do 
repairing and modernization to 
the total amount of $8,389,273.46; 
it was found that new homes were 
in contemplation to cost $4,046,- 
169.95. 


Two interesting hunting windowsr Above: by C. L, Lobban, Harlan Hdw,, 
Harlan, Kentucky. Below: Towers Hardware Co., Jacksonville, Fla. 
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Mid-Winter Window Trims 


This window display was created for the HaU of Science, feature attraction of 
the First International Housewares Show in The Merchandise Mart, Chicago, 
Jan, M8. The Hanson Scale display uses similar composition features to those 
suggested in Hardwabb Ace each issue. 
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T he winter is slipping by 
rapidly, although it may 
seem long enough from a 
standpoint of comfort in many 
parts of the country; but there 
are some items of indoor mer¬ 
chandise that should be pepped 
up and cleared before the birds 
begin to chirp in the springtime. 
Here are two windows that will 
help to do it. The game window 
utilizes the electric fan, concealed 
beneath the grill work to get mo¬ 
tion into the display through the 
balloons that keep weaving 
around in the center. These bal¬ 
loons should be in brilliant colors. 
The various games will help to 
put color appeal into the window 
also. 
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While tools are a year ’round 
line, their great opportunity for 
use comes in the winter. Hard¬ 
ware Age interchangeable display 
fixtures make the foundation of 
the display of tools illustrated, 


as is the case in the game win¬ 
dow. If you can insert a real 
clock in this background you will 
have a good attention getter. 

The window reproduced in the 
photo below comes from Tim¬ 


mins, Ontario, where much Amer¬ 
ican capital is invested to produce 
gold. Marshall-Ecclestone, Ltd., 
used this display with good effect. 
It displays a wide range of tools 
for mechanics and craftsmen. 



Marshall-Ecclestone^ Ltd^ Timmins, Ont, 
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Greeting Cards 
Bring Store Traffic 


Cowperthwaite Hardware Co.^ Haddonfield, N, J,^ 
tried them as an experiment and increased sales 


G ift and anniversary cards 
have swept the country 
like the radio, and are 
sold in just about as many diverse 
types of stores. You find them in 
drug stores, novelty shops, gro¬ 
cery stores and even gas stations. 
Yes, and you also find them in 
hardware stores. 

Several years ago the Cowperth¬ 
waite Hardware Co. in Haddon- 


field, N. J., put in a few gift 
cards purely as an experiment. 
To their surprise thb new line im¬ 
mediately aroused interest among 
their customers, and resulted in a 
volume of sales that demanded a 
more elaborate stock. Mr. Cow¬ 


perthwaite added to his small 
stock of cards and arranged 
samples of each type in neat 
albums, from which the card de¬ 
sired could be selected by a file 
number. A separated album was 
(Continued on page S2) 
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FACTORY SELLING 


T he selling of industrial supplies ofEers 
a real profit opportunity to the many 
hardware firms who are or could be 
major distributing factors for factory sup* 
plies. The business tide is turning and the 
time most opportune to start cultivating the 
industrial market in a most aggressive man¬ 
ner. Factories use daily large quantities of 
such staple hardware lines as bolts, nuts, 
rivets, tools, sandpaper, abrasives, etc., and 
also a great number of related specialties akin 
to the hardware field. Except in the strictly 
rural and residential sections, the majority of 
normal hardware store market areas include 
some industrial activity — factories, mills, 
mines, lumbering and contracting organiza¬ 
tions—all good potential hardware customers. 

Hardware distributors, both wholesale and 
retail, have already reported improvement in 
sales to factories. Prospects for further ex¬ 
pansion of industrial activity are better than 
at any time within the past five years. Every 
effort is being made to accelerate the p]\>duc- 
tion of capital or durable goods as a recog¬ 
nized essential for complete economic recov¬ 
ery. From this development, now well under 
way, will come a tremendous demand for 
hardware and supplies which factories will 
purchase from the firms who actually go out 
and seek the business. 

It is difficult to define the items embraced 
by the term “factory supplies.” It is not 
necessarily the character of the item, but the 
way it is sold that determines whether it is 
a “factory supply” line. All goods sold for 
use or consumption by industrial plants, 
mills, shops, mines, oil fields, quarries, mu¬ 
nicipalities, public institutions, railroads, 
shipyards, public utilities, garages and simi¬ 
lar establishments come within the meaning 
of “factory supplies” and present a profitable 
market worthy of the best selling efforts of 
the wholesale and retail hardware trade. 

There are more than 250,000 industrial 
customers in this country whose annual pur¬ 
chases of tools, supplies and equipment are 
normally from four to five hundred million 
dollars. It is truly a vast market. 

To obtain a full share of this market re¬ 
quires active and planned selling activity. 
Factory buyers will not seek hardware or 
other firms for their supplies, except in emer¬ 
gency calls for small quantities. The real 
volume of factory selling comes only from 


ample footwork and a 
persistent outside selling 
campaign. This must be 
supported at headquarters 
with service and stock 
facilities to cope with the 
needs of local factories. 

There can be no formula, as requirements of 
quantity and variety will vary with localities. 
It is essential to study the existing available 
factory market and to govern stock and ser¬ 
vices accordingly. From then on it is an in¬ 
tensive selling job with returns truly commen¬ 
surate with the effort and thought expended. 

Even among the smaller retail hardware 
stores there is an important opportunity for 
factory selling at a profit. But it cannot be 
handled at the store, on an over-the-counter 
basis. It is not that kind of business. It is 
strictly an outside selling job which the store 
owner or competent associate must pursue 
diligently and on a regular calling schedule. 
A great many factory buyers would prefer to 
place some of their supply business with local 
retail hardware stores if they had some evi¬ 
dence that such dealers are prepared and in¬ 
terested in factory selling. The average man¬ 
ufacturing executive has sufficient local pride 
to approve of local purchases and would wel¬ 
come the selling interest of local retailers. 
There is hardly a department in the hardware 
business, wholesale or retail, which offers a 
better return for proper planning and active 
selling. 

That the hardware trade may be inspired 
to seek a greater part of the vast factory sup¬ 
ply market. Hardware Ace dedicates this 
“FACTORY SELLING” 
editorial section, pre¬ 
senting pertinent data, 
experiences of other 
hardware firms and re¬ 
lated material which 
should aid in this profit¬ 
able selling activity by 
our readers. 
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Perth Amboy Hardware 
Co., Perth Amboy, N. J,, 
Gets Its Share of Mill 
Supply Volume. Uses 
New and Effective Ap¬ 
proach to Acquaint In¬ 
dustrial Buyers with Its 
Facilities for Handling 
Factory Requirements. 


S alesmen calling on the fac- 
( tory trade for the Perth 
Amboy Hardware Co., Perth 
Amboy, N. J., carry photographic 
evidence of the firm’s ample facili¬ 
ties to handle all kinds of mill 
supply requirements promptly. 
Each salesman has a photographic 
album containing 32 views of the 
warehouses, shipping and receiv¬ 
ing rooms, railroad siding and 
other factors incident to handling 
efficiently the distribution of the 
many hardware requirements of 
industry. These photos are par¬ 
ticularly useful when selling the 
factory whose location precludes 
a personal visit to the store and 




warehouse by the purchasing 


agent, maintenance man or pro 


duction executive. Many such 


prospects could not otherwise 


visualize the scope of the firm s 


mill supply services and stocks 


and might consider the firm too 


mall to handle anything but in 


cidental small pick-up require 


ments. 

Many large buyers of factory 
and industrial supplies have been 


favorably impressed through this 


idea. It enables the company’s 


representatives to show purchas 
ing agents of industrial plants just 
how well the firm is prepared to 
serve their varied requirements. 
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of Its Volume from Factories 
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PERTH AMB6yH, WARE CO 


Purchasing agents located at 
points distant to Perth Amboy had 
no conception of the stock carried, 
or of the size and exact character 
of the firm. In such cases, espe¬ 
cially when new accounts were 
being solicited with purchases 
being handled in New York City, 
or some similar remote head¬ 
quarter’s point, the prospect fre¬ 
quently had some misgivings con¬ 
cerning the company’s ability to 
fill orders speedily, completely 
and economically. It was defi¬ 
nitely learned that such false im¬ 
pressions did exist and were often 
real obstacles in getting the busi¬ 
ness. 

Apparently, many potential 
buyers, noting the “hardware” 
firm name, believed the company 


FACTORY SELLING is a major activity of the Perth Amboy 
Hardtcare Co^ Perth Amboy^ N, as these four views on 
these two pages show. The three interior views and the 
picture of the railroad siding indicate the volume of busi¬ 
ness handled and indicate the facilities of the firm to handle 
such orders. The front and rear views of the store building 
are interesting^ particularly the latter showing space in the 
doorway for trucks to come and go and to load and where 
necessary unload. These are some of the pictures used by 
salesmen of the company to show their abilily to handle 
factory business in an efficient and prompt manner. 
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RAY D. HOWELL 

Secretary-treasnrer of the Perth 
Amboy Hardware Co., who super- 
viaes credits and finds factory ac¬ 
counts give a mlnimnm of collec¬ 
tions problems. 

to be a small hardware store, and 
were unable to conceive how such 
a store could satisfactorily serve 
their industrial needs. In such 
cases it could be explained, with 
advantage, that the company uti¬ 
lizes 40,000 square feet of floor 
space, has fifteen employees, has 
a large and well assorted stock, 
and every modem facility for 
efficient service. However, a bet¬ 
ter means for enabling prospects 
to visualize the company’s scope 
and true character was sorely 
needed, and the photo album has 
filled the need. 

Whenever possible, the com¬ 
pany takes prospective buyers on 
a tour of inspection through its 
quarters. When a personal visit 
is impractical, the next best thing 
is a look at the photos. Each 
album contains 32 views of vari¬ 
ous parts of the firm’s offices, 
stock rooms, warehouse, store and 
equipment The albums are bound 
in boarded leather binders with 
the firm name imprinted in gold 
on their covers. The photographs 
reproduced herewith are represen¬ 
tative of the views shown in each 
album. The impressive pictures 
make it readily apparent why the 
idea has been so effective in creat¬ 
ing new factory supply business 
for the company. 


Nearby Factories 

Many large industrial plants 
are located in the vicinity of the 
store. Most of these are engaged 
in the manufacture of various clay 
and copper products, although 
other types of mills and factories 
are represented to a lesser degree. 
It is natural that the company has 
long specialized in serving such 
industries with the wide range of 
supplies specifically required for 
these plants. While the company’s 
retail hardware store does a sub¬ 
stantial volume, the mill supply 
end of the business has been 
steadily developed until it now 
accounts for three-fourths of the 
total volume. The balance of the 
volume is equally divided between 
the retail store and a wholesale 
plumbing supplies department. 
Several hundred industrial ac¬ 
counts are on the firm’s books. 
The yearly purchases of many of 
these accounts are in the several 



SAMUEL G. LEVINE 

President of the Perth Amboy Hard¬ 
ware Co., who spends two after¬ 
noons a week on factory selling, 
covering a route of calls he has han¬ 
dled for many years. The mill sup¬ 
ply department is the particular pet 
of Mr. Levine. 

thousand dollar classification, 
while five figure totals are not at 
all unusual. 

In soliciting orders for indus¬ 
trial supplies the company *^combs” 
a territory within a twenty-five 
mile radius of Perth Amboy. The 
city itself is an industrial center, 
having a population of 43,516. A 
number of industrial plants are 
also located in nearby towns. Two 
regular outside mill supply sales¬ 


men are employed and have been 
calling on the same trade for more 
than 20 years. In addition, Sam 
G. Levine, president of the com¬ 
pany always devotes Monday and 
Tuesday afternoon’s of each week 
to calls on a route he has covered 
regularly for many years. 

Both of the mill supply sales¬ 
men, as well as Mr. Levine, re¬ 
ligiously stick to a schedule which 
calls for regular and frequent calls 
on all industrial buyers in the 
company’s territory. This solici¬ 
tation is not over-done, of course, 
and the idea is conveyed that the 
call is primarily in the nature of 
a friendly visit with business being 
of secondary importance. A real 
effort is made to develop an inti¬ 
mate acquaintanceship on a busi¬ 
ness as well as a social basis. 
While the company does not at¬ 
tempt to “buy business,” it is not 
adverse to providing a buyer with 
a reasonable amount of entertain¬ 
ment. 

One of the big advantages en¬ 
joyed by the firm is that speedy 
service can be given. In an effort 
to further capitalize on this ad¬ 
vantage the company has made 
every possible provision for facili¬ 
tating service operations and ex¬ 
pediting the delivery of orders. 
The company’s building is L 
shaped, fronting on two streets. 

Pkrth Amboy Habdwam Company 

mvB 

Drt*._ 

CHABCe TO_- 

SHIP TO _ 



Simple order form need by mtiU mpply 
department of Perth Amboy Hard¬ 
ware Co, reduces chances of erron 
and misunderstandings. There are 
only a few entries required which en¬ 
courages a complete recording of the 
essential facts. 
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The general retail hardware business is not neglected by the Perth Amboy Hardware Co. This photo provides 
a good idea as to the scope, size and arrangement used by this firm in Ae strictly retail end of its activities. 
Major electrical appliances, table appliances, house furnishings and all the other lines common to the retail 
ha^ware business are featured in this complete store. 


Half of the building is three 
stories and basement, while the 
other half is four stories and base¬ 
ment, and a large electric freight 
elevator serves all floors. This 
elevator is adjacent to an enclosed 
loading platform, facing one of 
the streets, which accommodates 
two trucks at a time. A spiral 
gravity chute for small packages 
also terminates at this loading 
platform. 

High Speed Trucks 

Recently it became apparent 
that it would be desirable to have 
delivery trucks capable of higher 
speeds than the trucks then in 
service could develop. Although 
the old trucks were in fair mechan¬ 
ical condition, the company felt 
there was enough to be gained 
through quicker delivery service 
with speedier trucks, so it was de¬ 
cided to purchase three new trucks. 
Industrial activity in the district 
is increasing, and the resultant im¬ 
provement in the company’s mill 
supply business has been such that 
the purchase of a fourth truck is 
now being considered. Four tele¬ 
phone trunk lines obviate any rea¬ 
sonable chance that buyers might 
have difficulty in promptly reach¬ 
ing the company by phone. 

Stock Arrangement 

The locations for the stocks of 
the various supply lines have been 


thoughtfully chosen, with the 
lines in best demand placed where 
they are easiest of access. Re¬ 
lated supplies, such as transmis¬ 
sion equipment, are grouped to¬ 
gether, as most orders call for 
several items in the same line. 
This method makes it quicker and 
more convenient to assemble an 
order for delivery. Separate sec¬ 
tions are similarly given over to 
stocks of brass, black and galvan¬ 
ized pipe fittings, belting, etc. 
Pipe is a big volume line for the 
company and a large quantity in a 
very wide range of sizes is carried 


in the company’s warehouse lo¬ 
cated on a railroad siding a few 
blocks from the main building. 
Some idea of the volume of pipe 
handled can be gleaned from the 
fact that in 1934, the firm was the 
largest pipe distributor for the 
Youngstown Sheet & Tube Co. in 
the New York metropolitan area. 

The order form shown in the 
accompanying illustration is used 
for all orders and has proven to 
be very practical for the purpose. 
In the event of error or complaint, 
the form shows how the order was 
{Continued on page 58 ) 



Bolts, nuts, lag screws, machine screws, pipe fiuings, etc., are sold by Perth 
Amboy Hardware Co. in large quantities. This picture taken in the ware¬ 
house shows the stock bin arrangement used on such lines which are sold 
over the counter as well as to the factories by the outside selling force. 
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West Virginia Retailers 
Note Improved Condition 


I N the opening address of the 
30th annual West Virgina Hard¬ 
ware’s Association Convention by 
the president, 0. V. Bowling, there 
were cited many incidents showing 
that business in 1935 had rapidly 
improved beyond expectation. 

Mr. E. E. Bibb of the Beckley 
Hardware Co., of Beckley, past pres¬ 
ident, was introduced as next 
speaker. The nucleus of his dis¬ 
cussion was “Dealer Cooperation.” 
Mr. Bihb stressed community co¬ 
operation. He said that healthy 
competition is the life of the trade, 
while unhealthy trade is a detriment. 
He thinks that lack of community 
cooperation is the vital cause of 
customers going to larger cities. 

Probably one of the most prac¬ 
tical and useful discussions was 
“Salesmanship,” from A. MacLach- 
lan of the Dover Manufacturing Co., 
Dover, Ohio. 

Most people starting in business 
think primarily of finance and mer¬ 
chandise. Concentrating on those 
and casually devoting time to the 
most important of the three requi¬ 
sites, which is sales, we find that 
people going in business are finance 
minded and merchandise minded 
rather than sales minded. The alert 
wide-awake business man thinks of 
sales as the object of his business. 

In making a sale, said Mr. Mac- 
Lachlan, the salesman must have 
three things in mind—the opener, at 
which the salesman asks a question, 
introduces his article; second—the 
body of the sale, sell the value of 
the article to the customer; and 
lastly, close the sale—and how im¬ 
portant this is. 

A business man once asked Mr. 
Woolworth, of the 5 & 10 cent store, 
how many salesmen he had. He 
replied, “One.” The man repeated 
the query a number of times, think¬ 
ing Mr. Woolworth probably didn’t 
understand, and finally for the 
fourth time he answered, “I have 
one salesman.” And referring to 
the girls behind the counter, he 
said, “they are not salesmen, they 
are bundle-wrappers.” 

A salesman sometimes uses the 
argumentative type of selling rather 
than the persuasive type, which is 
by far the better one. 


On the second day Mr. Milton 
Marsh, of Marsh Brothers Hard¬ 
ware Co. of Weirton, West Virginia, 
was introduced by Mr. Bowling as 
one of the principal speakers of 
the day. 

Mr. Marsh said that the mental 
law of sales has many fundamental 
factors. One must have a general 
idea of business economics, which is 
the background, then must always 
understand business psychology. He 
showed that sales promotion must 
be worked out on a profitable basis. 

Time is an important word that 
measures our existence in this 
world. There is no time in eternity, 
however; we cannot comprehend 
eternity and must appreciate the 
value of time. Let us distinguish 
ourselves by making proper use of 
our time. Timeliness is a word 
which emphasizes man’s use of 
knowledge at the right time. Time¬ 
liness in sales promotion requires 
coordinating the buying and selling 
of merchandise. 

Is business a cold hearted propo¬ 
sition, or are service and good-will 
a part of sales promotion? Many 
large firms handle important mat¬ 
ters cold heartedly, forgetting that 
sentiment is a part of everyone’s 
make up. The everyday things that 
we do and the attention over the 
counter create good-will among cus¬ 
tomers only to the extent of the ser¬ 
vice we render. 

Build confidence and you will 
soon realize the penetrating value of 
thought impulse. Confidence ban¬ 
ishes fear. As the surgeon depends 
entirely upon his ability at all times 
so should the salesman depend upon 
himself at all times. 

The latent powers within us are 
better illustrated by the Bible story 
of Daniel. His right thinking, con¬ 
fident attitude overcame the lions 
because they sensed his friendly, 
positive control of himself. Sales 
promotion is after all only the re¬ 
turn response to generous impulses 
created within ourselves when we 
really mean what we say. . . . Buy 
With Confidence. 

Major C. C. Anthony, member of 
the staff of the Federal Housing Ad¬ 
ministration of Washington, D. C., 
discussed in detail the Better Hous¬ 
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ing Program of the Federal Housing 
Administration. He said that there 
had been changes and additions of 
the Housing program within recent 
months. It was interesting to note 
the new developments. 

Monday evening at 6 p. m. there 
was an annual dinner for the retail 
hardware dealers—^with H. Kalbitzer 
as toastmaster. 

In addition to the above enter¬ 
tainment, and through the courtesy 
of the C. & 0. railway, was presented 
a real worth-while show. Two hun¬ 
dred years of history in one vital, 
pulsating hour. A liberal education 
in every moment. An hour of su¬ 
preme entertainment. Nothing like 
it has been attempted before. 

A banquet was held for the mem¬ 
bers of the association and their 
wives and friends in the spacious 
and attractively decorated dining 
room of the beautiful Greenbrier 
Hotel, Tuesday evening at 6.30. 

H. L. Van Sickler, member of 
the House of Delegates, was toast¬ 
master for the occasion. 

After a delectable six-course din¬ 
ner, Dick Stokes, popular attorney 
and entertainer of Covington, Va.. 
in his usual witty and humorous 
manner, fluently spoke on various is¬ 
sues of the day. 

After the banquet, dancing was 
enjoyed in the Cameo Ball Room, 
with the orchestra from Greenbrier 
Military School of Lewisburg, play¬ 
ing under direction of Captain 
W. W. Beardsworth, member of the 
faculty. 

Newly elected officers for the year 
are: R. F. Cox, of the Fairmont 
Wall Plaster Co., of Fairmont, pres¬ 
ident; first vice-president, Norman 
Cook, of Huntington; second vice- 
president, E. A. Dann, of Elkins; 
and secretary and treasurer, H. B. 
Clower, of Oak Hill. 
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The Service Hardware Store 


By SAUNDERS NORVELL 


E very night here in New 
York and in hundreds of 
other large cities the com¬ 
muters who live in the small 
towns surrounding these large 
cities crowd the sidewalks and 
the stations in a grand rush for 
their trains. Almost all of them 
carry packages and bundles, and 
sometimes even bulky articles like 
vacuum cleaners and lawn mow¬ 
ers. The next morning this same 
army of people rush for the early 
trains to take them back to the 
city to their jobs. Usually, with 
the exception of a newspaper or 
a magazine, they return to the big 
town empty-handed. The great 
mass of these people leave early 
in the morning and return home 
in the wintertime after dark. In 
the mornings they are in a great 
hurry to catch their trains. At 
night they are tired out, and seem 
to have but one idea—^to get home 
as soon as possible. The shop¬ 
ping of a large percentage of 
these commuters is done in their 
lunch hours. How often have we 
found employees surreptitiously 
eating their lunches in the wash¬ 
room so they could have a full 
hour to shop. Now the point of 
all this is that the local mer¬ 
chants in the villages surrounding 
the large cities lose a great deal 
if not practically all of this good 
business because they have adopted 
few methods or plans to keep this 
business at home. On all the 
N. Y., N. H. & H. local trains the 
brakeman, when calling the name 
of a town, always adds, “DON’T 
FORGET YOUR PARCELS.” 

About a year ago I spoke be¬ 
fore the Rotary Club of an at- 
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tractive small town near New 
York with which I am very famil¬ 
iar. The basis of my talk was 
that these small towns did not 
need any more local doctors, law¬ 
yers, dentists, plumbers, electri¬ 
cians, etc. In fact, most of them 
were overstocked with them, and 
with merchants, too. I told my 
Rotary friends that for them to 
make an effort to increase the 
size of their towns by bringing 
into town more of this class of 
people was simply increasing 
their own competition and mak¬ 
ing it harder for the local people 
to make a living. I told them 
what they should do was to ad¬ 
vertise the advantages and attrac¬ 
tions of their village in the large 
New York papers, I suggested, 
for instance, that for six months, 
in order to attract attention to 
their town, they should have small 
ads telling of the kind of people 
they did not want in their town, 
such as, “We do not want any 
more merchants, chain stores, 
plumbers, electricians or doctors 
in our town.” Naturally people 
would become interested in such 
peculiar advertising. They would 
wonder just what this town did 
want. Then in the last six months 
of the year, they could state the 
kind of people they did want. 
The kind I recommended they ad¬ 
vertise for was people who had 
jobs or businesses in the city. 
People who made their money in 
the city. People with incomes of 
«5,000, $10,000, $20,000 or $25,- 
000 per annum who could come 
to this town, buy homes, live there 
and spend their incomes there. 

I told the true story of a citizen 


of this town who one Sunday 
brought a friend to his home and 
then in the afternoon drove him 
around the town. As a result of 
this drive, the guest, some twenty 
years ago, bought a home in the 
town and has lived there ever 
since. This man, counting up 
taxes, insurance, automobiles, liv¬ 
ing expenses, etc., has spent upon 
an average of $20,000 per an¬ 
num in this town. In twenty years 
he has spent $400,000. How much 
better to get citizens like that than 
to add to the already overcrowded 
merchant class. 

Strange to say, I have been 
again invited to speak to this Ro¬ 
tary Club, and the subject I am 
going to take this time is what 
the merchants in this small town 
can do to stop the class of large 
buyers from buying the greater 
part of their needs in the city. 
In other words, what they can 
do to divert the business to the 
local merchants, local lawyers, lo¬ 
cal doctors, local plumbers, etc. 

For instance, in this town with 
which I am very well acquainted, 
because I live there, I suppose 
there are one or more first-class 
dentists. As a matter of fact, I don’t 
know one of them, have never 
heard of them and don’t know 
their names. I have my dentist 
work done in the city, but there 
is no good reason that I can see 
why it should not be done in my 
home town. Come to think of it, 
at one time I did use a dentist 
who lived in my home town, but 
had his ofiSce in New York and 
who commuted every day. How¬ 
ever, it was just an accident that 
he happened to live in my town. 
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It is also curious that his name 
was Dr. Payne. One day he asked 
if I did not smoke a great deal. 
I admitted it He told me my 
mouth and throat were too dry 
as a result of excessive smoking 
and some of these days I would 
catch pneumonia and the chances 
were it would be all up with me. 
He said he had stopped smoking 
himself because he knew this to 
be a fact Shortly afterward I 
received a notice that his business 
in New York had been bought by 
another dentist Telephoning to 
get the facts, I found that Dr. 
Payne himself had just passed 
away from pneumonia. He was 
a good dentist, and he had the 
nerve, if you did not come on 
time, to diarge you up for the 
time he lost on account of your 
tardiness. He was quite indepen¬ 
dent and told me he had no time 
to waste waiting for procrastinat¬ 
ing customers. 

Garage Service Station 

In a recent article I referred 
to my study of a garage that had 
developed from a service station 
to an all Vound mercantile es¬ 
tablishment with a restaurant and 
furnished rooms in addition. This 
garage gave real service. It was 
an evolution. The proprietor was 
bright and cheerful, and told me 
he was making money, although 
he had to work like a horse to 
do it. This experience with the 
garage, as I wrote before, made 
me think a lot of those retail 
hardware stores in the small towns 
near large cities. Why isn’t the 
answer to that problem the de¬ 
velopment of service to their com¬ 
munity, Suppose one of these city 
workers who is always rushing 
away and rushing back, needs a 
plumber. Probably the plumbing 
goes on a rampage at night. Why 
shouldn’t the hardware dealer sup¬ 
ply him with a plumber? Why 
shouldn’t he advertise that he has 
a night telephone for emergency 
calls? Why shouldn’t he send a 
pamphlet to these commuters tell¬ 
ing all about the service he is 
not only willing but able to ren¬ 
der! Then your screens go bad. 
They rust. TTie screen doors sag. 
The lock on your front door does 
not work, etc. Why shouldn’t you 
telephone to your hardware store. 


tell him your troubles and have 
the hardware dealer send a 
mechanic to do the work? Sup¬ 
pose you want a gardener to do 
a few days’ work? You do not 
know any one you can get. Why 
shouldn’t your hardware store 
supply one? 

One morning not long ago as 
I was shaving on the second floor 
of my house, an athletic looking 
young man in a khaki suit leaned 
out of the branches of a tree near 
the window and laughingly called 
out, “Good morning.” He was a 
tree surgeon. When I arrived 
downstairs I found several of them 
working on my trees. But they 
were not local young men. They 
were Davey tree surgeons, and 
came in a truck from their head¬ 
quarters. Our town and neighbor¬ 
ing towns are just full of trees. 
We have more trees than anything 
else. Now why shouldn’t a number 
of young fellows out of jobs learn 
how to be tree surgeons and then 
get the hardware dealer to ad¬ 
vertise that he will supply tree 
surgeons at any time. Fathers-in- 
law are running short and the 
college man is actually getting 
to the point where he needs a 
real job m order to keep the wolf 
from the door. Possibly some of 
them might condescend to climb 
trees. 

A Suggestion 

If I were a retail hardware 
dealer I would pick up some 
carpenter who was out of work, 
also mechanics in other building 
lines who are out of work, sup¬ 
ply them with materials and send 
them out around the town, from 
door to door, to repair anything 
in their line that needs repairing. 
There is always somebody from 
day to day who needs small repairs 
done, but like going to the den¬ 
tist we put off these repairs from 
week to week or month to month, 
until real damage is done, and the 
job costs a lot more. If some 
representative of the local hard¬ 
ware store called with his tools, 
he would pick up a lot of jobs. 
Most of us just need to be re¬ 
minded, and the man who needs 
to be reminded, especially in my 
judgment, is the commuter who 
spends so few days in his home. 
Naturally he plays golf, bridge, 


etc., and seldom has time on 
Saturday afternoons, Sundays or 
holidays to look for the trouble 
spots around his home. If some¬ 
one calls who can attend to these 
matters for him, he is only too 
glad to delegate the job to him. 
And besides the idea of service 
from the local hardware store, this 
will, of course, sell much mate¬ 
rial in that line for the dealer. 

Competilioii 

When I sold out in the drug 
business, one of my young men 
went into the retail hardware busi¬ 
ness in a town on Long Island. 
The other day he called on me, 
and so 1 had an opportunity to 
talk first-hand with a real retail 
hardware dealer. “How are 
thinp?” I inquired. “Well,” he 
replied, “I have been able to make 
a living, but competition is very 
keen.” “What kind of competi¬ 
tion do you mean,” I asked, “price 
competition?” “Yes,” he said, 
“chain stores and all that.” “You 
give me a pain in the neck,” 1 
replied. “You have been reading 
too much about this chain store 
competition. Here on my desk is 
a pamphlet gotten out by Dun and 
Bradstreet, telling the causes of 
failures in all lines of business. 
The main cause, as you vrill see 
here, is not price competition, but 
ine£Sciency. Another big cause is 
outside speculation. As a matter 
of fact, on the authority of Dun 
and Bradstreet, and you certainly 
could not have a better authority, 
is the statement that failures 
caused by cut prices are practical¬ 
ly non-existent.^^ 

“But they do make some low 
prices,” said my visitor. “Of 
course,” I answered, “low prices 
have always been made by some¬ 
body on something.” Then I went 
at him about the service idea. 
“How will I find time to give all 
that service, on top of all the work 
I am already doing?” To which 
I answered; “Don’t you think 
you are spending too much time 
buying and entertaining the many 
people who call on you. Don’t 
you think you could cut down 
on this, and devote more time to 
selling?” Then I added that in 
my personal experience I had 
known hundreds of retail dealers 
{Continued on page 74) 
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CONVENTION CALENDAR 


California Retail Hardware Asso¬ 
ciation Annual Convention and Ex¬ 
hibition, Santa Cruz, Cal., Feb. 3 to 
5 inclusive, 1936. Headquarters, 
sessions, and exhibit: Casa del Rey 
Hotel. LeRoy Smith, manager, 417 
Market St., San Francisco, Cal. 

Southern California Retail Hard¬ 
ware Association Annual Conven¬ 
tion and Exhibition, Los Angeles, 
Cal., Feb. 11 to 13 inclusive, 1936. 
Headquarters, sessions and exhibit: 
Ambassador Hotel. J. V. Guilfoyle, 
managing director, 1122 Pacific Na¬ 
tional Bldg., Los Angeles, Cal. 

Hall Hardware Company’s Thirty- 
third Annual Stockholders’ Meeting, 
Convention, and Exhibit, Minne¬ 
apolis, Minn., Feb. 18 to 20 inclu¬ 
sive, 1936. Business sessions and 
exhibition: The company’s build¬ 
ing, 6th to 7th Ave. No. on Third 
St. G. E. Hall, president and man¬ 
ager. 

Illinois Retail Hardware Associa¬ 
tion 39th Annual Convention and 
Exhibit, Peoria, Ill., Feb. 4 to 6 
inclusive, 1936. Exhibit: State 
Armory. Headquarters: Pere Mar¬ 
quette Hotel. C. G. Gilbert, secre¬ 
tary, 1155 Merchandise Mart, Chi¬ 
cago, IlL 

Iowa Retail Hardware Association 
38th Annual Convention and Ex¬ 
hibition, Des Moines, Iowa, Feb. 11 
to 14 inclusive, 1936. Headquarters 
and business sessions: Hotel Savery. 
Exhibit: Coliseum. Philip R. Jacob¬ 
son, secretary. Mason City, Iowa. 

Michigan Retail Hardware Asso¬ 
ciation Annual Convention and Ex¬ 
hibition, Detroit, Mich., Feb. 11 to 
15 inclusive, 1936. Headquarters: 
Statler Hotel. Business sessions and 
exhibit: Masonic Temple. Harold 
W. Bervig, secretary, 1112 Olds 
Tower Bldg., Lansing, Mich. 

Missouri Retail Hardware Asso¬ 
ciation 38th Annual Convention and 
Exhibition, St. Louis, Mo., Feb. 18 
to 20 inclusive, 1936. Headquarters, 
exhibition, and sessions. New Jef¬ 
ferson Hotel. F. X. Becherer, sec¬ 
retary, 2861 Gravois Ave., St. Louis. 

Montana Implement and Hard¬ 
ware Association Annual Conven¬ 
tion, Butte, Mont, Feb. 13 to 15 
inclusive, 1936. Headquarters and 
sessions: Finlan Hotel. R. M. 
O’Heam, secretary, Bozeman, Mont 


New England Hardware Dealers 
Association 43rd Annual Convention 
and Exhibition, Hotel Statler, Bos¬ 
ton, Mass., March 11 to 13 inclusive, 
19^. G. C Small, secretary, 140 
Federal St, Boston, Mass. 

Nebraska Retail Hardware Asso¬ 
ciation 35th Annual Convention. 
Lincoln, Neb., Feb. 4 to 6 inclusive, 
1936. Headquarters and sessions: 
Comhusker Hotel. George H. Dietz, 
secretary, 414 Little Bldg.^ Lincoln. 
Neb. 

New York State Retail Hardware 
Association 34th Annual Convention 
and Exposition. Headquarters and 
business sessions at Hotel Syracuse, 
and Exposition at State Armory, 
Syracuse, N. Y., Feb. 11 to 14 in¬ 
clusive, 1936. John B. Foley, secre¬ 
tary, 510 Hills Bldg., Syracuse, 
N. Y. 

North Dakota Retail Hardware 
Association Annual Convention and 
Exhibit, War Memorial Bldg., 
Devils Lake, N. D., Feb. 4 to 6 in¬ 
clusive, 1936. Louise J. Thompson, 
secretary, 21 Clifford Bldg., Grand 
Forks, N. D. 

Ohio Hardware Association 44th 
Annual Convention and Exhibition, 
Cincinnati, Ohio, Feb. 18 to 21 in¬ 
clusive, 1936. Business sessions, 
headquarters, and exhibition: Neth- 
erland Plaza Hotel. John B. Conk¬ 
lin, secretary, 175 S. High St., 
Columbus, Ohio. 

Panhandle Hardware and Imple¬ 
ment Association Annual Conven¬ 
tion, Amarillo, Tex., Feb. 3 to 5 in¬ 
clusive, 1936. C. L. Thompson, sec¬ 
retary, Canyon, Tex. 

Pennsylvania and Atlantic Sea¬ 
board Hardware Association Annual 
Convention and Exhibition, Balti¬ 
more, Md., Feb. 24 to 28 inclusive, 
1936. Sessions and exhibition: 5th 
Regiment Armory. Hotel Headquar¬ 
ters and Entertainment: Lord Balti¬ 
more Hotel. W. Glenn Pearce, 
managing director, 400 N. Broad 
St., Philadelphia, Pa. 

Southern Hardware Jobbers’ As¬ 
sociation Forty-sixth Annual Con¬ 
vention, jointly held with the 
American Hardware Manufacturers’ 
Association Seventy-second Semi- 
Annual Convention, Memphis, Tenn., 


April 20 to 23 inclusive, 1936. Sec¬ 
retary Manufacturers’ Association: 
Chas. F. Rockwell, 342 Madison 
Ave., New York City. Secretary 
Jobbers’ Association: T. W. McAl¬ 
lister, 1020 Grant Bldg., Atlanta, 
Ga. 

Southeastern Retail Hardware and 
Implement Association 22nd Annual 
Convention and Exposition, Gty 
Auditorium, Atlanta, Ga., May 19 
to 21 inclusive, 1936. H. M. Sim¬ 
mons, secretary, 317 Ten Forsyth 
Street Bldg., Atlanta, Ga. 

Triple Convention of the South¬ 
ern Supply and Machinery Distrib¬ 
utors’ Assn., the American Supply 
and Machinery Manufacturers’ 
Assn., and the National Supply and 
Machinery Distributors’ Assn., Hotel 
Ambassador, Atlantic City, N. J. 
sometime in April, 1936. Secretary, 
National Association: H. R. Rine¬ 
hart, 505 Arch St., Philadelphia, Pa. 
Secretary, American Association: R. 
Kennedy Hanson, 916 Clark St., 
Pittsburgh, Pa. Secretary, Southern 
Association: Alvin M. Smith, c/o 
Smith-Courtney Co., Richmond, Va. 

The Hardware Association of the 
Carolinas Annual Convention, 
Charleston, S. C., June 9 to 11 in¬ 
clusive, 1936. Headquarters and ses¬ 
sions: Francis Marion Hotel. Arthur 
R. Craig, secretary, 803 Commercial 
Bank Bldg., Charlotte, N. C. 

The Retail Hardware Association 
of Alabama, Inc.. Annual Conven¬ 
tion and Exhibit, Mobile, Ala., May 
5 to 7 inclusive, 1936. Headquarters, 
sessions, and exhibit: Battle House. 
J. H. Crowe, secretary, 410 N. 
Twenty-first St., Birmingham, Ala. 

Virginia Retail Hardware Asso¬ 
ciation Annual Convention, Rich¬ 
mond, Va., Feb. 25 and 26, 1936. 
Headquarters and sessions: John 
Marshall Hotel. Thomas B. Howell, 
secretary, 602 E. Broad St., Rich¬ 
mond, Va. 

Wisconsin Retail Hardware Asso¬ 
ciation 40th Annual Convention and 
Exhibition, Milwaukee, Wis., Feb. 
4 to 7 inclusive, 1936. Business ses¬ 
sions and exhibit: Milwaukee Audi¬ 
torium. George W. Komely, ex¬ 
hibit manager, 3374 N. Green Bay 
Ave., Milwaukee, Wis. H. A. Lewis, 
executive secretary, Stevens Point, 
Wis. 
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B altimore, md.— 

The Hinge Ped-ler de¬ 
sires to congratulate you on your fine issue of Habdware 
Age for Sept. 26, 1935. 

The Griffin Mfg. Co. advertisement, page 197, has attracted 
attention. Thanks. Have heard from same from my trade. 
Will see you at Atlantic City Convention. 

HARRY GLOVER, 

The Hinge Peddler, 

Griffin ^g. Co. 


Fine Work 

Kansas Cmr, Mo.—The Direc- 
tory came through in good shape. 
It is a fine work, and I use it 
very often, in fact, more than I 

use The-. I am glad to have 

it. 

Geo. E. Garland, Secretary, 
Townley Metal & Hdwe, Company 


OK in Every Way 

Houston, Texas. —We are glad 
to advise that your Directory is 
in every way okay and is being 
used to good advantage daily by 
our Purchasing Department. 

The previous one was a great 
help to us and this one will be 
in constant use. 

D. D. Peden, Pres. & Treas., 

Peden Iron and Steel Company 


Welcome to Welcome 

Welcome, Minn. —We received 
our copy of the Directory “Who 
Makes It?” in good condition. 

We find this Directory very handy 
and have made very good use of 
same since we received it. 



We always have it handy and 
wish to thank you very much for 
same. 

A. H. Martens, 
Martens & Klein 


Lost Without It 

Selma, Ala. —^We are in receipt 
of your letter of the 7th, with refer¬ 
ence to the recent issue of the Direc¬ 
tory or “Who Makes It?” and we 
wish to say that we are very much 



pleased with this copy and there is 
hardly a day that we do not use this 
in some manner, in fact, we would 
be lost without a copy of this within 
our reach during the day. 

J. C. Coker, 

Tissier Hardware Company 


A Great Help 

Warren, Ohio.—^W ish to ad- 
vise that we are in receipt of copy 


of Directory, or “Who Makes It?” 
which came to us in very good 
condition. 

We wish to take this opportu¬ 
nity to thank you very kindly for 
the same, as we find it a great 
help in checking up on the differ¬ 
ent manufacturers. 

S. L. Ramsey, Manager, 

The Park Hardware Company 


Necessity 

Mansfield, Ohio. —Our copy 
of your Directory reached us in 
excellent condition. We think it 
is very complete. We use your 
Directory daily and cannot un¬ 
derstand how we could afford to 
be without it. 

Geo. Stelts, 

The Wagner Hardware Company 


Locates the Makers 

Louisville, Kt. —We received 
the Directory in good condition. 
It will prove very useful to our 
buying department in determining 
who makes certain articles. We 
are indebted to you for it. 

C. R. Bottoroff, President, 

Belknap Hardware & Mfg. Co. 
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Finest 

Corpus Christi, Texas. —^Will 
say that the Hardware Age dated 
September 26 is one of the finest 
editions of this kind that has ever 
come to us here in Corpus Christi, 
and you are certainly to be com¬ 
plimented on the splendid way 
in which you got this up. It is a 
credit to you and your organiza¬ 
tion. 

Oscar J. Koepke, 

Corpus Christi Hardware Co, 


Great Assistanee 

WiLLiMANTic, Conn.—^W e re- 
cently received from you the Di¬ 
rectory or “Who Makes It?” 

This arrived in first class shape 
and I am sure it will be a great 
assistance to us, as quite often 
we have to look up certain articles 
to find who is manufacturing that 
particular item. 

We wish to thank you very much 
for this service. 

Nelson A. Daniels, 

President, 

The Jordan Hardware Co. 

One of Best Helps 

Louisville, Ky. —The Direc¬ 
tory was received in perfect con¬ 
dition and we assure you it is 
appreciated very much. We think 
it one of the best helps we have 
in our buying department. 

W. Stockhoff, 

Wm. Stockhoff & Son 


Use Almost Daily 

Dixon, III.—Copy received in 
good condition. We use this al¬ 
most every day looking up “Who 
Makes It?” We could hardly do 
without it. 

Ace Stores, 

Howell Hardware Company 


Can’t Do Without It 

Manitowoc, Wis. — “W h o 
Makes It?” is indispensable, and 
we have use for it very often. 
Thanks. 

Wm. Rathsack & Sons Co. 


Helps Many Times 

Cincinnati, Ohio. —Copy of 
“Who Makes It?” received in 
good condition. It covers the field 


completely and it has helped us 
in many instances to find the odd 
item wanted every now and then. 

We appreciate your generosity 
in sending it to us. Many thanks. 

C. Molser, President, 

The Pickering Hardware Company 


Everyday Reference 

Leominster, Mass. —^We received 
your Directory or “Who Makes 
It?*’ and are pleased to have it in 



our files. There is hardly a day 
that goes by that we don’t refer to 
it. 

C. H. Wood, 

Leominster Hardware Co. 


Time Saver 

Pittsfield, Mass. —Would say, 
in relation to your Directory, that 
we find it a very valuable book 
to have. Have referred to it many 



times, and find it has given us 
information we could* not have ob¬ 
tained without a great deal of de¬ 
lay. We thank you for sending 
it to us. 

F. E. Peirson, 
Peirson Hardware Co. 


Has Convenient Place 

Butler, Ohio. —^We have re- 
ceived our copy of “Who Makes 
It?” It has been received in good 
condition and want to thank you 
very much for sending us this 
guide. It has been placed in a 
very convenient place in my ofiSce 
and I know it will be a great 
help this coming year. 

W. F. Bone, 

W. F. Bone Hardware 


Very Much Pleased 

Chicago, III.—^Wish to advise 
we use the Hardware Age Direc¬ 
tory almost daily for reference 
work and are very much pleased 
with same. 

S. A. Levin, 

Rosier Supply Co., Inc. 


Of Great Value 

Reading, Pa. —Received the Di¬ 
rectory (Who Makes It?) in per¬ 
fect condition. 

It is of great value to us and 
use it quite frequently; can offer 
no improvements for a better 
book. 

H. F. Hertzog 


Put to Good Use 

Dubuque, Iowa. —We want to 
thank you for the “September 26, 
1935, Hardware Age Directory 
Number” and find good use of it. 
W. G. WiMMER, 

George Wimmer & Son 


Mighty Useful Book 

Youngstown, Ohio. —^We are 
pleased to acknowledge receipt of 
Hardware Age Directory. 

Our comments are: A mighty 
useful book of information for a 
hardware store. We refer to it 
many times, especially when calls 
come for merchandise we do not 
carry. 

The book was received in good 
shape. We wish to thank you for 
this copy. 

C. F. Wilkins, Manager, 
The Wilkins-Leonard Hardware 
Company 


Appreciated 

Lancaster, Pa. —We have just 
received our copy of your latest 
edition of “Who Makes It?” We 
find this Directory most useful in 
our o£Bce. It is referred to prac¬ 
tically every day, and we very 
much appreciate the effort you 
go to to compile this edition and 
want to thank you for sending us 
this latest copy, which arrived in 
excellent condition. 

H. C. Hopkins, 

Reilly Bros. & Raub 
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and Manufacturers and 
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NINE THOUSAND BUYERS AHENDED 

FIRST INTERNATIONAL HOUSEWARES SHOW 


Coming from all over the na¬ 
tion, and from several foreign 
countries, nearly 9,000 buyers 
attended the First International 
Houseware Show held in the 
Merchandise Mart, Chicago, Jan. 
6 to 18 inclusive. It is reported 
that the show thus established a 
new high record for attendance 
at such events. 

The show occupied approxi¬ 
mately 270,000 square feet of the 
1,375,000 devoted to the presen¬ 
tation of new lines in the Mart. 
Other markets held concurrently 
were furniture, floor coverings, 
lamps, china, glass and pottery, 
and curtains and draperies. 

A more definite desire to make 
commitments; increased buying 
of better grade merchandise; con¬ 
centration on highly styled items 
in the popular and upper price 
brackets, the attendance of many 
chief executives, supplementing 
the activities of buyers, and more 
orders than at any previous mar¬ 
ket event, were the high-lights. 
Estimates of increased sales by 
various firms ranged from 10 to 
150 per cent. 

The most unusual feature of the 
show was the “Hall of Science” 
wherein more than 50 of the 
country's foremost manufacturers 
of housewares staged separate 
displays, providing a unique ex¬ 
position of modem merchandis¬ 
ing methods,^ manufacturing proc¬ 
esses, display ideas, and new 
products. Approximately 60,000 
square feet of space was devoted 
to this attraction. 

In the more than 500 new 
lines of merchandise introduced 
for the first time there was a 
multitude of new things for the 
home, designed to add to the 
beauty and utility of American 
kitchens. Outstanding were the 
many heat regulated devices. An¬ 
other appliance that created con¬ 
siderable comment was an elec¬ 
tric platter to keep a complete 
meal warm without burning or 
scorching. Enamelware reached 
new decorative heights this year 
with many manufacturers intro¬ 
ducing new low priced lines. One 
manufacturer of electric ranges 
exhibited a range which can be 
set to have coffee ready exactly 
at breakfast-time. 


New types of kettles, frying 
pans, and sauce pans are being 
stream-lined and the use of de¬ 
tachable walnut or maple handles 
lends new beauty to such equip¬ 
ment. Among other interesting 
items exhibited were: iron skil¬ 
lets and frying pans, with enamel 
overlay in pastel shades; an elec¬ 
tric vacuum cleaner with remov¬ 
able brush and top to facilitate 
emptying trash and dust; stoves 
with divided cooking tops with 
working space separating the 
burners, and new types of broil¬ 
ers patterned after those used in 
restaurants. 

Many striking and distinctive 
exhibits were produced in the 
“Hall of Science”. Besides pro¬ 
viding new and novel methods of 
merchandising products the ex¬ 
hibits of many manufacturers 
were devoted to demonstrating 


The Martin-Senour G)., Chi¬ 
cago, held a three-day conven¬ 
tion, Jan. 6 to 8, at the Hotel 
Bismark, Chicago, at which sales 
and advertising plans for 1936 
were discussed. 

William M. Stuart, vic^presi- 
dent of the firm, opened the ses¬ 
sion by telling the group that the 
paint industry was entering an 
era of renewed consumer-confi¬ 
dence, but the full benefits of 


the constructional advantages of 
their products, either through 
“break-downs” showing the va¬ 
rious stages of production or, as 
in a few cases, through demon¬ 
strations of actual manufacturing 
processes. Other companies de¬ 
voted their displays to dramatic 
demonstrations showing the uses 
of advantages of their merchan¬ 
dise. 

Of particular interest was the 
stress placed by manufacturers on 
the idea of selling matched sets. 
This trend was especially true in 
electrical appliances and kitchen 
wares. Vitrified china electrical 
aids in these sets were notable 
for style and beauty while there 
were many new notes in chro¬ 
mium, mostly in modern designs. 
Many of the kitchen utensils 
were of stainless metal. 


this improvement would not be 
realized by the firm unless it at¬ 
tacked the sales problem aggres¬ 
sively. 

The modernization trend by 
home owners, desirous of improv¬ 
ing their property, was discussed 
by Howard Weckel, central divi¬ 
sion manager. Harold T. John¬ 
son, advertising manager, ex¬ 
plained the merchandising and 
advertising plans for 1936. 


50 FROM PHILA. ASSN. 
TO ATTEND CONVENTIWi 

The Retail Hardware Associ¬ 
ation of Philadelphia will send 
50 of its members to the annual 
PASHA convention in Baltimore, 
Md., Feb. 24 to 28, it was de¬ 
cided at the monthly meeting of 
the local group, held Jan. 16 at 
Stouffler's, Philadelphia. 

W. Glenn Pearce, managing di¬ 
rector of PASHA, in an address, 
outlined the convention program, 
stating that among the speakers 
wiU be Governor Nice and former 
Governor Ritchie, of Maryland; 
Congressman Wright Patman, of 
Texas, and a number of men 
prominent in the merchandising 
world. 

B. J. Muchweiler of Temple 
University, guest speaker at the 
meeting, urged dealers to concen¬ 
trate more intensively on train¬ 
ing their store salesmen in selling 
goods. “Between your advertising 
and your display of merchandise 
and the actual sales of the mer¬ 
chandise, there is a tremendous 
amount of lost motion,” he said. 
“You have probably spent hun¬ 
dreds of dollars in getting the 
customer into your store, where 
poor salesmanship may nullify all 
your effort and expense.” He 
listed three laws governing cus¬ 
tomer psychology in selling: the 
law of attention; the law of de¬ 
sire, and the law of action, plac¬ 
ing the actual sale under the 
latter and declaring it too often 
ignored. 



This miniature trailer of Altorfer Bros, Co,, Peoria, IIL, is equipped with five miniature washers, 
duplicates of ABC Washer Model 66 and was built for the firm's booth at the Housefumishings 
Show, Chicago. It is onehalf the size of the large ABC trailer, outfitted exactly the same, and is 
pulled by a toy automobile. It is electrically wired and equipped with a sound system far repro* 
duction of music and advertising messages. 


Martin-Senour Three-Day Convention 
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REPUBLIC STEEL MOVES OFFICES TO CLEVELAND 


FLETCHER, TERRY BUYS 
S. C. MONCE, INC. 

Jan. 1, 1936, marked the unit¬ 
ing of The Fletcher, Terry Co., 
Forestville, Conn., and S. G. 
Monce, Inc., Unionville, Conn., 
two well-known glass cutter man¬ 
ufacturers. The entire line of 
Monce products will be manufac¬ 
tured by Fletcher, Terry in For- 
estvillc. 

S. G. Monce, Inc., the older of 
the two companies, was estab¬ 
lished in 1869 by Samuel G. 
Monce, the inventor and patentee 
of the first steel wheel glass cut¬ 
ter. Twenty-four years later his 
nephew, Fred S. Fletcher, entered 
the business, and in time con¬ 
ceived newer and improved ideas 
about glass cutters. In 1903 he 
left the firm and founded The 
Fletcher, Terry Co. at Forestville. 

We are informed that the com¬ 
bining of the two companies will 
insure the users of both firms* 
products a complete line of glass 
cutters and glaziers’ supplies as 
well as Interchangeable Lock 
stencils, formerly made by the 
Monce company. 


FORSBERG APPOINTS 
N. y. REPRESENTATIVE 

The Forsberg Mfg, Co., Bridge¬ 
port, Conn., has appointed Peter¬ 
son Brothers, 85 and 104 Walker 
Street, New York City, as rep¬ 
resentatives in the New York 
Metropolitan area, and the adja¬ 
cent territory. Tlie New York 
firm will carry a warehouse stock, 
including such Forsberg products 
as Whale Hack Saw Blade, Hack 
Saw Frames, Coping Saw Blades 
and Frames and Screw Drivers. 


POT & KETTLE NEWS 

The Los Angeles Pot & Kettle 
Qub has elected the following 
officers: L. L. Neblett, president; 
J. H. Pohlson and W. R. Read, 
vice-presidents; T. M. Moroney, 
recording secretary; J. H. Mig- 
nerey, corresponding secretary; 
A. F. Wheeler, treasurer, and J. 
V. Guilfoyle, George Slater and 
D. E. Sanford, directors. 

The San Francisco Club elected 
the following officers: Hugo Au- 
guston, president; Mike Sweyd, 
Fred Wigmore, Frank Overbeck, 
vice-presidents; A1 Reasoner, cor¬ 
responding secretary; Earl Ro- 
bitscher, recording secretary, and 


H. C. Baker, treasurer. Directors 
are: Tom Belton, Frank Bran, 
H. C. Gillan, Ray Harkness, S. 
Kaufner, Paul Neuman, A1 Nisdy, 
C. Putnam, F. Schultz and W. 
H. Spaulding. 

National President Gillan ap¬ 
pointed a committee to decide 
the place of the national conven¬ 
tion. 

The Los Angeles Qub held its 
Hi-Jinks and Stag on Jan. 11. 


In 1886, R. C. Stewart and 
his brother, W. A. Stewart, now 
deceased, saw the possibilities 
of profitably engaging in the 
manufacture of iron and wire 
products. Putting their ideas to 
the test, they established a small 
shop, The Stewart Iron Works 
Co. in Wichita, Kansas. 

After several years of success¬ 
ful operation it was decided to 
move the business nearer the 
center of population and the 
firm in 1894 became established 



C. 8TBWABT 


in Cincinnati, Ohio. Within three 
years, the company’s growth 
necessitated a move to larger 
quarters but increasing business 
again made it necessary to ac¬ 
quire larger facilities. A factory 
site was selected in Covington, 
Ky., opposite Cincinnati, in 1903 
and a contract was placed for the 
construction of a large iron 
works, which is now recognized 
as one of the largest of its kind. 

The present plant has 350,000 
square feet of floor space and is 
equipped with all modem ma¬ 
chinery, jigs and dies for fabri* 


Effective Jan. 25, the general 
offices of Republic Steel Corpora¬ 
tion were removed from Youngs¬ 
town, Ohio, to Qeveland. The 
new offices occupy floors 13 to 
16 inclusive in the former Medi¬ 
cal Arts Bldg., recently named 
the Republic Bldg. 

The move consolidates the gen¬ 
eral offices, which have been lo¬ 


cating bar, shape and plate work 
of any magnitude—cold working, 
forging, welding, etc. In the 
fence industry, the company is 
recognized as a leader in steel 
picket fencing. Other of its 



E. S. STEWART 


products sold largely through 
the hardware trade include wire 
mesh partition work, window 
guards, folding chairs, folding 
gates, settees, railing work, mis¬ 
cellaneous iron and wire work. 

In celebrating its golden anni¬ 
versary, The Stewart Iron Works 
Co. continues to maintain its po¬ 
sition in the industry under the 
leadership of its founder and 
president, R. C. Stewart, who 
learned the trade in a small iron 
shop of his father’s, R. C. Stew¬ 
art, Sr. Four generations have 
been and are engaged in the 
manufacture of the firm’s prod¬ 
ucts. Associated with Mr. Stew¬ 
art in the business are his son, 
Robert S. Stewart, vice-president; 
his grandson, S. M. Stewart, as¬ 
sistant secretary; and brothers 
and nephews, all of whom have 
grown up in the business. 


cated in Youngstown, the execu¬ 
tive and Qeveland district sales 
offices, formerly in the Union 
Trust Bldg., Qeveland, and the 
Advertising department, Massil¬ 
lon, Ohio. The sales offices of 
the Newton Steel Co. will also 
be located in the Republic Bldg., 
Cleveland. 

The departments affected in 
the move include: General Oper¬ 
ating, General Sales, Treasury, 
Purchasing, Accounting, Credit, 
Qaims, Ordering, Coding, Traf¬ 
fic, Patent, Advertising & Sales 
Promotion, Sheet & Strip, Pipe, 
Bar, Tin Plate, Railroad, Culvert, 
Pig Iron & By-Products Sales, 
Engineering, Industrial Engineer¬ 
ing, Salvage & Reclamation, and 
Industrial Relations. The sales 
offices of the Alloy Steel Division 
of Republic will remain in Mas¬ 
sillon. 


ELECTRICAL ASSN. 
ELECTS OFFICERS 

Frank W. Smith, president of 
the New York Edison Co., was 
elected chairman of the board of 
the Electrical Association of 
New York, Inc., Grand Central 
Palace, N. Y. C., and H. H. 
Barnes, Jr., commercial vice- 
president of the General Electric 
Co., president, at the annual 
meeting of the association, 
Jan. 15. 

Other officers elected were: C. 
E. Stephens, A. Lincoln Bush, C. 
L. Harold, Joseph F. Becker, 
vice-president; P. Schuyler Van 
Bloem, treasurer; J. H. Mc¬ 
Kenna, secretary, and S. J. 
O’Brien, assistant secretary. Mr. 
Barnes, the new president, suc¬ 
ceeding Qarence L. Law, was 
first vice-president of the associ¬ 
ation for the past five years, dur¬ 
ing which period he was also 
chairman of the finance com¬ 
mittee. 


WESTINGHOUSE GOLDEN 
JUBILEE CELEBRATION 

The Westinghouse Electric & 
Mfg. Co. held a general meeting, 
Jan. 8, in Pittsburgh, to cele¬ 
brate its golden jubilee anniver¬ 
sary. President F. A. Merrick 
made a brief address, in which he 
introduced the speaker of the 
evening. Chairman W. A. Robert¬ 
son. 


STEWART IRON WORKS CO. IN ITS 50TH YEAR 

FOUNDED IN 1886 BY R. C. AND W. A. STEWART 
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ALABASTINE CO. INAUGURATES EXPANSION PROGRAM 

ADDS OIL PAINTS, ENAMELS. VARNISH TO ITS LINE 


W. H. Hall Appointed Director of Sales and 
Harry N. JoneSy General Superintendent 


John C. Corcoran, treasurer 
and general manager of the Ala- 
bastine Company of Grand 
Rapids, Mich., has announced 
that his company will begin 
1936 with the most important 
expansion program in the history 
of the firm. 

The company, which since 
1930 has greatly expanded its 
line of wall-finish products, has 
now entered the field with a 
complete line of Alabastine oil 



J. C. CORCORAN 


paints, enamels, varnish and 
other paint specialties. *This 
move,” said Mr. Corcoran, 
**makes the Alabastine line one 
of the most complete lines of ex¬ 
terior and interior decorative 
products in America. During 
1935 our business showed a 30 
per cent increase over 1934, and 
a 58 per cent increase over 1933. 
With the introduction of our new 
line we are looking forward to 
greatly increased employment in 
our plant. We have prepared an 
aggressive advertising campaign 
in cooperation with Stevens, Inc., 
advertising agency, and will in¬ 
crease our sales force by at least 
30 fully trained men.” 

The Alabastine plant, consist¬ 
ing of three factories, and cover¬ 
ing 88 acres at Grand Rapids, 
has been completely modernized 
to improve and increase produc¬ 
tion. New machinery has been 
installed throughout, and the 
plant layout revamped. New 
units can be added as needed 
without disturbing production. 
New equipment is of the most 
advanced type. The company 
has installed a new can marker 
of a new design, the first of its 
kind to be installed in America. 
Company offices have been com¬ 
pletely modernized. 

“Modernization of plant and 


equipment makes it possible for 
the paint division to start with 
an initial capacity of at least 
2500 gallons per day,” Mr. Cor¬ 
coran stated, “and we expect to 
increase this gradually to a daily 
capacity of 8000 to 10,000 gal¬ 
lons, placing us among the larg¬ 
est paint manufacturers in the 
United States.” 

W. H. Hall, well known in the 
paint trade, becomes director of 
sales, and comes to the new posi¬ 
tion from the Glidden Company 
to assume active direction of the 
sales program for the new Ala¬ 
bastine line. 

“Over a period of 57 years, 
we have enjoyed the cooperation 
and support of jobbers, dealers 
and decorators throughout Amer¬ 
ica,” stated Mr. Corcoran. 
“Through a fair and liberal 
policy, as well as through the 
excellence of Alabastine prod¬ 
ucts, we have earned a measure 
of good will that will be of in¬ 
estimable value in obtaining 
preference for our amplified 
line.” The company will con¬ 
tinue its policy of offering ex¬ 
clusive franchises to qualifying 
jobbers in each locality and 
backing up their efforts with an 
aggressive advertising and mer- 
chandbing program. 

Harry N. Jones has been ap¬ 
pointed general superintendent 
of the Alabastine factory to 
supervise all production opera¬ 
tions. Mr. Jones has had 33 
years of experience as paint 
formulator and plant superin¬ 
tendent for various prominent 
paint manufacturers. 

A full line of industrial fin¬ 
ishes and maintenance goods is 
expected to be added within the 
next 12 months. 

A new label has been designed 
for the new line by Martin UU- 
man. New York City, interna¬ 
tionally known package designer. 
It has a modernistic appearance 
with its green bands and the red 
Alabastine circle cross on a yel¬ 
low background. A combination 
color chart has also been pre¬ 
pared and is currently avail¬ 
able. 

During its 57 years of exis¬ 
tence, the Alabastine Company 
has made notable progress. Orig¬ 
inally capitalized at $20,000 in 
1879, the company was recapital¬ 
ized at $200,000 in 1890, and 
subsequently recapitalized in 
1904 at $400,000. Present cap¬ 
italization is $1,600,000. In 
none of these recapitalizations, 
the company states, was it nec¬ 


essary to bring in new money. 
The augmented capitalization 
represents actual earned income 
of the company. The present 
expansion program, which Mr. 
Corcoran estimates will require 
an outlay of approximately 
$250,000, is likewise being fi¬ 
nanced from earnings of the 
business. 

Other executives of the com¬ 
pany associated with Mr. Cor¬ 
coran are, A. Paul, superin¬ 
tendent of the water paint divi¬ 
sion; C. Dejongo, superinten¬ 
dent of the Michigan Gypsum 
Company, a subsidiary of the 



W. H. HALL 


Alabastine Co.; C. McEachron, 
superintendent of the color card 
and printing divbion. The Board 
of Directors includes besides 
Mr. Corcoran, Victor M. Tuthill, 
president; J. L. Hamilton, chair¬ 
man of the board; A. D. Rath- 
bone, secretary; N. T. Hamilton, 
vice-president; Noyes L. Avery, 
and H. B. Tuthill. 


LEWIS HEADS ELMIRA 
PRECISION TOOL CORP. 

Ransome T. Lewis, formerly 
manager of the EJmira plant of 
the American Bridge Co., has 
been named president of the 
Elmira Precision Tool Corp., 
South Main Street, Elmira, N. 
Y., and James E. Personius, at¬ 
torney, has been appointed sec¬ 
retary. 

Mr. Lewis retired from the 
American Bridge Co. after 32 
years of service. He entered the 
company's employ in 1901 as 
manager of the Athens, Pa., plant 
and in 1902 was transferred to 
Elmira as manager of the three 
plants operated there at that 
time. His previous experiences 
were with G. W. G. Ferris & 
Co., Pittsburgh; Osborn Engi¬ 
neering Co., Cleveland, and the 
N. Y. C. Railroad. 


VAUGHAN & BUSHNELL 
NAME NEW SALES MGR. 

Howard A. Vaughan has been 
appointed sales manager for 
Vaughan & Bushnell Mfg. Co., 
Chicago, succeeding Leonard P. 
Finley, who has been elected 
vice-president, in charge of sales 



H. A. VAUGHAN 


promotion and advertising, for 
the Union Fork & Hoe Co., Co¬ 
lumbus, Ohio. Mr. Vaughan pre¬ 
viously had been in charge of 
plant operations for Vaughan & 
Bushnell. 


IMPORTER SEEKS UNES 
FOR RIO DE JANEIRO 

A. Brickman, representing the 
importing house of B. Herzog, 
Rua General Camara, 211/213, 
Rio de Janeiro, is shortly to re¬ 
turn to Brazil and wishes to 
correspond with manufacturers 
interested in introducing their 
lines in the Brazilian market. 
Communications should be ad¬ 
dressed either to Mr. Brickman 
at 1814 Nostrand Avenue, Brook¬ 
lyn, N. Y., or to his firm in Rio 
de Janeiro. 


DAYTON RETAIL ASSN. 
ELECTED 1936 OFFICERS 
The Dayton Retail Hardware 
Dealers Association elected its 
officers for 1936 at a dinner- 
meeting, Jan. 6, at the Y.M.C.A. 
Wallace Jones, retiring president, 
presided. Those elected were: 
Joe Schad, president; Carl 
Graeff, vice - president; Brooks 
Harmon, secretary, and John Kra¬ 
mer, treasurer and assistant 
secretary. The following were 
elected directors: William Hade- 
ler, Wallace Jones, Charles Depp- 
ner, and Herlie Lehman. 

The retiring officials delivered 
their reports. At this meeting 
there was also a general discus¬ 
sion of the state sales tax, farm 
trade, the state convention, and 
social securities act. 
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NORVELL, CHAIRMAN OF 
SALES EXECUTIVE GROUP 

Saunders Norvell, chairman of 
the board, Ingersoll & Norvell, 
Inc., 370 Lexington Avenue, New 
York, was elected chairman of 
the National Federation of Sales 
Executives, organization of which 
was recently completed by char¬ 
ter members. Mr. Norvell will 
serve until the first annual meet¬ 
ing to be held in Chicago in 
June. 

The primary aims of the or¬ 
ganization are to provide the 
sales side of business with a na¬ 
tional voice and to develop a 
wider and more influential fra- 
temalism among those engaged 
in the managerial phases of sell¬ 
ing and marketing. Association 
membership is available only to 
clubs, associations, societies or 
other groups concerned with sales 
or marketing or the teachings 
thereof. To qualify for member¬ 
ship individuals must have served 
or still be serving in an executive 
capacity on the sales or mar¬ 
keting side of business or in 
teaching and training directly 
concerned with selling and mar¬ 
keting. 

Vice-chairmen named to serve 
for a similar period as Mr. Nor¬ 
vell are: W. V. Ballew, sales 
manager. Dr. Pepper Co., Dallas, 
Tex.; C. D. Carretson, president. 
Electric Hose and Rubber Co., 
Wilmington, Del.; E. D. Keim, 
vice-president, E. R. Squibb & 
Sons, New York. 


ALBRA CASTINGS CORP. 
ORGANIZED IN INDIANA 

The Albra Castings Corp. has 
been organized at Huntington, 
Ind., for the production of alumi¬ 
num, brass bronze, monel and 
other non-ferrous castings. The 
formal opening was held Jan. 15 
and invitations to inspect the 
foundry were sent out. 

Officers of the firm are: Her¬ 
man Voges, Jr., president; V. W. 
Pacula, vice-president; Charles L. 
Terrel, treasurer, and S. B. 
Richey, secretary. Mr. Voges, for 
the present, will direct the sales 
activities of the firm. He has had 
many years’ experience in the 
manufacture of standard and spe¬ 
cial metal, wood working ma¬ 
chinery, mechanic’s hand tools, 
etc., including the production of 
basic materials from which these 
products are produced, such as 
ferrous and non-ferrous castings, 
drop forgings, stampings, etc. Mr. 
Voges for more than 30 years was 
executive head of the Webster & 
Perks Tool Co., Springfield, Ohio, 
until the disposition of the busi¬ 
ness in 1922. Previously he was 
connected in various executive 
capacities with the engineering. 


production and sales of various 
classes of machinery and other 
metal products. 

Mr. Pacula, who has charge of 
production, has for many years 
been connected in similar ca¬ 
pacities with Campbell, Wyant & 
Cannon Foundry Co., Muskegon, 
Mich.; Studebaker Corp., South 
Bend, Ind., and more recently 
with The Elkhart Iron Works, 
Elkhart, Ind. Mr. Richey has 
been associated with Mr. Voges 
in various capacities. He is an 
experienced accountant and is 
well versed in manufacturing ac¬ 
counting and cost practices. Mr. 
Richey has had sales experience 
and will assist Mr. Voges in the 
sales management. 


WOODWARD HARDWARE 
IN BUSINESS 75 YEARS 

Jan. 25th marked the seventy^ 
fifth year of business of the 
Woodward Hardware store, 
Carlinville, Ill. The store was 
founded in 1861 by Septimus S. 
Woodward in the northwest cor¬ 
ner of the square and has re¬ 
mained in that same location, 
although in 1865 a brick build¬ 
ing was constructed. 

Mr. Woodward, the founder, 
was a tinner by trade. When he 
came to Carlinville in 1856 he 
found employment with Keller 
& Fishback, with whom he re¬ 


mained until he started his own 
business. A year after, he formed 
a partnership with his brother- 
in-law, William Farrell, which 
lasted for many years. 

The present owner and man¬ 
ager, Charles T. Woodward, a 
son of the founder, look over 
the store in 1901 upon the death 
of his father. He had previously 
assisted as a clerk. He took as 
a partner William Watson, who 
retired from the business a year 
ago. 


WESTFIELD APPOINTS 
N. Y. REPRESENTATIVE 

The Westfield Mfg. Co., West- 
field, Mass., manufacturer of Co¬ 
lumbia and Westfield Bicycles, 
Columbia Velocipedes and Side¬ 
walk Bikes, has appointed Re¬ 
dell, Thompson & Demov, Inc., 
as direct factory sales repre¬ 
sentative in the New York and 
Metropolitan District. Offices and 
sample rooms are at 230 Fifth 
Avenue, New York City. The 
firm will sell the Westfield prod¬ 
ucts for the account of The 
Westfield Mfg. Co., who will 
make all shipments and carry all 
accounts. Messrs. Redell, Thomp¬ 
son and Demov were formerly 
associated for many years with 
Steinfeld, Inc., who discontinued 
business as of Dec. 31, 1935. 


NATIONAL HOUSE FURNISHING EXHIBIT 

ATTRACTED 29% LARGER ATTENDANCE 


Buyers of house furnishings, 
larger in numbers by 29 per 
cent than last year and coming 
from all over the country at¬ 
tended the Ninth Annual House 
Furnishing Manufacturers Asso¬ 
ciation Exhibit, held at the Ste¬ 
vens Hotel, Chicago, III., January 
5th to 11th. Many hardware 
wholesalers and retailers were 
represented. 

Countless new household de¬ 
vices were shown to the trade for 
the first time in the 340 exhibits. 
Improved quality and finish were 
characteristics of merchandise dis¬ 
played and on many lines an 
upward trend in prices was ob¬ 
served. 

The joint annual dinner of 
the National House Furnishing 
Buyers Club and> the Manufac¬ 
turers Association, as well as 
the annual stag dinner of the 
Chicago Housewares Club, were 
the high-lights of the social pro¬ 
gram. 

Fred Cowperthwaite, H. & S. 
Pogue, Cincinnati, was elected 
president of the House Furnish¬ 
ing Buyers Club for the current 
year and the following vice presi¬ 
dents were chosen: H. R. Tyler, 
A. R. Malone, Julius Hertzberg, 
C. W. Amos, Albert Porcelain 
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and D. W. Shaw. Louis Zinn- 
grabe. Fair Store, Chicago, was 
elected secretary - treasurer, and 
Warren Edwards, secretary. Na¬ 
tional House Furnishing Manu¬ 
facturers Association, continues 
as corresponding secretary of the 
Buyers Club. Members of the 
Club’s board of directors for the 
ensuing year are: Fred Cowper¬ 
thwaite, C. S. McGinnis, James 
Ginsburg, Robert John, V. C. 
Berg, W. A. Ricker and V. C. 
Pahnquist. 


G-E DISTRICT MGRS. 
ATTEND 4-DAY SESSION 

District appliance sales man¬ 
agers from the 15 sales districts 
of the General Electric’s Appli¬ 
ance and Merchandise Depart¬ 
ment met in Bridgeport, Conn., 
for a four-day sales meeting, 
Jan. 6-9, with company officials. 
Speakers included division and 
sales-section managers and repre¬ 
sentatives of the field organiza¬ 
tion. 

The meetings were presided 
over by P. B. Zimmerman, gen¬ 
eral manager of appliance sales; 
D. C. Spooner, manager of the 
home - laundry - equipment and 
cleaner sales division; R. W. 
Turnbull, manager of the traffic 
appliance sales division, and R. 
J. Cordiner, manager of the 
radio sales division. The last 
day’s session was devoted to a 
meeting of the district appliance 
sales managers and G-E radio 
specialists. 

An entertainment feature was 
a dinner, with Mr. Zimmerman 
as toastmaster, and talks by Vice- 
President C. E. Wilson, J. L. 
Busey, president of the G-E Sup¬ 
ply Corp., and R. M. Loughrey, 
district appliance sales manager, 
Portland, Ore. 


SILVER ANNIVERSARY OF 
FRANKUN HARDWARE CO. 

Franklin Hardware Co., 52 
Franklin Street, New York City, 
wholesalers of hardware, tools, 
machine shop supplies and auto¬ 
motive equipment, is celebrating 
its twenty-fifth year of service. 
Commemorating the event the 
company prepared a silvered four- 
page announcement. The first 
page contains a message from 
the firm’s president, George L. 
Borst, and the inside pages de¬ 
scribe and illustrate the com¬ 
pany’s facilities. 


DEALER WISHES TO 
RECEIVE CATALOGS 

J. E. Jerome has sold his in¬ 
terest in the Gaston Hardware 
Co., Gastonia, N. C., to M. B. 
Query, Jr., and has opened a 
hardware store in Rock Hill, 
S. C., known as the Jerome Hard¬ 
ware Co. Mr. Jerome is inter¬ 
ested in receiving catalogs from 
manufacturers of general hard¬ 
ware lines. 


HOLT HEADS ATLANTA 
RETAIL ASSOCIATION 

H. H. Holt was elected presi¬ 
dent of the Atlanta Retail Hard¬ 
ware Association at its January 
monthly meeting recently. H. H. 
Harris was elected vice-president, 
and R. W. Bridges, secretary and 
treasurer. 
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NORTH JERSEY ASSN. 
ELECTS 1936 OFTICERS 

The North Jersey Hardware & 
Supply Association, at its Jan. 14 
meeting in East Orange, N. J., 
elected its ofiBcers for 1936. They 
are: President, George Force, 
Tuttle Bros. Hardware, Westfield; 
first vice-president, C. F. Wer¬ 
ner, Jr., Werner Hardware, East 
Orange; second vice-president, 
William Ludwig, Ludwig Hard* 
ware, Teaneck; third vice-presi¬ 
dent, Harold L. Miller, Miller 
Hardware, Jersey City. Melville 
F. Miller, Miller Hardware Co., 
Jersey City, was reelected secre¬ 
tary and treasurer. 

William Ludwig, C. F. Werner, 
Jr., Ray Howell, H. H. Ludwig 
and S. D. Post constitute the ex¬ 
ecutive committee. Delegates to 
the Metropolitan association are; 
C. F. Werner, Demerest Romaine, 
Harold L. Miller, H. H. Ludwig 
and Ray Howell. 

A. Bivona, Jr., of the legal 
staff of the Title Guarantee & 
Trust Co., N. Y., discussed the 
Social Security Act, its purpose, 
rate of tax imposed and the legal 
aspects of the law. He answered 
questions put to him by the 
members. Outgoing President 
Demerest Romaine presided at 
the meeting. 


KILBORN & BISHOP SOLD 
TO TWO PURCHASERS 

Kilborn & Bishop Co., New 
Haven, Conn., recently announced 
that its special forging contract 
forging business has been con¬ 
solidated with that of the Moore 
Drop Forging Co., Springfield, 
Mass. All dies and tools have 
been transferred to Springfield. 

The Green line of tools has 
been sold to the Peck, Stow & 
Wilcox Co., Southington, Conn., 
and moved to the Pexto factory 
there. 

The corporation existence of 
Kilborn & Bishop continues until 
disposition has been made of 
the real estate. Trading busi¬ 
ness is no longer carried on. 


BOYLE CO. TAKES OVER 
a-lN-ONE PRODUCTS 

As was announced in Hard¬ 
ware Ace, Jan. 16, page 56, The 
A. S. Boyle Co., Cincinnati, Ohio, 
has purchased the Three In One 
Oil Co. of New York City, manu¬ 
facturer of 3-In-One Lubricating 
Oil and 3-In-Onc Furniture Pol¬ 
ish. We are ofiBcially advised 
that these products will continue 
to be manufactured in Rahway, 
N. J., for the present. 

TTie Three In One Oil Co. is 
being dissolved and all operations 
will be carried on by The A. S. 
Boyle Co. at the Cincinnati head¬ 
quarters. Miss Liggett, who has 


been vice-president of the former 
company, will continue in charge 
of export sales and syndicate 
store sales for The Boyle Com¬ 
pany with headquarters in New 
York City. The sales of 3-In-One 
products will be handled by the 
Boyle organization in conjunction 
with its Old English Wax, Plastic 
Wood and Samoline. The sales 
force is being augmented to take 
care of the intensive selling plans 
which will be put behind all of 
these products. 


G-E APPOINTS EIGHT 
DIST. REPRESENTATIVES 

Eight district representatives 
have been named by the Hot- 
point Refrigerator Division of 
General Electric Co. to assist the 
sales organization, Harry C. Mea- 
ley, division manager, has an- 
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nounced. The appointments and 
their respective headquarters are; 
F. L. Sacha, southeast district, 
Atlanta, Ga.; W. L. Sayre, New 
England district. New York City; 
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E. F. Morford, north central dis¬ 
trict, Cleveland; H. G. Wilds, 
Middle Atlantic district, Phila¬ 
delphia; E. H. Bryant, middle 
western district, Chicago; Lee 
McLeod, southwestern district; 
Dallas, Tex.; S. C. Griswold, 
western district; Kansas City, 
Mo., and A. A. Nerling, Pacific 
district, San Francisco. 


THOMPSON, SALES MGR. 
FOR FONES BROTHERS 

H. H. Rucker, president of 
Fones Brothers Hardware Co., 
wholesalers of Little Rock, Ark., 
has announced the appointment 
of Melvin H. Thompson as sales 
promotion manager. Mr. Thomp¬ 
son, a graduate of Hendrix Col¬ 
lege, was former assistant secre¬ 
tary of the Little Rock Chamber 
of Commerce and at one time 
was associated with the advertis¬ 
ing agency of Gerald T. LcFever 
and Associates. 


GEO. WORTHINGTON CO. 
ISSUES 1936 CATALOG 

The George Worthington Co., 
Cleveland, Ohio, has issued its 
new 1936 catalog containing 
many new lines not shown in the 
1930 issue. The volume contains 
1070 pages compact with descrip¬ 
tions and illustrations, many of 
which are in color. The catalog 
is in loose-leaf form and the 
pages are held securely between 
hard leather covers by means of 
screws, to allow a change of 
pages. It also contains postal 
rates, mailing zones, a complete 
alphabetical index and a depart¬ 
ment and classified index. 


NEW F-M UNE 
PRESENTED AT MEETING 

Distributors and their sales 
managers viewed with Enthusiasm 
the new “C” line of Fairbanks, 
Morse Conservador Refrigerators 
at the Stevens Hotel, Chicago, re¬ 
cently. The models were pre¬ 
sented by W. Paul Jones, head 
of the Home Appliance Division, 
Fairbanks-Morse, Chicago, who 
also presided at the all-day 
meeting. 

A review of 1935 activities was 
made by M. Frankel, who has 
been closely associated with the 
direction and management activi¬ 
ties of the home appliance divi¬ 
sion of the company since its 
inception. F. D. Peltier, chief 
engineer in charge of refrigera¬ 
tion, spoke to the distributors on 
‘‘Engineering a Successful Line.” 
He outlined improvements that 
have been. made and also dis¬ 
cussed the quality nature of all 
of the various parts and their 
importance to satisfactory per¬ 
formance in relation to the ad¬ 
vanced principles of electric re¬ 
frigeration. 

Sales features were portrayed 
by dramatic sketches. National 
and local advertising and the 
literature and promotional mate¬ 
rial were displayed and explained 
by W. R. Ceperly, advertising 
manager. Distributors were given 
an opportunity to present their 
viewpoint. At the banquet Mr. 
Jones spoke on “The Value of the 
F-M Franchise.” 


McIntyre appointed 
NORGE VICE-PRESIDENT 

Norge Division of Borg 
Warner Corp., Detroit, Mich., 
has appointed George McIntyre 
of Newark, N. J., vice-president 
in charge of national buyers’ ac¬ 
tivities. He will also act in an 
advisory capacity on finance for 
the Norge distributive organiza¬ 
tion. 
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Mr. McIntyre will maintain his 
connections as officer and direc¬ 
tor of several corporations affili¬ 
ated with or supervised by Bene¬ 
ficial Management Corp. He was 
formerly an officer of Commer¬ 
cial Credit Corp. and the Morris 
Plan institution and was at one 
time identified as an executive 
with a large appliance manu¬ 
facturer. 


KANSAS CITY CLUB 
ELECTS OFHCERS 
The following officers were 
elected to head the Kansas City 
(Mo.) Retail Hardware Club 
during 1936: R. E. Scrugg, presi¬ 
dent; J. C. Von Engeln, vice- 
president; Thomas Monahan, sec¬ 
ond vice-president; A. E. Ellfeldt, 
treasurer, and John C. Long, 
secretary. 


PYRENE MFG. CO. 
PROMOTES DURFEE 

Charles G. Durfee has been 
appointed assistant to Edward G. 
Weed, vice-president in charge of 
sales for the Pyrene Mfg. Co., 
Newark, N. J. Mr. Durfee has 
been associated with the firm for 
the past eight years; for the past 
four years as manager of the 
Systems Department. 


WESTERN ASSN. DECIDES 
1937 CONVENTION DATE 

The Western Retail Implement 
& Hardware Association will hold 
its 1937 convention in Kansas 
City, Mo., Jan. 19-21, 1937. 
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WESTINCHOUSE COMMEMORATED 50TH YEAR 

WITH A LUNCHEON IN NEW YORK JAN. 14 

THE 1936 GOLDEN JUBILEE 

LINE OFFICIALLY INTRODUCED 


The Westinghouse Eleetric & 
Mfg. Gi. celebrated iu 50th an¬ 
niversary with a luncheon at the 
Waldorf • Astoria Hotel, New 
York, Jan. 14. A. E. Allen, vice- 
president, in an address com¬ 
mented upon the growth and 
progress of the company in that 
span of years. He pointed out 
that electric appliance sales were 
the best since 1930 and that an 
approximate increase of 35 per 
cent was shown over 1934. 

In Mr. Allen’s opinion the 
American people have become 
“Home Conscious** and curtailed 
incomes plus the progress of in¬ 
dustry in perfecting electrical 
servants for the home have added 
impetus to this movement. The 
Merchandising Division has em¬ 
phasized the creation and devel¬ 
opment of electrical appliances 
to free the housewife from drud¬ 
gery and tedious tasks. “We 
are in a position to offer the 
home with a limited income elec¬ 
trical servants that will raise the 
standard of living in that home 
up to a level with larger in¬ 
comes. 

“With enthusiasm, we com¬ 
memorate our Golden Jubilee 
year by announcing new Golden 
Jubilee lines of refrigerators, 
ranges and other home appli¬ 
ances. Entirely new styling, new 
products for a new period.” 

Some of the features of the 
new refrigerator line, which is 
of streamline design, are: The 
adjust-o-shelf; triple food saver 
set of three Moonstone Ware 
containers; built-in crisping pan 
for fruits and vegetables; built- 
in utility basket of rust-resisting 
wire, drawer-type for small 
packages and containers; im¬ 
proved eject-o-cube ice tray; 
oversize froster of welded San- 
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alloy; and a seven-point tem¬ 
perature selector. 

Reese Mills, manager of the 
Range & Water Heater Depart¬ 
ment, in his address stated that 
in the past ten years unfavor¬ 
able factors in the sale of elec¬ 
tric ranges have been either 
eliminated or steps have been 
taken to correct them. Satisfac¬ 
tory cooking rates have been 
established in most communi¬ 
ties. The installation problem, 
from the purchaser’s standpoint, 
has been simplified and satisfac¬ 
torily solved in most localities. 

**A11 factors, production and 
distributing, are now favorable 
and have been for the past few 
years. In 1934 electric range 
sales increased more than 50 per 
cent over 1933. In 1935 results 
showed more than 50 per cent 
increase over 1934 sales. Con¬ 
servative estimates indicate an¬ 
other 50 per cent increase in 
1936.” 

The “Economizer” speed unit 
providing a simmer heat for sur¬ 
face cooking and said to cut 


monthly electric cooking costs 
at least 18 per cent, is a fea¬ 
ture of the bne of nine new 
electric ranges. Other features 
include: Two ovens oi^erating 
independently of each other; 
Minute Minder, a signaling de¬ 
vice that marks a predetermined 
time for surface cooking opera¬ 
tions; oven lights that glow 
when doors are opened; warm¬ 
ing compartment in which tem¬ 
peratures can be controlled as 
low as 150 degrees; a cigarette 
lighter; portable Econo-cooker i 


with adjust-o-matic control; con¬ 
diment set; and acid-resisting 
cooking surfaces. The models 
are finished in white porcelain 
enamel and trimmed in black, 
red and gray. 

The new 40-gallon square¬ 
shaped electric water heater has 
been designed to set flush with 
walls and cabinets and to har¬ 
monize with white range and 
white refrigerator. Features in¬ 
clude: Concealed wiring; toe- 
space cabinet finished in Dulux, 
hermetically-sealed corox heating 
units with separate thermostats 
for each unit providing a tem¬ 
perature adjustment of 13 to 
190 degrees F. 


CYCLE TRADES OUTUNES 1936 PROGRAM 

H. j. McCauley again heads c.t.a. 

Keen interest was shown in 
the meetings of the Cycle Trades 
of America, the Bicycle Manu¬ 
facturers Association, the Cycle 
Parts & Accessories Association 
and the Cycle Jobbers Associa¬ 
tion at the C.T.A. convention. 
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Two of the nete products demonstrated at Westinghouse Golden 
Jubilee Luncheon. 
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held Jan. 8-10, at the Hotel 
Commodore, New York City. 

E. H. Broadwell, president. West- 
field Mfg. Co., Westfield, Mass., 
chairman, C.T.A. Publicity Com¬ 
mittee, announced that the esti¬ 
mated sales of American bicycles 
during 1935 was more than 635,- 
000 machines. The industry is 
very optimistic and looks for a 
bigger sales volume this year. 
Plans were discussed for in¬ 
creased activity in the promo¬ 
tion of bicycle clubs, bicycle 
paths, the running of amateur 
races and parades and the send¬ 
ing out of newspaper releases 
and photos. 

Reporting as chairman of the 
Fair Trade Practice Committee 
of C.T.A., Noah Van Cleef, Van 
Cleef Bros., Chicago, urged 
members to refrain from im¬ 
porting goods “of a comparable 
type to that made by American 
manufacturers.” F. A. Baker, 

F. A. Baker Co., New York City, 


L. N. SOUTHMATD 

reporting on Cycle Paths activi¬ 
ties, maintained that such cam¬ 
paigns were the most practical 
promotion possible for the in¬ 
dustry. A. J. Musselman, presi¬ 
dent, Musselman Hub Brake Co., 
Cleveland, Ohio, outlined the 
details of the reorganization of 
the League of American Wheel¬ 
men. L. N. Southmayd, man¬ 
ager, C.T.A., and Mr. Broad- 
well reported on the publicity 
campaign conducted by the as¬ 
sociation during 1935. 

The board of directors voted 
to hold the mid-summer meeting 
of the C.T.A. in Chicago the 
week of June 22, the hotel to be 
decided later on. 

H. J. McCauley, president, Mc¬ 
Cauley Metal Products Co., Buf¬ 
falo, N. Y., was reelected presi¬ 
dent of CT.A. The new first 
and second vice-presidents re¬ 
spectively are: W. B. Harding, 
president. United States Rubber 
Co., Indianapolis, Ind., and 
Clyde Brokaw, president, Shd- 
by Cycle Co., Shelby, Ohio. Nat 
Cohen, Rhode Island Cycle Co., 
Providence, R. I., is secretary, 
and Mr. Baker is the new trea¬ 
surer. Mr. Van Cleef is vice- 
iContinued on page 48) 
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PROGRAM ANNOUNCED FOR JOINT CONVENTIC»i 

OF SUPPLY AND MACHINERY ASSOCIATIONS 


Monday, May 11, The Na¬ 
tional Supply and Machinery 
Distributors’ Association, The 
Southern Supply and Machinery 
Distributors’ Association and the 
American Supply and Machinery 
Manufacturers’ Association will 
convene for the opening session 
of the joint convention at the 
Ambassador Hotel, Atlantic City, 
N. J. John T. Potts, president 
of the first-mentioned association, 
will preside. R. H. Dick, Bar¬ 
rington Associates, Inc., New 
York City, will be the speaker. 

At the May 12 morning ses¬ 
sion, L. M. Knouse will be the 
presiding officer and the topic 
will be “Sales Management 
Methods for Distributors.” For 
the discussion on territory cov¬ 
erage, the Southern association 
will secure a speaker and for 
the discussion on product cover¬ 
age the speaker will be secured 
by the National association. 
There will also be a discussion 
on the distributor’s part in giv¬ 
ing his manufacturers efficient 
coverage and maximum distri¬ 
bution and maintaining his effi¬ 
ciency. A speaker will be se¬ 
cured by the American Asso¬ 
ciation. 

F. M. Archer will preside over 
the * afternoon session, which 
will concern itself with: the 
need for better sales psomotion 


methods; the preparation and 
maintenance of a good mailing 
list; the proper use of special 
representatives of manufactur¬ 
ers; and industrial exhibits. A 
speaker for each of these topics 
will be provided for by the va¬ 
rious associations. 

The American association will 
conduct the morning session. 
May 13, the theme of which will 
be the coordination of distribu¬ 
tors’ and manufacturers’ sales I 
activities to secure maximum 
efficiency and lowest cost of dis¬ 
tribution. L. M. Knouse will 
preside. Discussions will center 
upon the conduct of sales meet¬ 
ings; follow-up of inquiries; and 
furnishing, by manufacturers, of 
complete information on mar¬ 
kets, proper officials to contact, 
applications and sales points for 
each product. 

Alvin M. Smith, chairman, will 
preside over the I.S.R.B. meet¬ 
ing, May 13, 12:00 to 1:00 p. m. 
The work of the past year will 
be reviewed and plans for the 
coming year considered. Sepa¬ 
rate business meetings will he 
held by all three associations in 
the afternoon. They will meet 
at 4:00 p. m. for a joint closing 
session. The dinner-dance will 
be held Wednesday evening. Va¬ 
rious other entertainment fea¬ 
tures will be provided. 


BOOTH, GENERAL MGR. 
CORBIN CABINET LOCK 

William H. Booth has been ap¬ 
pointed general manager of the 
Corbin Cabinet Lock Co. divi¬ 
sion of the American Hardware 






Wlf. H. BOOTH 

Corp., New Britain, Conn. He 
succeeds Carlisle H. Baldwin, 
who retired. 

Mr. Booth has been with the 
company since May, 1893, when 
he join^ the old Corbin Cabinet 
Lock Co., under the late George 


W. Corbin, and started in general 
office work. When he first ob¬ 
tained employment with the fac¬ 
tory, in addition to the usual 
work required, he assisted in 
compiling the catalog. Later he 
traveled for the firm throughout 
the country and was well known, 
particularly in the South. He 
also went to Europe in the in¬ 
terests of the company. After 
leaving the road, he came to the 
main office to become a director, 
vice-president and secretary. 

Mr. Booth has long been asso¬ 
ciated with the executive branch 
of the firm. When the Corbin 
Cabinet Lock Co. became part of 
the new American Hardware 
Corp. in 1902, Mr. Booth was 
made assistant general manager 
of the company and assistant 
treasurer of the American Hard¬ 
ware Corp., which position he 
held until his recent appoint¬ 
ment. 


ALLEN-BRADLEY NAMES 
CONN. REPRESENTATIVE 

The Allen-Bradley Co., Mil¬ 
waukee, Wis., manufacturer of 
.electric control equipment, has 
appointed S. A. Rhodes, 2015 
Main Street, Cromwell, Conn., as 
representative of its Connecticut 


territory. He succeeds R. B. So- 
derberg of Hartford. 

The Grand Rapida, Midi., of* 
fice of the firm has been moved 
to 410 Houseman Bldg. 


NIELSEN, ADVERTISING 
MANAGER FOR MAYTAG 

The Maytag Co., Newton, 
Iowa, manufacturer of washers 
and ironers, announce the ap¬ 
pointment of L. L. Nielsen as 
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advertising manager. Mr. Niel¬ 
sen has been associated with The 
Maytag Co. for several years as 
assistant to the vice-president. 


LAURA WILSON HEADS 
BHRRO TEST KITCHEN 

Laura Wilson has been ap¬ 
pointed director of the Mirro 
Test Kitchen of the Aluminum 
Goods Mfg. Co., Manitowoc, 
Wis. Miss Wilson, who is an 



LAURA WILSON 
internationally trained economist, 
and her staff will conduct spe¬ 
cial cooking schools, supervise 
demonstrations and help retailers 
with their problems in addition 
to testing new Mirro utensils. 
She has had wide experience in 
cooking school work, lecturing, 
public utility home service and 
club management. 


REVISED SALES POUCY 
STATEMENT ISSUED BY 
IRWIN AUGER BIT CO. 

On January 10th, 1936, The 
Irwin Auger Bit Co., Wilmington, 
Ohio, filed with the American In¬ 
stitute of Fair Competition, tnc., 
Dayton, Ohio, a revised sales pol¬ 
icy statement, which the Institute 
has made available to interested 
distributors. In this connection 
the Institute says in part: 

“We attach revised Statement 
of Sales Policy of the Irwin 
Auger Bit Company. In substi¬ 
tuting this statement for their 
previous statement, they have 
been obliged to throw overboard 
the business they were receiving 
from the Wood Preserving Cor¬ 
poration and the Red Top Auger 
Company, Inc. They advise us 
that their complete line of Earth 
Augers and Stump Angers will 
be sold in future exclusively 
through wholesalers.” 

The revised Irwin policy state¬ 
ment is signed by H. M. Swain, 
executive vice-president of the 
company, is notarized and reads 
as follows: 

“We distribute through whole¬ 
salers and distributors. We sell 
no other class either under our 
own brand, private brand or no 
brand. 

“Any items we make, either 
factory brand, private brand or 
no brand or any items manufac¬ 
tured in special design, quality, 
grades or types are available 
under like conditions at the same 
price and terms to all Irwin dis¬ 
tributors and wholesalers. Our 
prices and terms will be changed 
only through announcements to 
the entire trade. No rebates, 
special prices, protection against 
price decline, consigned stocks or 
any other special concessions, 
such as advertising, unannounced 
freight, catalog allowances, etc., 
will be allowed to anyone unless 
offered to all under like condi¬ 
tions. No seconds. No ware¬ 
house stocks. 

“There are no exceptions to 
this Statement. 

“This Statement of Sales Pol¬ 
icy applies to all sales in the 
U. S. It is designed to protect 
profit and volume of all Irwin 
Distributors and Wholesalers. We 
have tried to tell the whole truth 
about our Sales Policy, and will 
gladly furnish further informa¬ 
tion to anyone on any point not 
clear. Believing most unfair 
competitive evils come about 
through secrecy, we urge the 
hardware trade to ask their sup¬ 
pliers to file a statement of sales 
policy with the American Insti¬ 
tute of Fair Competition, Inc.” 
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A COMPLETE LINE OF 


M 


WATER PAINTS 



OIL PAINTS, ENAMELSl 
AND VARNISH 


AN ANNOUNCEMENT OF VITAL AND 
FAR REACHING IMPORTANCE TO 
EVERY PAINT DEALER IN AMERICA 


Fifty-eight years ago the Alabastine Company introduced 
a revolutionary new interior decorative product—one that 
was destined to gain world acceptance and earn steadily 
increasing profits for thousands of dealers year after year. 
Today Alabastine launches another major expansion 
program — one that promises to go down in history as 
of even greater profit significance to the entire industry. 


ALABASTINE INTRODUCES 
PAINTS • ENAMELS • VARNISH 


a complete new line for exterior and interior decorative 
use, to augment the original Alabastine line. 

Long months of exacting experimental research assure 
superior quality for these new products. Competitive 
pricing assures ready salability. Traditional Alabastine 
policies vouchsafe ideal trade relationships. A sound, 
practical and comprehensive advertising and merchandis¬ 
ing program guarantee a highly responsive, nation-wide 
consumer market. 

Now you can obtain a COMPLETE line of products for 
EVERY interior and exterior decorative purpose from 
ONE, CENTRAL, DEPENDABLE AND PRE- 
FERRED SOURCE OP SUPPLY. Use the coupon for 
full information. 

ALABASTINE COMPANY 

GRAND RAPIDS < MICHIGAN 


JANUARY 30, 1936 


WRITE IN 

for new combination color chart 
and full particulars regarding the 
complete Alabastine line and valu¬ 
able dealer franchise. 


ALABASTINE CO.. GRAND RAPIDS. MICH. 

Send me non-obligating franchise information and 
data on new line including combination color 
chart. 

Firm Name___ 

Individual Name_ 

Address__ 

City_State__ 
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BRIEF ITEMS OF INTEREST TO HARDWARE PEOPLE 


ARKANSAS 

Hugh Moseley has purchased 
the interest of Lee Martin in the 
firm of Martin and Moseley Fur¬ 
niture & Hardware Co., Warren, 
Ark., which will be known as 
the Moseley Furniture & Hard¬ 
ware Co. 


CAUFORN1A 

T. L. Simmons Hardware has 
moved from 317 E. Seventh 
Street, Los Angeles, Cal., to 1932 
W. Seventh Street, where it will 
carry a more complete hardware 
line. 


FLORIDA 

Knauer’s Hardware Co., Jack¬ 
sonville, Fla., has been incor¬ 
porated with capital of 250 
shares, no par, to engage in the 
hardware business. Incorpora¬ 
tors are Max Knauer, F. A. 
Knauer and Helen Dickinson. 


GEORGIA 

The Hodges Hardware Co., has 
opened for business in the Wright 
Bldg., Metter, Ga. Robert E. 
Hodges is proprietor and Bert 
Ffeftcm of Augusta is salesman. 
A general line of hardware and 
paints wOl be carried according 
to Mr. Hodges. 


IDAHO 

The Beers Hardware, Salmon, 
Idaho, has moved to quarters re¬ 
cently vacated by the State The¬ 
atre. 


IIXINOIS 

George Collier proprietor of a 
hardware store in Farmer City, 
111., since 1906, is retiring from 
business. His son, Marshall Col¬ 
lier, will conduct the business in 
the future. 


H. F. Miller has purchased the 
interests of his partner, Charles 

I. DeBord in the Miller & De- 
Bord hardware business, Toulon, 
III. 


The Ruble Hardware store, 
Watseka, Ill., is being managed 
by Mrs. G. L. Ruble, following 
the passing of her husband. G. 
A. Norris and Grant Jones as¬ 
sist her. 


Weber Bros., hardware dealers 
in Teutopolis, Dl., have added a 
large storeroom to their business. 


The Alexander Lumber Co., 
Carpentersville, Dl., has added a 
hardware and paint department. 


Mrs. G. W. Nash has pur¬ 
chased the interest of S. E. and 
R. A. Veach in the Nash Hard¬ 
ware & Variety store, Bowen, DU 
and will continue its operation 
assisted by her son, Leon Ram¬ 
sey. 


The Soukup Hardware store, 
Wheaton, Ill., has been remod¬ 
eled and enlarged to the extent 
of 500 square feet. 


The Barr Hardware, under the 
management of Kenneth Dennen, 
has been opened in Viola, III. 


H. C. Shoemaker has installed 
fixtures for the display of new 
stock in his store at Seventh and 
Williams Streets, Wyoming, Dl., 
which was formerly the Miller 
store. 


L. H. Long & Sons have opened 
a hardware store in Shoals, Ind. 


The Jordan & Woody Hard¬ 
ware Co., Cayuga, Ind., is ex¬ 
panding its floor space, by occu¬ 
pying the Gohman annex. 


L. M. Fletcher of The Fletcher 
Hardware store has temporarily 
rented the first floor of the 
K. of F. building, Delphi, Ind., 
for the display of a complete line 
of McCormick-Deering tractors 
and farm equipment. 


IOWA 

Russell Heald has opened a 
hardware store on Main Street, 
Mt. Sterling, Iowa. 


Harvey Ickes has purchased a 
hardware store at Oakland, Iowa.' 


J. F. Dykstra, for many years 
a partner with J. H. DeVries 
and H. J. Boland at the Vander 
Meulen store. Fella, Iowa, has 
announced his intention of open¬ 
ing a hardware and automobile 
supplies store there. 


Ralph Rust, proprietor of the 
Rust Hardware Co., 1711 Main 
Street, Farsons, Kan., is remodel¬ 
ing his store. 


Robert Elliot has purchased 
the Bridegroom and Son Hard¬ 
ware Co., Fhillipsburg, Kan. 


KENTUCKY 

Churchill Fatterson has pur¬ 
chased the hardware and grocery 
store of G. A. Boyd & Son, So¬ 
nora, Ky. 


MARYLAND 

The C. H. Hayman & Sons 
Hardware Co., Frincess Anne, 
Md., recently opened a machinery 
display room for its farmer trade. 
C. Edwin Hayman is manager of 
the Arm. 


Sylvester and Harry Meyer 
have opened a hardware and 
auto supply store at Melrose, 
Minn., known as the M-W Asso¬ 
ciated store. 


Lee Balow has purchased the 
Axel Felerson Hardware store in 
Isle, Minn. 


NEBRASKA 

Julius Feterson, who has oper¬ 
ated a hardware store at Blair, 
Neb., for 21 years, recently held 
a closing out sale. He will retire 
from business. 


The J. C. Hawke Hardware 
store, Waynesville, Ohio, which 
Mr. Hawke has operated since 
1902, has been sold to Robert 
Collett of New Burlington. Mr. 
Hawke is retiring from business. 


TEXAS 

Ewing & Phillips Hardware 
Co., Sinton, Tex., has filed an 
amendment extending charter 
time 30 years from Dec. 27, 1935. 


VIRGINIA 

Forrest R. Gill, who has been 
associated with his father and 
brothers in the C. C. GOl k Sons 
Hardware store. Orange, Va^ will 
open a store in Warrenton, that 
state. 


NEW YORK OTY 

William Silver has leased a 
store at 863 Eighth Avenue, New 
York City, and will operate a 
hardware store. 


NORTH CAROUNA 

A. M. Hadley and J. F. Moore 
have formed a partnership and 
will operate a hardware store on 
B Street, N. Wilkesboro, N. C. 


G. 


OHIO 

H. Blattner, oldest hard¬ 
ware merchant in Vermillion, 
Ohio, is retiring after more than 
a half century. His nephew, Lewis 
C. Blattner, succeeds him in the 
Blattner Hardware. 


W. H. Saylor has retired from 
the hardware business at Portage, 
Ohio, after 38 years. Marshall E. 
Win ton, a salesman in the store, 
has purchased the business and 
will continue it. 


A. B. Kail has purchased the 
Minerva (Ohio) Hardware from 
L. W. Walter. 


WEST VIRGINU 

Dan Archibald has taken over 
the Keyser Hardware store on 
Belmont Street, Wheeling, W. Va. 
He will be associated with his 
brother, Herman Archibald. 


WASHINGTON 

The Campbell Hardware Co., 
Seattle, Wash., has changed its 
name to the Campbell Hardware 
& Supply Co. to cover its grow¬ 
ing industrial supply business. 


WISCONSIN 

The Silvia Hardware store, 
2315 N. Fifteenth Street, She¬ 
boygan, Wis., has been redeco¬ 
rated and generally modemiaed. 


A. Galpin's Son, hardware estab¬ 
lished in 1864 in Appleton, Wis., 
has been taken over by the Kim¬ 
ball Hardware (2o., headed by 
Irwin S. Kimball, who was em¬ 
ployed by A. Galpin’s Son for IS 
years. The store has been com^ 
pletely remodeled. 
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MICHIGAN 

The Lake Orion Hardware, 
Lake Orion, Mich., has moved to 
Fenton, at South LeRoy and 
Caroline Streets. It is now Fen¬ 
ton Hardware, Inc. William 
Detchon is manager. 


A. G. Hindeland, who has op¬ 
erated a hardware business in 
Chelsea, Mich., for the past 20 
years, has sold his stock of mer¬ 
chandise to the Merkel Brothers, 
and the Chelsea Hardware C^. 


MINNESOTA 


PENNSYLVANU 
F. W, Reagle for 22 years a 
partner in W. A. Redmond k Co., 
Grove City, Pa., has disposed of 
his interest to his senior partner, 
W. A. Redmond, and with his 
brother, John Reagle, has pur¬ 
chased the Packard Hardware 
(2o., Greenville, Pa. 


SOUTH CAROLINA 

J. E. Jerome has opened the 
Jerome Hardware (2o., in the 
Ratterree Bldg., Main Street, 
Rock Dl, S. C. 
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EFRIGERATOR DEALERS! 
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NEW DELUXE LINE 

☆ NEW STYLING 

☆ NEW FEATURES 

NEW MERCHANDISING 
PLANS 

☆ NEW LOWER PRICES 
ON STANDARD LINE! 
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T TOTPOINT electric refrigerator dealers 
XX are going places in 1936! With a 
new and expanded line, effective national 
advertising and a forceful merchandising 
program, Hotpoint invites progressive 
dealers to share in increased sales. 

Here is what Hotpoint offers: 

Acomplete line of 12 models. • New deluxe 
refrigerators with distinctive styling ... 
striking beauty... new convenience fea¬ 
tures. A line with eye appeal and sales 
appeaL • Standard household models at 
lower prices. Equipped with the famous 
Hotpoint Super-Service mechanism . •. 


built for years of continuous, economical 
service. • Larger refrigerators for use in 
food stores, restaurants, etc. • Small 
Thrifrype refrigerators at astonishingly 
low prices for families of modest income. 

• National advertising program with full 
pages in The Saturday Evening Post. 

• Expanded co-operative local advertising 
for your newspapers and for radio and 
outdoor. • Window displays. • New 
merchandising plans to help you sell more 
with le$s effort and less cost. 

Yes, Hotpoint dealers are going places. 
Come along! Hotpoint*s easy time pay¬ 


ment extension plan gives you adequate 
display for little investment. Overnight 
warehouse deliveries. For complete 
details, clip the coupon and mail it today! 


HOTPOINT Refriaerator Dhr., Alliance 
and Merchandisina Department, action 
AHl, Nela Park, Qeveland, Ohio. 

Please rush details of the Hotpoint Refria* 
erator franchise, without obliaadon. 


Siame 


Address 


Qtz_ 

State 


JANUARY 30, 1936 
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CYCLE TRADES OUTLINE PROGRAM FOR 1936 
(Continued from page 43) 


president of in charge of 

Fair Trade Practice and chair¬ 
man of its board. L. N. South- 
mayd is manager and assistant 
treasurer of C.T.A. Mr. Broad- 
well, Mr. Brokaw, Neely Powers, 
president. The Colson Corp., 
Elyria, Ohio, Mr. Baker, Mr. 
Cohen, H. P. John Hansen, Chi¬ 
cago Cycle Supply Co., Chicago, 
Mr. Harding, Mr. McCauley and 
Col. DeWitt Page, president. 
New Departure Mfg. Co., Bris¬ 
tol, Conn., were elected direc¬ 
tors. The new executive com¬ 
mittee members are: Messrs. 
McCauley, Harding, Broadwell 
and Page. 

Mr., Brpadwell was reelected 
president of the Bicycle Manu¬ 
facturers Association, Frank 
Schwinn; Arnold, Schwinn & Co., 
vice-president, and W. G. Schack, 
Einblem Mfg. Co., Angola, 
N. Y., secretary-treasurer, were 


also reelected. Mr. Harding was 
elected president of the Cycle 
Parts and Accessories Associa¬ 
tion. M. P. Ferguson, Eclipse 
Machine Co., Elmira, N. Y., is 
vice-president and August Seiss, 
Seiss Mfg. Co., Toledo, Ohio, 
was elected secretary. W. J. 
St. Onge, The Torrington Co., 
Torrington, Conn., is treasurer. 

Nat Cohen heads the Cycle 
Jobbers Association. Alex Scais- 
son. Progressive Cycle & Auto 
Supply Co., New York City, is 
vice-president and Mr. Baker is 
treasurer. Mr. Hansen is the 
new secretary. 


ESSEX ASSN. TO HOLD 
ANNUAL AFFAIR IN FEB. 

Essex County Retail Hardware 
Association, N. J., at its Jan. 
16th meeting at Kreuger’s Audi¬ 
torium, Newark, discussed plans 


for its fourth annual entertain¬ 
ment and dance, to be held Feb. 
20lh at the Robert Treat Hotel 
in Newark. A feature of the af¬ 
fair will be an all-star show. 


ROCHESTER ASSOCIATION 
ELECTS NEW OFFICERS 

The Rochester Hardware As¬ 
sociation, New York, at a recent 
meeting elected the following of¬ 
ficers for 1936: President, Clif¬ 
ford Wilson; vice-president, 
George Waterhouse; secretary, 
Glenn A. Hammond; treasurer, 
Paul Gutkin, and financial sec¬ 
retary, Benjamin Miller. Direc¬ 
tors elected for two years were: 
William Lauterbach, Harris Ham¬ 
mond and Joseph Eckl. 


FARM ELECTRIFICATION 
MEETING HELD BY G-E 

Nearly 150 representatives of 
utility companies located in prac¬ 
tically every part of the country 
met with executives of the Gen¬ 


eral Electric Co. and manufac¬ 
turers of farm equipment, at a 
three-day **Rural Electrification 
Conference,” Jan. 13, 14 and 15, 
at Nela Park, Cleveland, head¬ 
quarters of General Electric’s In¬ 
candescent Lamp and Specialty 
Appliance departments. G. A. 
Rietz, in charge of the company’s 
Rural Electrification division at 
Schenectady, was chairman. 

The conference was devoted to 
a consideration of electricity’s ap¬ 
plications to the farm home and 
to a sound use of electricity in 
farm production. E. W. Allen, 
vice-president of General Elec¬ 
tric, in an address, pointed out 
that America’s leadership in ex¬ 
tending electrical service into 
rural areas is due td advance¬ 
ments in standardization of volt¬ 
ages, frequencies, to scientific 
research and to the continuous 
introduction of new electrical 
equipments expressly designed to 
further rural electrification. 


ROSCQE G. FALLS 

Roscoe G. Falls, 57, prominent 
hardware dealer of Whitehall, 
N. Y., for the past 25 years, 
passed away recently of pneu¬ 
monia at his home, 23 Williams 
St., that city. Mr. Falls before 
coming to Whitehall had con¬ 
ducted a hardware and gas busi¬ 
ness in Afton for several years. 
When he came to Whitehall he 
formed a partnership with Man- 
ley D. Marshall and they con¬ 
ducted the business under the 
name of Marshall and Falls. A 
few years ago Mr. Marshall with¬ 
drew from the firm and was 
succeeded by A. N. Annable. The 
firm continued under the name 
of Falls and Annable until three 
years ago when Mr. Falls be¬ 
came the sole owner. He is 
survived by his widow, his father 
and a sister. 


EDWIN DOWNS 

Edwin Downs, 75, well known 
in the implement trade in Kan¬ 
sas City for 50 years, died Jan. 
8. Mr. Downs came to Kansas 
City in 1881 to work for the 
Trumbull Reynolds and Allen 
Farm Implement Co. He later 
joined the P & O Plow and Im¬ 
plement Co. as general sales man¬ 
ager. Previous to his retirement 
in 1930 he was associated with 
the Rock Island Implement Co. 
as Kansas City branch manager. 

CHARLES ADAMS OHL 

Charles Adams Ohl, 84, senior 
member of the hardware firm of 
C. A. Ohl and Son, Zelienople, 
Pa., died of a heart attack, Jan. 
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I 1. He had been in failing health 
for several weeks. Mr. Ohl 
founded his business in Zelicno- 
ple 22 years ago, previously hav¬ 
ing been engaged in the hard¬ 
ware business in Pittsburgh. He 
leaves his widow and a son, 
Lewis E. Ohl, with whom he was 
associated in business. 

W, W, MILLER 

WiUiam W. Miller, 55, man¬ 
ager of the industrial depart¬ 
ment of the General Electric 
Co., Schenectady, N. Y., died 
there recently after an appendi¬ 
citis operation. Mr. Miller 
graduated from the Union Classi¬ 
cal Institute in 1897 and worked 
for a year as office boy in the 
company offices. After his re¬ 
turn from the Spanish-American 
War, he rejoined the company in 
the armature and coilwinding de¬ 
partment. He entered the student 
engineering course in 1900 and 
two years later was transferred 
to the industrial department. He 
was made assistant manager in 
1920 and manager of that divi¬ 
sion in 1929. 


JOHN HENRY DAVIS 

John Henry Davis, 71, for 
more than 40 years in the hard¬ 
ware business in Athens, Ga., 
passed away recently from in¬ 
juries sustained in an automo¬ 
bile accident. His- widow and a 
son survive. 


NELSON GRIFFIN 

Nelson Griffin, 53, president of 
the Hains Hardware Co., Thom- 
asville, Ga., died Jan. 8, from 
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the results of an injury received 
during a robbery. Mr. Griffin 
had been with the firm for 24 
years and four years ago was 
elected president. 

WILLIAM D. GANEY 

William D. Ganey, 67, well- 
known hardware merchant of 
Auburn, N. Y., died suddenly at 
his home, following a heart at¬ 
tack on Jan. 14. For the past 
38 years, Mr. Ganey has been 
a member of the P. M. Hard¬ 
ware Co., Auburn. Prior to his 
coming to that city, he was as¬ 
sociated vfith the W, Bingham 
Co., Geveland. His wife, one 
son and two daughters survive. 


ALEX NAECKEL 

Alex Naeckel, 75, president and 
treasurer of Charles Naeckel’s 
Sons Co., Davenport, Iowa, 
wholesale paint and glass deal¬ 
ers, passed away recently. He 
had been a member of the firm 
for 60 years. For many years 
Mr. Naeckel was a partner in the 
business organized by his father 
and when it was incorporated 
several years ago he became 
president and treasurer. 


FRANK B. JONES 

Frank B. Jones, 61, general 
manager of the Fuqua Hardware 
Co., Baton Rouge, La., died Jan. 
11 at his home after a brief ill¬ 
ness. He leaves his widow and 
a son, J. S. Jones. 

CHARLES F. COLLINS 

Charles F. CoHins, retired 
steel official and resident of Chi¬ 


cago for 67 years, died recently 
at Miami, Fla. Mr. Collins had 
been raw material manager for 
the United States Steel Corp. for 
seven years previous to his re¬ 
tirement in 1919. He also served 
as purchasing agent for the 
American Steel Wire Co. for 10 
years. 


WILUAM F. FOY 

William F. Foy, 79, founder 
and president of The Foy Paint 
Co., Inc., passed away Jan. 12. 


B. G. LEHMAN 

B. G. Lehman, 40, vice-presi¬ 
dent and director of John T. 
Lewis & Bros. Co., Philadelphia, 
died at his residence, 826 Drexel 
Hill, that city, recendy. He had 
been associated with the firm 
for more than 20 years. His 
widow survives. 


H. E. REBMAN 

H. E. Rebman, 79, for 50 years 
proprietor of a hardware busi¬ 
ness at 4122 W. Lake Su, Chi¬ 
cago, died Dec. 5, after a long 
illness, at his home. He leaves 
four children. 


DAVID LEE 

David Lee, 76, retired hard¬ 
ware merchant, died at his home 
near Cleveland Tenn., Jan. 8. 
His widow and a daughter sur¬ 
vive. 

WILLIAM H, WELLS 

William H. Wells, 69, for many 
years a hardware merchant in 
Belton, Mo., died at his home 
there Jan. 5. 




Digitized by 


HARDWARE AGE 

Google 





PRICED RIGHT, STYLED RIGHT, 
THESE READY-SELLING NEW 
WESTCLOX HELP YOU 
GET AWAY FROM PROFIT- 


JANUARY 30, 1936 


Digitized by ^ooQle 


49 




What’s New 


for Ketail 
Mard^ware Stores 


New and Improved Merchandise — 
Display Help»—Sales Literature — 
Window Trims—New Packoges 
—New Colors—New Deals — 
Catalogs . 


Gardex Jr. Weeder 

The Jr. Weeder is suited for mulch¬ 
ing soil and weeding close to plants in 
boxes, borders, hot beds, flower beds, 
hedges, etc. Maker states it gets in 

< 5 * 


proval. It is designed to save space 
in the camping kit and tool case and 
as an automobile accessory. The work¬ 
ing end is pivoted and when used as 
a shovel, the pick end is held securely 
against the handle by a clamp, which 
slides down the shaft to hold the tool 
when used as a pick. It is light weight, 
sturdy and well balanced. Vaughan & 
Bushnell Mfg. Co., 2114 Carroll Ave., 
Chicago. 



smallest crowded spaces by using V 
angle. It is sharpened on both sides 
up to handle and works backward or 
forward. Gardex, Inc., Michigan City, 
Ind. 


Waco Lamp Display 
Deal F-126 

Wabash Appliance Corp., 331 Car- 
roll St., Brooklyn, N. Y., has designed 
an electric light bulb merchandising 
unit, colored in red and blue. It dis¬ 
plays 126 Waco Lamps, and is said 
to require little room. Stand with 
advertising material and bulb tester 
free to hardware dealers who purchase 
light bulb assortment. 


Treekole Emulsion 

Treekote Emulsion is applied cold to 
all types of tree grafting and tree in¬ 
jury. Manufacturer’s claims are: meets 
every requirement of tree surgeons; 
protects wound from weather conditions 
and insects and fungi; adheres firmly 



window display material. A label on 
each utensil helps emphasize the “free” 
offer. 

Two-In-One 
Screw Driver 

This screw driver has a double-end 
blade which is quickly and easily re¬ 
versed. There are two size bits on 
each blade. Maker states it is scien¬ 
tifically hardened, tempered, ground and 
polished and is held firmly in handle 
by a friction grip. Steel insert at bot¬ 
tom of hole prevents damage to han¬ 
dle. The blades may be used as a 
bit for a regular carpenter’s brace. 
Powers Mfg. Co., 72 Courtland St.. 
New York City. 


Combination Pick, 

Shovel and Hoe 

This combination tool has been 
adopted by the Boy Scouts of America 
and carries their official stamp of ap- 

9 R 



and forms a protective coating to all 
surfaces; unaffected by hot weather; 
easy to apply and economical to use. 
List prices: pint can, 35c.; quart can, 
60c.; gallon can, $1.75; 5-gallon can, 
$7.50. Walter E. Clark & Sons, Milford, 
Conn. 


Free Cook Book 
Offered With Yiko 

A full-sized cook book, washable, 
cloth-bound, “first edition” is being 
offered by the Aluminum Goods Mfg. 
Co., Manitowoc, Wis., to consumers 
who purchase a matched Viko utensil. 
Book consists of 252 pages of recipes 
prepared by the Aluminum Goods Test 
Kitchen. Maker states that a dozen 
of the fastest-selling smartly styled uten¬ 
sils in the Viko line is being offered 
through wholesalers, together with a 
dozen cook books and a supply of 


NEW 

TWO - IN - ONE 

SCREW DRIVER W 
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ADVANCES BECOMING EFFECTIVE 

Jute and Wrapping Twines Sheet Copper 
Com Cribs and Cribbing Kitchen Ware 
Household Lubricating Oil Crude Oil 
Ten-Cent Paint Lines Bone Dry Shellac 
Galvanized Ware Manila Rope 

Asbestos Paper and Roll-Board 
Plumbing and Enameled Ware 
Drop-Forged Turnbuckles 

DECLINES ANNOUNCED 

Competitive Grade Cross-Cut Saws 

Cold Water Dry Paste 

Cotton Sash Cord and Clothes Lines 


How’s 

the 

Hardware 

Business? 


January disposal sales are 
contributing as much to the month’s 
volume as usual, due to the rela¬ 
tively clean condition of distribu¬ 
tors’ stocks. There is little worry 
as to values in the placing of new 
business, for the manufacturers in 
general are holding their markets 
steady, with more advances occur¬ 
ring than declines. The few cam¬ 
paigns of early price cutting on 
staple spring seasonable lines have 
nearly disappeared. 

« « « 

The effect upon prices of the 
AAA decision is not fully clear, but 
the uncertainties will be quickly re¬ 
moved. The Supreme G)urt has 
ordered the prompt refunding of the 
processing taxes held in escrow, 
and there will be no rebearing to 
create doubt as to the finality of 
the Court’s decision. Already a 
number of manufacturers are pass¬ 
ing along reductions which reflect 
the amount of the defunct taxes. 
Probably a larger number are loath 
to actually lower their prevailing 
quotations, and are hoping to hold 
back tbeir tax savings, to apply 
against recent cost increases in other 
directions. 

♦ ♦ ♦ 

A personal trip and survey 
throughout some 800 miles of the 
“farm belt,” interviewing about 25 


leading hardware retailers, finds 
them “all quite optimistic regarding 
their spring business, and reporting 
fairly satisfactory results for 1955. 
January business is running, they 
say, slightly ahead of last year, al¬ 
though the gain is in no way re¬ 
markable.” The observer states: “I 
made it a point to check what reac¬ 
tion these merchants might have had 
from the farmers, as to the Supreme 
Court AAA decision. In practically 
every case they reported they didn’t 
think it was going to make any ma¬ 
terial different, though the time 
has been too short to get any final 
reaction.” 

♦ ♦ ♦ 

Dun reports that consumer 
demand, instead of growing weaker, 
after its broad showing in Decem¬ 
ber, has gained added momentum 
after the turn of the year, retail 
sales running 4 to 8 per cent over 
a year ago, while wholesale activity 
increased 15 to 20 per cent. “Evi¬ 
dently the backlog of unfilled con¬ 
sumers’ needs has not yet been 
reduced perceptibly, as the demand 
for goods of nearly all types has 
grown stronger with each successive 
week so far this year,” the survey 
states. “While special promotional 
events were responsible for much of 
the enlarged movement, staple ar¬ 
ticles contributed tbe bulk of the 
merchandise sold during the latest 
week. Most retailers report that 
stocks by the end of January will 
be the lowest for the period in the 
last six years. Merchants who had 


considered inventories sufficient to 
carry through the January promo¬ 
tions were back in the markets for 
heavy replacements. Such demands 
were particularly large from rural 
areas.” 

» * » 

In tobacco-growing areas^ 
trade is very favorably influenced 
by tbe great demand for cigarettes 
and cigars. Tbe former hit an all- 
time production peak in 1955. Total 
output for the year was about 154Vi 
billion cigarettes, against 125% 
billion in 1954. Cigars produced 
in 1955 totaled 4,764 million, against 
4,597 million in the preceding year. 

♦ ♦ * 

Rapid progress of the bonus 
through both houses of Congress 
has brought prophecies of a result¬ 
ing rise in retail trade. This stimu¬ 
lus, through possible spending by 
the veterans, is estimated to amount 
to at least 11,000,000, and to last for 
at least two months after payment 
of the bonus. Standard Statistics, 
Inc., points out that in 1951 a sub¬ 
stantial part of the bonus money, 
distributed then, went into the pay¬ 
ment of old bills and for necessities. 
Since then, however, trade recovery 
has altered the picture. Old bills 
have been paid off and many “neces¬ 
sity” wants have been fulfilled, so 
that much more of the new bonus 
funds may be free this time to spend 
for luxury or comfort goods. 

♦ ♦ ♦ 

Steel mill operations gained 
last year about 51% per cent over 
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A marked advance in file eon$itrnefion com- 

V parable in the progress it 
represents to the snperiority 
of nonskid tires over the 
old style type 


Freedom from side slip is one of the 
outstanding features of the New Nichol¬ 
son, Black Diamond and McCaffrey Files. 

In the past, file performance has heen 
slowed down and hampered by the ten¬ 
dency of the tool to slip or slide to the 
right or left. The unique tooth construc¬ 
tion of the New Files eliminates this. 

Try them and see for yourself. Then 
point out this feature to your cus¬ 
tomers. At your hardware wholesaler’s. 
Nicholson File Company, Providence, 
R. I., U.S.A. 




B^ew Files now available in NICHOLSON 

BLACK DIAMOND and 

McCaffrey brands 
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1934. This month, operating figures 
are coming back slowly, but stead¬ 
ily, following the end-of-the^year 
decline. The production rate last 
week rose to 49.9 per cent of ca¬ 
pacity, 1 per cent ahead of the 
preceding week’s rate, and about 
level with January, 1935. The high 
record for steel operations in 
November and December was ap¬ 
parently made at the expense of 
January, automobile requirements, 
in particular, having temporarily 
quieted down. “In other directions,” 
says SteeU ‘^the markets still 
exhibit considerable buoyancy. 
Practically no reaction has been ex¬ 
perienced in steel from the AAA 
decision. The farm implement in¬ 
dustry is operating at 75 to 90 per 
cent of normal—the 1928-’30 aver¬ 
age—with orders in hand to con¬ 
tinue so for six months and dealers 
stocking more extensively than in 
several years.” 

* * * 

Trade buying of wire prod- 
acts, and the demand for wire from 
manufacturers, are at the highest 
rate for any January since 1929. 
Steel bar specifications are larger 
than in December, tin plate is fairly 
strong, scrap prices are higher and 
the purchasing of plain structural 
material has improved. Prices on 
nails and barb wire, to the larger 
quantity buyers, have been none too 
strong, but show signs of steadying 
with the rising demand. It is ex¬ 
pected that the regularly announced 
schedules of the manufacturers will 
be held during this quarter, al¬ 
though many makers, it is known, 
are desirous of an advance. 

* « « 

Plymouth Cordage Company 
on Jan. 1 reaffirmed October quota¬ 
tions on their Plymouth Yacht 
Manila Lariat Rope in coils, and 
on individual lariats, cellophane 
wrapped. This rope, three or four 
strand, in 600 or 1200 ft. coils, all 
sizes, is priced to the retail distribu¬ 
tor at 56c. per lb. 

« « « 

Sheet copper prices were in¬ 
creased ^c. per lb. on Jan. 13. 
Among interesting data put out in 
a recent prospectus by Revere Cop¬ 
per and Brass, Inc., is found: 

“Curtailment in output of pri¬ 
mary copper; gradual absorption 
of excess stocks; the effect of the 
NRA price fixing; increasing de¬ 
mand; and the imposition of a 4 
per cent duty which virtually 
. shuts out foreign copper, have 
increased the price to a point 
such that the large copper pro¬ 
ducers apparently can now oper- 
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ate at a profit. The use of copper 
in the United States increased 
from about 7 lb. per capita be¬ 
fore the war to a maximum of 19 
lb. in 1929, with a fairly well 
stabilized level of around 15 lb. 
for the six years ending 1930. 
It fell off to about 6 lb. in 1932, 
but is now back to a little over 
7 lb.” 

« # » 

Corn cribs and cribbing are 
revised in a quotation sheet issued 
by American Steel and Wire Com¬ 
pany, Jan. 17. The new schedules, 
for the retail trade, are, in general, 
nearly 20 per cent higher than the 
previous basis. Size 50 American 
Cribs, in LCL shipments, f.o.b. 
Chicago, are advanced to $3.86 
each. Heavy Prairie Cribs to $3.08, 
and Lig^, Prairie Cribs to $2.46 
each, in the same sizes. Quotations 
range 9 to 12c. lower when cribs 
are shipped in carloads. American 
cribbing fabric, sold by the rod, 
is advanced $1 per ton. 

» » « 

A second advance is now in 
effect on plumbing enameled ware, 
tubs, closets, sinks, etc., which were 
marked up about 10 per cent on 
Jan. 16. The preceding Increase, 
of only 5 per cent, from the lowest 
quotations reached, had proven in¬ 
sufficient to avoid operating losses 
to the manufacturers. The low 
market had, however, the good ef¬ 
fect of stimulating heavy buying 
with thousands of installations of 
hew plumbing equipment in homes. 
Prices on chromium plated brass 
fittings are very firm, and dealers 
look for a further rise. 

♦ ♦ * 

A reduction is announced on 
competition-grade cross-cut saws, 
about 5 per cent. These saws had 
been advanced last January, and 
again last April. Wholesalers report 
a rising interest in the improved 
files, which are being widely ad¬ 
vertised and sampled. Axe sales 
have taken a great spurt, as really 
cold weather has brought on a typi¬ 
cal good axe season. TJiere seems 
to be no let-up in the large volume 
of picks, mattocks and sledges, too, 
which PWA projects are calling 
for. 

« « « 

Manufacturers of 10c, paint 
lines advanced the price to the 
dealer to 85c. per doz. (from 80c.) 
shortly after Jan. 1. Quotations on 
linseed oil reacted from their recent 
December peak, and declined l%c. 
per gal. on Jan. 17. Price increases 
on paint and varnish brushes are 
starting to come through, old quota¬ 


tions generally having been can¬ 
celled on Jan. 15. Makers had been 
holding down prices in spite of 
sharply increasing costs of bristles^ 
but a growing scarcity of supply ha> 
made increases imperative. 

« * « 

The removal of the process¬ 
ing tax on cold water dry paste, 
which is made from corn, has low¬ 
ered quotations, effective at once. 
The estimated total decline, includ¬ 
ing the tax, will be close to 20 per 
cent. 

» ♦ * 

Bone dry shellac has taken 
an advance of 3c. per lb., which is 
reflected in a 5c. per gal. raise in 
the finished product, alcohol shellac, 
effective Jan. 15. These changes 
run counter to recent expectations, 
as there had been previous conces¬ 
sions in the raw materials, leading 
many buyers to trim their stock*- 
toward a price reduction. 

* # * 

One maker of flint paper re¬ 
cently announced the abandoment 
of their “short” size, 8% x 10^/^ in. 
sheets, with a repricing of the full 
size, 9 X 11 sheets to meet com¬ 
petition. The present intention of 
other makers, it appears, is to con¬ 
tinue manufacturing both the 
smaller and the larger sheets, with 
keener price competition on the 
9 X 11 in. size. 

* * ♦ 

A, S. Boyle Company of Cin¬ 
cinnati, Ohio, which acquired con¬ 
trol of Three - In - One Oil, has 
announced a reduction on all sizes. 
The manufacturers are also plan¬ 

ning an extensive advertising cam¬ 
paign. New prices to retailers on 
1 oz. cans will be 80c. per doz. 
(formerly $1.25), on 3 oz. bottles 
or cans, $2 per doz, (formerly 
$2.40), and on 8 oz. bottles $4 per 
doz. (formerly $4.80). A price 
change on Liquid Veneer is re¬ 

ported, reducing this polish, in the 
popular selling packages, about 
16 2/3 per cent. 

* » * 

There has been a small mark¬ 
up of 5c. per 100 lb., on asbestos 
paper and roll-board, effective Jan. 
15. Corrugated asbestos paper is 
advanced about 50c. per roll (or 15 
per cent). Asbestos millboard quo¬ 
tations continue without change. 

* * * 

Kitchen-ware prices are mov¬ 
ing up, including advances of 2 V 2 
to 5 per cent on some staple items 
in aluminum. Manufacturers of 
galvanized-ware issued new price 
lists, effective Jan. 1, showing ad- 
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'I want beauty / style , 
and of course 
all the modern 
convenience 
features." 


Uou've ^otjusl 







IN THE NEW 


GENERAL^ELECTRIC REFRIGERATORS 


NEW 1936 line of General 
Electric Refrigerators is ready. 

Here in one line you have everything 
that attracts refrigerator buyers. New 
beauty, new convenience features, and 
the famous sealed-in-steel mechanism 
that has an unparalleled record for 
dependable performance at low cost. 

It is a complete line—including Monitor 
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Top, Flatop, Liftop models, with prices 
to meet the demand of every market. 

Get an early start with this line that 
will be the leader in the biggest year 
electric refrigerators have yet known! 
No other refrigerator franchise offers 
you such quick, easy sales, great vol¬ 
ume and net profit. General Electric 
Co., Appliance and Merchandise Dept. 
Sec. HAl, Nela Park, Qeveland, Ohio. 
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vances of 5 per cent. The large 
distributors had probably covered 
to such an extent that this change 
will not immediately be reflected in 
increases to the retail trade. The 
new “top-of-the-stove” cooking glass¬ 
ware items have met with great ac¬ 
ceptance at the recent Housewares 
Shows. Deliveries are just becom¬ 
ing available, and some jobbers re¬ 
port a very good advance demand. 

« « « 

Drop’forged turnbuckles, with 
fittings, both galvanized and black, 
have been advanced about 20 per 
cent. The manufacturers of elec- 
tripal pipe conduit adopted a new 
price program Jan. 7, strengthen¬ 
ing quotations by the elimination 
of certain concessions, and sorting- 
up privileges. In general, the former 
published “card” prices are un¬ 
changed. 

* « « 

1936 prices on insecticides 
have recently been announced, with 
the following changes noted: 

Paris Green declined 2c. per 
lb.; Arsenate of Lead declined 
%c. per lb.; Calcium Arsenate 
advanced l%c. per lb.; Bordeau 
Mixture advanced l%c. per lb.; 
Lime Sulphur—no change. 

« « « 

Following recent advances on 
sisal twine, the market on pure Jute 
and combination wrapping twines 
and on fine Indias went up %c. per 
lb., effective Jan. 2. There was d 
similar advance on tube rope. Some¬ 
thing of a shortage in the supply, 
and an undoubtedly strong mark-up 
in price, is expected on binder 
twine when 1936 prices are ready— 
probably shordy. The demands of 
the good crop yields last season 
are thought to have thoroughly de¬ 
pleted jobbers’ stocks, so the com¬ 
ing season’s announcement is 
awaited with unusual intercut. 

♦ ♦ ♦ 

On cotton sash cord and 
clothes lines, some mills have 
promptly issued lower quotations 
as a result of the Supreme Court 
AAA decision. The average drop 
on standard braided sash cord is 
estimated at Ic. per lb., and on 50 
ft. braided clothes lines at |1 per 
gross. Buyers cannot figure that 
these reductions represent the full 
amount of the tax, so ordering is 
sdll on a hand-to-mouth basis. An 
advance has been put out on cotton 
waste, the best quality white being 
marked up l%c. per lb., and the 
best grade colored Ic. per lb. 
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Quotations on manila rope, 
including the Jan. 1 rise previously 
reported, have taken such sharp 
successive advances that the retail 
trade has not yet felt the full force 
of the increase. The manufacturers 
are holding definitely to the full 
higher schedules, and it is not be¬ 
lieved that jobbers’ stocks are suf¬ 
ficiently great to handle any con¬ 
siderable portion of the spring 
selling except at the new top figures. 
Some importations of foreign-made 
rope are affecting the seaboard mar¬ 
kets, but quantities available are 
reduced from former seasons, and 
the effect can be hardly noticeable 
on domestic prices. 

« « « 

Flat-glass workers at most of 
the mills went out on strike Jan. 1, 
asking a wage increase of 11 per 
cent, in li^u a 5 per cent increase 
offered by tht^ manufacturers. Late 
news from manufacturing sources 
indicates hope that the strike will 
not be of long duration. Shipments 
during diis off-season have not been 
seriously interrupted. There is some 
talk that granting of even the lesser 
wage increase may necessitate 
higher >. prices on window glass. The 
manufacturers in general wish to 
avoid any increase in prices. 

♦ ♦ # 

A new Hamilton rifle, model 
51, has been introduced, replacing 
ihe model 147, J22 caliber single 
^lot rifle. Despite the several im- 
";prpvements, model 51 will retail at 
$2:(^5, as contrasted with the former 
’ priob of $3.90. Deliveries are now 
being made. 

« « « 

The PhUco radio line has 

taken advances on a number of 
models, probably due to added im¬ 
provements. It is not understood 

that there will be any general move 
on the part of other manufacturers 
to increase radio prices. However, 
costs are considerably increased by 
some of the late new features, and 
where these are being introduced, 
enough will probably be added to 
the list prices, to cover. 

♦ # ♦ 

The spring-summer catalog 
of Sears, Roebuck & Company, out 
about Jan. 15, shows an average 
price increase of 2.39 per cent over 
those of a year ago and 1.44 per 
cent over those of the fall-winter 
catalog. These percentages are 
taken from the company’s own an¬ 
nouncement. Principal reductions 


from a year ago were: Tires and 
tubes, 6.8 per cent; roofing, 1.9 per 
cent; silverware, 2.4 per cent; sport¬ 
ing goods, 2.4 per cent; fabricated 
cotton, 2.3 per cent. The latest book 
contains 4 per cent more pages than 
a year ago, and is being sent to 
6,500,000 customers. Sears gross 
sales for the 1935 fiscal year are 
expected to total '415 million dol¬ 
lars, with a net profit of some 20 
millions. This would give the com¬ 
pany its best year since 1929, when 
total sales exceeded 440 millions 
and net profit topped 40 millions. 

« « « 

Department store dollar sales 
increased in December by more than 
the usual seasonal amount, the fed¬ 
eral reserve board reported. The 
board’s index advanced to 84 per 
cent of the 1923-25 average, as com¬ 
pared with 81 per cent in November. 
Sales reported for December were 

6 per cent larger than a year ago 
and for the entire year 1935 were 
5 per cent larger than in 1934. All 
federal reserve districts reported 
sales in December in excess of a 
year ago with gains ranging from 2 
to 9 per cent. Stores in the Chicago^ 
Clevdand and Atlanta districts at¬ 
tained the best (9 per cent) in¬ 
crease. 

♦ ♦ # 

Crude oil prices in practi¬ 
cally all fields have been advanced,, 
commencing Jan. 8, and ranging. 

7 to 15c. per barrel. Because of 
this, and other price strengthening 
of oil products, a rise of 10c. a 
barrel in fuel oil prices is expected 
around the close of the month. The 
Standard Oil Company in several 
areas has made an advance of 

a gaL in the price of all grades of 
gasoline. 

« « « 

The latest reports, for the 
Jan. 11 week, show a come-back in 
carloadings, and in electric power 
output. For the seventh consecutive 
week, freight loadings reached a five 
year seasonal peak. The total for 
the latest week reached 615,028 
cars, an increase of 13.4 per cent, 
over the preceding period. Particu¬ 
lar encouragement lay in the marked 
upturn in miscellaneous and less- 
than-carload shipments. The new 
free pick-up and delivery service of 
the steam roads is expected to help 
these classifications permiiiiently. 
A new record high for power produc¬ 
tion in a January week was set, with 
a gain of 6.2 per cent over the week 
of Jan. 4, and of 11.2 per cent over 
the corresponding 1935 figure. 
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" OELL REPUBLIC 
STEEL PRODUCTS 


NAILS aDd 
STAPLES 


Folks who travel fast choose improved roads. Sales speed is made 
the same way ... by selling improved products. 

To dealers who know that today's profits are made by selling . . . 
not just handling . . . merchandise, Republic Steel Corporation ex 
tends this invitation: 

Republic Dealers are on their way to Profit-Town . . . via im¬ 
proved roads. You are invited to join them right now. 

Folks are not only buying . . . they are asking for quality products 
... products made to resist the attacks of wear, weather, deterioration. 

Every Republic Steel Product is made for SERVICE . . . lots of it! 
Back of every Republic Steel Product for the Farm is a large, alert 
organization whose strength is based on its determination to serve 
the public through products made for long-lasting service. 

Take the improved road to Profit-Town. Sell the REPUBLIC Line! 


BARBED 

WIRE 


WOVEN WIRE 
FENQNG 


WIRE DIVISION . . . OFFICES AND PLANTS 
7850 SOUTH CHICAGO AVENUE, CHICAGO, ILLINOIS 


GENERAL OFFICES 


CLEVELAND.OHIO 


REPUBLIC 


GALVANIZED 

SHEETS 


POULTRY 

NETTING 


FENCE 

POSTS 
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Factory Selling 

[Continued from page 31) 


received; when delivery was 
promised; what employee laid out 
the merchandise included in the 
order, and whether the account had 
been properly approved for credit. 
If a special order to a manufac¬ 
turer is necessary, a copy of this 
order is attached to the form 
shown. It is a rule that all special 
orders must be attended to before 
closing time, and no such orders 
are carried over until “tomorrow” 
under any circumstances. The 
forms on special orders are kept 
in a special “call-up” file. Under 
this plan, every special order is 
automatically brought to Mr. 
Levine’s attention seven days after 
the order has been entered. If the 
merchandise called for by the 
order has not been received in the 
meantime a “check-up” is made 
with the manufacturer who re¬ 
ceived the order. If the goods on 
the order have been received, as is 
customary during the period men¬ 
tioned, the delivery has been 
promptly made and the charge put 
through in the regular manner. 

Despite the fact that many in¬ 
dustries have had financial diffi¬ 
culties during recent years, the 
company’s experience with indus¬ 
trial accounts, as a whole, has 
been much more satisfactory than 
with the charge accounts of the 
retail store division. Under the 
supervision of Ray D. Howell, 


secretary-treasurer of the firm, 
credits have been carefully 
watched and relatively few ac¬ 
counts are past due. In a list of 


H ardware firms catering 
to the mill and factory 
trade should be well 


all past due accounts, including 
those for the retail store and the 
wholesale plumbing supplies de¬ 
partment, as well as for the mill 
supply division, some fifty odd 
accounts are listed. Of these only 
four are industrial accounts. 


versed on the several Federal 
plans designed to aid industry. 
Many opportunities for substan¬ 
tial sales will develop in con¬ 
nection with the loans made to 
industry and hardware merchants 
who are familiar with the indus¬ 
trial financing being carried on 
in their territories will be in an 
excellent position to get the busi¬ 
ness. Manufacturing establish¬ 
ments handicapped by not having 
adequate capital to make essential 
or desirable improvements to 
equipment and buildings are find¬ 
ing a solution to this problon 
through the assistance being ex¬ 
tended by the Government It is 
generally conceded that many in¬ 
dustrial plants have been using 
obsolete equipment and facilities. 
With loans for such purposes now 
made readily available an ex¬ 
panded demand is sure to mate¬ 
rialize for industrial equipment 
(Continued on page 78) 



Proper office facilities with modem adding machines^ typewriters and 
other office or business machine equipment help make the factory selling 
services of Perth Amboy Hardware Co. prompt and accurate and provide 
a convenient place for outside men to handle their necessary inside details 
quickly. 



Federal Loan Plans 
Open Up Industrial 
Equipment Market 

Briefly stated^ here are facts hardware dealers should know tts a 
guide for planning their factory setting activities. 
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OFFERS THE 


FINEST LOW-PRICED HOSE EVER BUILT 


TO INCREASE YOUR 1936 SALES 


I N addition to Emerald Cord, 
Supertwi8t, Pathfinder and other 
nationally advertised brands, the 
Goodyear Lawn and Garden Hose 
line now includes a new low-priced 
sales winner—Goodyear Oak Hose. 

Goodyear Oak is a corrugated, 
1-braid cotton cord carcass^ hose. 
This construction, to¬ 
gether with Goodyear^s 
exclusive anti-ox com¬ 
pound cover that resists 
sun-cracking, insures far 
longer service life. 

Just to showyou how good 
it is, its burst pressure is 


approximately 160 pounds as com» 
pared with only 50 to 60 pounds in 
hose of similar price. It stands up 
2,000 hours under 100-pound 
pressure tests, against 50 hours for 
others! 

Yei it is priced to sell competitively 
with lowest-priced brands on the 
market! It is the finest 
hose .ever built for the 
money. 

Can you go to town with 
a hose like that! Don^t 
order for 1936 until you 
see the full Goodyear 
line. 


★LOOK FOR 
THIS SEAL 



Sf’U an extra length for 
home fire protection 


AND FIVE FAMOUS BRANDS FOR YOUR QUALITY TRADE 



ALL EXCEPT EMERALD CORD FURNISHED WITH EITHER RED OR QREEN COVER 
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Robert Russell (crouching on the right) is supervising a new products clinic of the h Russell Co^ Holyoke, Mass^ ms 
explained in this story. This helps make profitable sales for the company. 


New Products Clinic Helps 
J. Russell Co. Sell the Factory 


Holyoke^ Mass., Hardware Firm Teaches Its Outside Sales 
Force the Selling Points on New Merchandise or Equipment 
Intended for Factory Consumers. Enlists Aid of Factory 
Experts for This School to Assure Accurate Knowledge. 


F requent new products 

clinics are held by the 
hardware firm of J. Russell 
& Co., Inc., Holyoke, Mass. These 
enable the firm’s industrial and 
automotive supply salesmen to do 
a more efficient selling job. When 
new products are added to the 
stock, a salesmen’s meeting or 
clinic is held. An expert repre¬ 
senting the manufacturer of the 
new line is present to explain in 
detail the many phases of the 
products, in which prospects will 
be interested, and which will as- 
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sist the salesmen in closing sales. 
Unless the regular representative 
of the manufacturer is unusually 
well informed on all technical 
points related to the new line, the 
company prefers an expert repre¬ 
sentative of the manufacturer, 
such as the engineer who de¬ 
veloped the new line. 

It has been the experience of 
the company that such experts 
quickly impart a technical knowl¬ 
edge of the application of the 
product, its operating principle or 
function, and its exclusive mechan¬ 


ical and other features. Russell 
salesmen have found that one of 
the stiunbling blocks to a sale is 
often some technical phase, and 
if they are well informed on the 
point in question, the sale can 
usually be closed more quickly. 
General information on the new 
products and its market oppor¬ 
tunities are obtained from the reg¬ 
ular sales representative of the 
manufacturer, and through a care¬ 
ful study of the literature pro¬ 
vided by the maker. 

{Continued on page 80) 
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JUNIATA 


PHOENIX 


LARGEST MANUFACTURERS OF HORSE AND MULE SHOES AND CALKS IN THE WORLD 


(c) Harris d Ewing, Washington, D. C. 

United States Supreme Court 

Where quality reigns supreme ... Sommer Spring Hinges are 

fi BOMMER SPRING HINGE CO. 

% ~ "" TRADE MARK 

® @ 263 Classon Avenue 


Brooklyn, New York 


'PHOENIX MEANS QUALITY" 


“THE SHOE WITH THE REPUTATION” 

HORSE AND MULE SHOES 


HORSE AND MULE SHOES 


Phoenix 

Front 

Light 


Sport Shooe for Trotters, Pacers, 
Ronnera, Polo Ponies and Saddle 
Horses 


BULLDOG, JUNIATA, SWEETS and 
AMERICAN CALKS 

Sold on an EttablUhod Poliey Through Rogutar 
Trade ChanneU 

PHOENIX MANUFACTURING COMPANY 

ChicagOf IlL Bneesssors u Fkasm^ Hsns Bkoa Co, Catasauqua, Pa. 

“Oar prodoeta ore oianafaatarod in the United Stataa of Amoriaa hj 
Union Labor.** 
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Factory Selling 


of the most successful 
I I retail hardware merchants 
this country has ever pro¬ 
duced was Charles Boettcher of 
Leadville, Colo. Mr. Boettcher 
after having made a great deal of 
money in the boom days of Lead¬ 
ville sold out and moved to Den¬ 
ver. There he went into the raising 
of sugar beets, banking and many 
other enterprises. Mr. Boettcher 
became one of the wealthiest men 
in the state of Colorado, but his 
start was in a retail hardware store 
in Leadville, and when I was a 
traveling salesman in Colorado 
this was one of my best accounts. 
Mr. Boettcher’s son is the young 
man who was kidnaped recently 
in front of his fine residence in 
Denver, Colo. 

I remember Mr. Boettcher very 
well indeed. Now here is a curi¬ 
ous fact. While I visited Leadville 
frequently and spent a lot of time 
in Mr. Boettcher’s store I never 
saw Charley Boettcher sitting down. 
If he had a desk in his store I 
don’t know where it was. As a 
matter of fact Mr. Boettcher was 
very seldom in the store. When he 
walked in it was usually with 
some customer, or if he came 
alone, he would step into the 
bookkeeping office and talk to his 
accountant. Mr. Boettcher had a 
general manager who ran his busi¬ 
ness. This manager did all the 
buying. I never knew Mr. Boett- 
f’her to buy anything—he did the 
selling. 

In those days Leadville was 
booming. Millions of dollars were 
being invested in the development 
of mines. Mining supplies, includ¬ 
ing hardware of all kinds, were 
being bought on a large scale. 
The buyers for these miners were 
the superintendents or mine man¬ 
agers. Mr. Boettcher devoted prac¬ 
tically all of his time to these 
buyers. He arranged with them 
for their supplies. Someone else 
could buy his goods, someone else 
could keep his cash account and 
his books, but Mr. Boettcher made 
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it his personal business to make 
the contacts with the men who 
placed the large orders for the 
mines. On this basis he built up 
his hardware business and ac¬ 
quired a considerable fortune be¬ 
fore finally selling out. 

Others went into the hardware 
business in Leadville. They had 
the same opportunities but no one 
managed his business the way Mr. 
Boettcher did. Most of these others 
had desks in their stores. A good 
part of their time they sat at these 
desks and waited for the mine 
buyers to come to see them. These 
others were never very prosperous 
even in the boom days, and when 
Leadville petered out as a great 
mining camp these sit-and-wait-for- 
trade dealers promptly passed out 
of the picture. 

An Example 

There was a retail hardware 
dealer in New England who had 
a large and established business. 
For prompt pay and character and 
all that this business stood at the 
top. The business had been passed 
down from father to son. The old 
gentleman, the head of this busi¬ 
ness, grew stout and his hair 
turned gray. He found it less and 
less pleasant to stand on his feet. 
He developed the chair and the 
desk habit. At first when custom¬ 
ers would come in he would rise 
up from his chair, but as time 
passed he stopped rising. He 
talked to customers from his chair. 
Clerks in the business took over 
the selling. While this good old 
business was in a growing manu¬ 
facturing city, while the city itself 
improved, while there were all 
kinds of new developments and 
most of these developments used 
hardware, the sales of this particu¬ 
lar store steadily declined. 

By the most rigid economy this 
merchant and his good wife had 
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been able to send their youngest 
son to college. The older sons 
were not interested in the hard¬ 
ware business that was steadily 
declining and they had occupa¬ 
tions elsewhere. This youngest son 
came home from college and went 
to work in his father’s store. He 
lived at home with his father. He 
was economical, had good habits 
and was not much of a burden on 
the business. But this young fel¬ 
low, as young fellows will, fell in 
love. He wanted to get married. 
He did not care to bring his bride 
to his father’s home. Of course, 
he might have secured a better 
position somewhere else, but his 
father was now growing old and 
his mother did not wish him to 
leave the business. 

This business did not now pro¬ 
duce enough profit to support two 
families. Our young friend, as he 
stood around the store and waited 
for customers to come in, became 
restless. Usually he was very 
prompt in returning from lunch, 
but one day he was an hour and a 
half late. His father had missed 
him and inquired rather petulant¬ 
ly why he had taken so long to 
lunch. “Well,” answered his son, 
“at college I had a friend who was 
a buyer for one of the factories in 
this town. I decided I’d call on my 
friend and find out where he was 
buying his hardware. This college 
chum gave me a list of the hard¬ 
ware they used and the prices they 
were paying. Here is the list. If 
we can supply these goods at these 
prices he has agreed to give me 
the business. He has been buying 
these goods from a jobber and 
from two or three manufacturers. 
He told me that everything being 
equal, he would, of course, be 
glad to give us the business, as he 
felt not only on account of his 
friendship for me but because he 
felt that the local dealer should 
have the first call on the local 
business. There were some prices 
which I quoted him and here is 
his list of goods we can deliver. 
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THE WORLD’S GREATEST HAMMER 


THE 

CHENEY NAILER 

A leader apiong hammers in any store. Its 
balance — strength — tough handle — fin¬ 
ish and nailing holding feature all com¬ 
bined in one hammer, to sell at the price 
of the good ordinary hammer, make it a 
live sales item. Get our attractive demon¬ 
strator-display *‘The Qieney Nailer Sales 
Maker.’* It turns prospects into customers 
for you. Send your order—today and let 
the Qieney Nailer lead the way for ham¬ 
mer business. 

A FULL LINE OF HAMMERS 

HENRY CHENEY HAMMER CORP. 

FACTORY 

LITTLE FALLS, N. Y. 

SALES OFFICE 

302 BROADWAY NEW YORK, N. Y. 
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acme” Ball Bearing Casters roll silently, easily, smoothly in any 
direction. They not only protect all types of floor coverings, but they 
give a modern, up-to-the-minute note to furniture. 


THEY SELL AS EASILY AS THEY ROLL 


acmes” are a source of continual profit ... a small item that de¬ 
velops mass sales. Show the customer how “acmes” work. Roll one 
the palm of your hand or run it along the counter—^always an 
interesting demonstration that results in a sale. 


The Schatz Manufacturing Co. 
POUGHKEEPSIE, N. Y. 
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immediately. This list amounts to 
$150, and you will see from his 
prices we can make some profit 
on the business.” 

The father was naturally 
pleased and then the son surprised 
him by stating that he proposed 
three afternoons a week to visit 
the various factories, contractors 
and others in their town using 
hardware and try and sell them 
their goods direct. He was well 
received everywhere and was told 
they would be glad to give them 
the business if he could meet com¬ 
petition. 

The next thing he did was to get 
a list of hardware items from the 
buyers of the different factories 
and then every month if he did 
not call personally he would call 
up the buyer on the telephone and 
quote these items. He discovered 
tbat the different manufacturers 
bought different kinds of hard¬ 
ware, also in different quantities. 
To illustrate, he found that a cer¬ 
tain manufacturer of furniture 
used brass-head tacks in very large 
quantities. They also used other 
l^ds of tacks. Of course, his re¬ 
tail price on the same tacks when 
he bought goods only one box at 
a time put him completely out of 
the running when it came to sell¬ 
ing to this manufacturer. With a 
new price he received on brass- 
head^ tacks, based on large or¬ 
ders, he not only got the business 
of this particular furniture manu¬ 
facturer but he now found him¬ 
self in a position to sell other 
manufacturers who used brass¬ 
headed tacks. Now Fm telling an 
absolutely true story. At the end 
of three years this small retail 
hardware store was doing a busi¬ 
ness of $12,000 per annum with 
manufacturers. 

Not New Business 

Of course, some of my readers 
will say this new business was not 
created, it was just diverted. It 
may be true, but the business was 
diverted from sources outside of 
town and from out-of-town manu¬ 
facturers to an old-established re¬ 
tail hardware store in town where 
this business naturally belonged. 
This retail store is paying taxes, 
and employing labor. It is using 
local electric light and local tele¬ 
phone service. It is helping to do 


its part to make the town a good 
place in which to live. But it does 
seem by all the laws of fair busi¬ 
ness, if it is able to sell merchan¬ 
dise in town at the right price, it 
is entitled to the business. 

I visited a retail hardware man 
over in Brooklyn. He has a regu¬ 
lar retail store with all the latest 
trimmings, open counter display 
and all that. This man was spend¬ 
ing a good deal of his time away 
from his store, but notwithstand¬ 
ing this the store is prosperous. 
My friend is director in the bank 
across the street. He discounts all 
of his bills. He gets out a little 
mimeograph circular about na¬ 
tional and local conditions. This 
circular is well worth reading. He 
sends it to all of his customers. 
He has a very satisfactory busi¬ 
ness with manufacturers all over 
the city. On certain lines of goods, 
such, for instance, as paint, he has 
secured the exclusive agency for 
his territory. He does an excellent 
paint business. In his office I no¬ 
ticed that there were on his desk 
a number of hardware items on 
which there were tags. ‘These,” 
remarked my friend, “are items I 
have bought from chain stores and 
they are tagged with the retail 
prices of these stores. I make it 
my business to hold on to these 
samples and take them up with 
the salesmen of manufacturers and 
jobbers who call in an effort to 
obtain prices at which I can meet 
these prices and still make a profit, 
and I want to tell you that on 
most of these items I have finally 
been able to do this. It has taken 
some time, patience and work. In 
some places I have had to place 
fairly large orders, but I found 
that I could get the price if I 
would go after it and as an illus¬ 
tration I go after it.” So this suc¬ 
cessful hardware man is not sitting 
in his store waiting for trade to 
call on him. 

There are two kinds of rope. 
Regular rope, the kind used on 
buildings, and marine rope, the 
kind of rope used on ships, sail¬ 
boats and for hawsers. A good- 
sized hawser is expensive rope 
and the life of this rope is only 
about one season because certain 
marine “bugs” eat into the rope 
and destroy it. Therefore, anyone 
who has ever owned a boat knows 


the cussed expense which he has 
to meet in buying new havrsers. 
The sailor marine rope is quite a 
business. Naturally it is confined 
to certain localities where there 
is a great deal of boating, where 
there is outfitting of ships, etc. 

Between New York and Boston 
on both sides of > Long Island 
Sound is the greatest piece of 
yachting water in the world. There 
are more sailboats and yachts and 
more amateur sailors. There are 
any number of yacht clubs. The 
quantity of marine rope bought 
along the Sound must be enor¬ 
mous. These smaller yachts do not 
use wire cables, they do not use 
chains, they use rope. But Fm 
wondering. I owned a sixty-foot 
boat for several years, and while 
I bought a new hawser every year, 
I haven’t the faintest recollection 
of any retail hardware dealer 
along the Sound ever coming to 
me and asking me for my rope 
business. Fm a member of the 
Larchmont Yacht Club. There are 
several hundred other members, 
all of whom are more or less in¬ 
terested in yachting. But in all 
the years I have lived in Larch¬ 
mont and been a member of this 
club I do not remember ever hav¬ 
ing received a letter or circular 
from a retailer on the subject of 
the kind of ^pe I could buy. 

Rope Bnyen 

Suppose you ran a hardware 
store in one of these sailing towns. 
Suppose you carried a Smith rope, 
or a Jones rope, or any other 
kind of rope that salt water can¬ 
not make hard. Suppose your rope 
is water and germ-proof. Suppose 
it has a green or yellow strand 
or any other kind of strand. In 
the name of Moses and little fishes 
why don’t you get out a circular 
and tell about your rope at least 
to the members of all the yacht 
clubs? There is no trouble what¬ 
ever in getting this list of mem¬ 
bers. Now Fm putting in a lot of 
time just on rope, but along widi 
rope will come a lot of otho: 
business. A man with a boat al¬ 
ways needs a lot of things. You 
are always puttering with a boat 
How about white paint? How 
about knives and forks and cut¬ 
lery for the boat? Ladders, flash- 
(Contimted on page 82) 
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CUTS 

/4" 
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Designed fer Every Man 
Whe Likes te “Tinker” 


With the new Porter 12X-1855 Cut¬ 
ter every energetic hardware mer¬ 
chant h^ the opportunity to build 
up the greatest over-the-counter 
sale ever developed for a two- 
handed cutter. ... It is designed 
especially for the home market— 
for the hundreds of handy men in 
your locality who need a real me¬ 
chanic's cutter for use about their 
homes and in their workshops. 
Equally important, it retails at a 
pnee that will greatly appeal to 
them. . . . Cuts bolts in the thread 

up to MT, nails, fencing, light rods and all 
kinds of untempered wire—jobs too tough 
for the ordinary home wire cotter. 

We are advertising this new Porter tool 
nationally to home craftsmen. Many of 
them are your customers. It will pay you 
to tie in with this advertising—to display 
and promote this tool in your store along 
with kindred items. The season of home 
workshop appeal is approaching. Cash in 
on it! Price sltgbtlybigbirwestci/the Rockies, 

H. K. PORTER, INC., Ewntt 
The Bolt aipparPnnpto-Est.M Yom 


POIJSR 
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OPEN QUESTIONS TO 
THE HARDWARE MERCHANT 



What 



your 

idea of the 

JOBBER’S JOB? 


Let’s look around your store a minute: 

1 . How many different items have you? 1,000? 
100,000? 

2. How many manufacturers would you have to 
contact if you bought direct? 10? 1,000? 

3. How many factory salesmen could you see in a 
day—and how many could drop in every two weeks 
—or oftener—for your Want Book orders? 

4. And how many manufacturers would ship you a 
“twelfth of a dozen” at the low price? 

The jobber earns his percentage. He makes it 
possible for you to carry a representative line. His 
business depends upon your business. And your 
business depends upon giving your customers de¬ 
pendable merchandise. 

Check? 

Many of these customers have their own ideas 
about what merchandise is dependable, but they 
will, as a rule, be guided by your recommendations. 
You, in turn, must be protected by the guarantee of 
a reputable manufacturer. Your customers think it 
is your job to give them a tool in this class. 

Don’t you think it’s part of the jobber’s job to give 
you what you ask for? 

Ask for Collins Axes 
and other edged tools. 
There’s 109 years’ experi¬ 
ence back of the Collins 
line — and a host of 
friends who will be glad 
to buy Collins from you. 

If your jobber can*t 
supply you, please let us 
know. 

THE COLLINS CO. 

COLLINSVILLE. CONN. 

AXES •• HATCHETS • BUSH HOOKS 
HOES • PICKS • MATTOCKS 
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• Klein Pliers are made for the 
man who needs or appreciates a 
remarkably fine tool. 

From the careful inspection of 
the alloy tool steel made to the 
most exacting specifications— 

Through the old craftsman 
methods of individual manufac¬ 
turing and individual heat treat¬ 
ing— 

To the final steps of rigid in¬ 
spection and testing, each pair of 
pliers thatcarries the Klein trade¬ 
mark represents the maximum in 
plier (juality. 

Klein methods viewed in the 
light of modern mass production 
are necessarily more costly- 

On the other hand* for a man 
who demands a plier of Klein 
quality there is no way to pro¬ 
duce it except the Klein way. 


Mathias B? A-Sons 
IWPWlff.W m^mL.m IB nUiWilTIgfl 

3200 BKLMONT AVFM?K, <:HICA4;0. ILL. 
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have the substantial basis that 
comes from keeping the faith. De¬ 
spite the fact that the drought, 
and other causes, have ruined 
crops in some localities, yet the 
improved buying power of agri¬ 
culture was reflected in more pur¬ 
chases of farm equipment and 
hardware in 1935 than in any 
year since 1930. When factories 
work overtime it means an in¬ 
creased volume of business, and 
this increased volume has been 
absorbed. Your prospects today 
are brighter than they have been 
for several years, and this is 
evidenced by the confidence, and 
by the largest attendance of deal¬ 
ers we have ever had.” 

Other portions of Secretary 
Hodge’s report stressed: the ad¬ 
vantages of local clubs; touched 
upon the association’s helpful¬ 
ness; advised that progress was 
being made in inducing manufac¬ 
turers to recognize the dealers 
with proper commissions when 
sales of whole implement units 
and repairs are made to munici¬ 
palities and public institutions; 
urged further dealer cooperation 
in solving the foreign binder 
twine menace; called attention 
to the vast market being opened 
up for electrical farm equipment 
by the program of the Rural Elec¬ 
trification Administration; re¬ 
quested a continuance of efforts 
to influence all implement manu¬ 
facturers to provide for a price 
differential for the service dealer; 
asked the government’s coopera¬ 
tion in basing federal indices of 
wholesale farm equipment prices 
on more truly representative facts; 
sought the opinions of the mem¬ 
bership on chain store legislation; 
recommended that members rely 
on easily available information 
in complying with the provisions 
of the Social Security Act, etc. 

In completing his report. Sec¬ 
retary Hodge said: “Another year 
—other opportunities before us. 
Much of our success in the com¬ 
ing twelve months will depend on 
the fidelity with which we adhere 
to right methods of business and 
cooperative attitude toward our 
customers. The customer looks to 
you for guidance. You inform 
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him of the equipment that will 
enable him to till his acres most 
successfully. You furnish him 
the service that keeps his equip¬ 
ment operative. You discuss with 
him prices of crops and prospects 
for the future. The visits to your 
store are more valuable to him, 
your words are more often quoted 
by him than you realize. Let us 
determine that we shall be able 
to give counsel which will be 
helpful and worthwhile to those 
to whom we extend it. After all, 
nothing is more worthy than to 
help your fellow man. Life at 
best is short, and our record as 
businessmen, as neighbors, as 
leaders in the one occupation that 
comes closest to the farmer’s life 
places on us an obligation that 
we cannot shirk. In the coming 
year may we give the best in 
cooperation, in service, in advice, 
and in counsel to our customers. 
Thereby, we shall reap a reward 
that is above mere material values 
—we shall prove ourselves good 
citizens in the fullest sense of 
the word.” 

As the first speaker at Tuesday 
morning’s session, Fred H. Clau¬ 
sen of the Farm Equipment In¬ 
stitute, Chicago, had “Problems 
of Our Industry” as his subject. 
Mr. Clausen declared that the pas¬ 
sage of the Wagner Bill, which 
involves the adoption of a 30-hour 
work week by industry, would 
mean an increase of 33 1/3 per 
cent in labor costs, which, in turn, 
would increase prices of farm 
equipment at least 20 per cent. 
He also enumerated seven points 
in support of his expressed opin¬ 
ion that farmers are now getting 
better values in farm equipment 
than at any time in history, and 
declared that more workers are 
at present employed at higher 
wages in the farm equipment in¬ 
dustry than at any time since 1929. 

The final speaker at Tuesday 
morning’s session was Guy D. 
Josserand, Copeland, Kan., vice- 
president, Kansas Farm Bureau, 
Manhattan, Kan., and treasurer of 
the Kansas State Board of Agri¬ 
culture. With “Our Mutual In¬ 
terests” as his subject, Mr. Jos- 
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HOUSE PUMPS 

Operate 53''^%£jasier 



Myers Cog Gear House 
Pumps have long held an en¬ 
viable position in the pump 
trade for outstanding quality 
and performance. Neatly de¬ 
signed, attractively finished, 
easy to operate, and full ca¬ 
pacity, they appeal to those 
who recognize real service 
values. Sales, too, carry a 
margin of profit not possible 
with most of the cheaply 
constructed house and pitch¬ 
er pumps now being sold in 
some localities at profitless 
low prices. 

Enjoy both the satisfaction 
of your trade and acceptable 
profits for yourself by selling 
Mye rs Cog Gear House 
Pumps exclusively. May we 
send catalog and prices? 
Write or wire. 




The same high quality 
standard of T R & S 
Rivets we have main¬ 
tained thru the years holds just as true 
today as always. Careful craftsmanship, 
long engineering experience, modern 
equipment—these factors guarantee the 
continuous, unfailing service of our prod¬ 
ucts. Every T R & S Rivet is guaranteed 
perfect, is accurately drilled—drives 
easily, clinches smoothly and is not 



brittle. Remember when you sell T R & S 

Rivets you're selling the best! 

TUBULAR RIVET & STUD COMPANY 


BOSTON, MASS. 
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Pep-Up 

MOVABLE INDOOR-OUTDOOR. 
HOSE CONNECTION 

iSHOIVEK 



A ttractive and durable* 

L Beautifully nickeled on 
brass. Sells on sight. No 
bothersome installation. Just 
attach to hose and hang-up — 
indoors or outdoors — by pa¬ 
tented self-adjusting bracket, 
as furnished. 



Retail price 
$1.00 with lib¬ 
eral dealer profit. 
Aak your jobber 
or write to us. 
Backed by real 
advertising pro¬ 
gram and plenty 
of sales promo¬ 
tion materiaL 


The Sehaible Foundry & 
Brass Works Company 

108 $ Saminer Street 
CINCINNATI. OHIO 


serand declared that industry has 
no alternative except to work in 
closest harmony and cooperation 
with agriculture. He said in part: 

‘The farm deals primarily with 
two industrial groups—those who 
sell to him and those who buy from 
him. 

“While the group that buys the 
farmer’s products attempts to buy 
for as little money as possible and 
is more interested in its own profits 
than in a profitable farming indus¬ 
try, the reverse is true in the case 
of the manufacturers producing 
farm equipment and other commod¬ 
ities in the way of clothing and 
supplies the farmer consumes.” 

In explanation of this he said: 

“Manufacturers selling to the 
farmer, either directly or through 
middlemen, find it necessary to 
have a profitable farm market for 
their output. It is natural that this 
group should ally itself with a pro¬ 
gram of organized agriculture and 
be 83 rmpathetic to the aims of or¬ 
ganized farmers. 

“The manufacturing industry 
profits when com is 85 cents a 
bushel instead of 15 cents; when 
cotton is 12 cents instead of 5 cents; 
when wheat is $1 instead of 35 cents. 
Authentic figures show that national 
prosperity means, first of all, farm 
prosperity.” 

Relative to the AAA Mr. Josser- 
and said: 

“The AAA program was patterned 
exactly after the methods used by 
industrial companies to supply what 
the markets would take—^no more, 
no less. The only difference is we 
have 6% million individually pro¬ 
ducing farmers while you (manu¬ 
facturers) are all more or less un¬ 
der one roof. 

“That is why agriculture must 
have the aid of the federal govern¬ 
ment in organizing itself to con¬ 
trol its output the same as the 
manufacturers do. Here is how the 
manufacturers do it: 

“From 1929 to the spring of 1933 
production of agricultural imple¬ 
ments dropped 80 per cent but the 
price dropped only 6 per cent. In 
that same period agricultural pro¬ 
duction dropped only 6 per cent 
but the average drop in prices was 
63 per cent. Agriculture did the 
reverse of what manufacturers did. 

“These figures are indisputable. 
They show that what agriculture 
needs is a means of organization 
to sustain prices after the manner 
of industry in order to be prosper¬ 
ous and translate its prosperity to 
industry.” 

Before adjournment of the Tues¬ 
day morning session past president 


A. A. Doerr, Lamed, Kan., offered 
the previously mentioned resolu¬ 
tion which urged Congress to find 
some legal method of continuing a 
substitute program similar to the 
AAA. In another resolution later 
offered by the Resolutions Commit¬ 
tee, and adopted by the association 
the government was urged to devise 
some legal method that will enable 
“payment to be made to farmers on 
all pending AAA contracts of the 
money which is rightfully due 
them.” 

Tuesday Eveniiig 

On Tuesday night several hun¬ 
dred men and women of the conven¬ 
tion heard Louis J. Buisch, National 
Cash Register Co., Dayton, Ohio, 
address a group meeting in the 
Francis I Room of the Baltimore 
HoteL L. H. Dunton, Arcadia, Kan., 
was chairman of the group meeting. 
Mr. Buisch stated that “the time 
has come for us in business to face 
the facts.” He urged dealers to take 
inventories of their personal char¬ 
acteristics, the manner in which 
they spend their time, etc., actually 
written down in black and white 
with a view to improving their hab¬ 
its. He stressed the fact that one- 
fifth of the merchants are getting 
four-fifths of the business, and em¬ 
phasized the necessity of utilizing 
modern merchandising methods. 
Planning for profit by budgeting 
and control was advocated by the 
speaker, who declared that in such 
planning margin is the first thing 
to think about. Emphasizing the 
importance of planning, Mr. Buisch 
quoted the following business axiom 
credited to John Wanamaker: ‘Too 
many retailers are sailing without 
charts and by the broken compass 
of chance.” Many suggestions for 
more efficient retailing were also 
outlined. In completing his address 
he said: “Well managed small hard¬ 
ware stores can make as large a per¬ 
centage of profit on their investments 
as large stores. The most successful 
merchants are those who plan for 
the coming year. If your store de¬ 
serves more business, it will get it, 
but not through legislative action.” 
As a finale, he asked the question: 
“Are you selling or repelling,” 

On Wednesday—Hardware Day— 
the first speaker was J. E. Woodman- 
see, treasurer, Richards & Conover 
Hardware Co., wholesale, Kansas 
City. Mr. Woodmansee had “Dif¬ 
ferentials, Preferentials and the 
Future of Independents” as his sub¬ 
ject. He discussed many aspects 
of chain store competition and urged 
the association to give attention and 
thought “—^not to chain store legis¬ 
lation, but to the unfair price ad- 
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HtfliTHFUL COFfttj |' 


Home owners readily ap¬ 
preciate the advantages 
of GRIFFIN Wrought 
Steel Perfection Screen 
and Storm Door Sets No. 
'30. The loose pin, but- 
•n tip, full surface hinge 
e applied various ways to 
J vantage of |K>sition per¬ 
ns quick and easy re^ 


CRIFFIN latch is reversible, “patented’—a 
positive locking device applied to the surface of 


the door, no mortising. The graceful design, 
in attractive finishes, offers pleasing appear¬ 
ance and lasting surface. 


Descriptive Folder Sent on Request 


anufacturlnq Gompany 


ERIE, PENNSYLVANIA 


MAN UFACTURE RS 


Branch Offices and Warehouses: 

NEW YORR: 45 Warreo St. BOSTON; 113 Purchase St. 

CHICAGO; 162 N. CRntoa SL SAN FRANCISCO; 703 Market St 


Women for it 






The D 

ViXiecfosSirip-OJator 


This newest creation in 
vitreous china is a superb 
blend of the rich, colorful 
beauty of old ivory china and ^ 
the polished brilliance of al- i 
uminum. The colorful floral 
decorations and labels make an 
attractive display. Order from 
your jobber. National advertising 
backs you up when you display 
the genuine Drip-O-lator, 


THE ENTERPRISE ALUMINUM CO. 

MASSILLON.OHIO 


JANUARY 30, 1936 


Digitized by 


Google 


69 











































































HEXAeON-MESH 
NETTIN© 
U.S.HEXLOKPoul- 
try Netting cr»ato« en- 
tirvly n«w sUndards for 
hexagon-mash fabric. 
More uniform, more 
rigid, neater in appear¬ 
ance, superior in serv¬ 
ice, this improved net¬ 
ting is easier to handle 
and sell. 

It is available in all 
popular standard widths 
and weights. Galvan¬ 
ized Before or After 
Weaving; heights 12 to 
72 inches. The one- 
inch mesh is made in 
three weights: No. 18, 
19 and 20 gauge; the 
two-inch mesh in No. 
16, 19 and 20 gauge; 
the one and one-half 
inch mesh, in No. 16 
gauge. All wires are 
Copper-bearing Steel. 

Ask your Jobber or 
write us for further 
information! 

I 


THE 


PERFECT 


THE 

PERFECT 
STRAIGHT-LINE 
NETTING 

You can reduce in¬ 
ventory, speed up turn¬ 
over, increase profits, by 
concentrating on these 
trade-marked poultry 
nettings from one de¬ 
pendable source. 

U. S. STRAITLOK 
Netting—the original 
straight-line fabric— 
is first choice every¬ 
where for building poul¬ 
try runs. It stretches 
perfectly to wood or 
steel posts; requires no 
top-rail, no baseboard; 
saves time, labor and 
expense. 

Made of Copper¬ 
bearing Steel Wire in 
one and two-inch mesh. 
Galvanized Before or 
Attei Weaving. Heights 
12 to 2 .’nches. 


vantages and concessions enjoyed 
by the national corporate chain. 

He called attention to the growing 
volume of business enjoyed by chain 
stores, and expressed the opinion 
that such stores, within a few years, 
will account for one-half or more 
of the total retail volume. The ad¬ 
vertising allowances and rebates 
granted to some of the larger cor¬ 
porate chains were mentioned in 
particular. He referred to the com¬ 
prehensive price study, inaugurated 
in May, 1934, by his company. Of 
this he said: “Our price study con¬ 
vinces us that tijiousands of mer¬ 
chandise items are purchased and 
sold at lower prices by national cor¬ 
porate chains and mail order houses. 
Our price study also reveals that 
thousands of hardware items are 
regularly stocked and sold by in¬ 
dependent dealers at prices com¬ 
petitive with the national chain and 
mail order houses. It is obvious 
therefore, that all independents, as 
well as trade organizations must 
devote time and intelligent thought 
to ^ the selection of merchandise 
which can be oflFered to the public 
on a competitive price basis. If this 
plan is consistently followed, those 
manufacturers who practice price 
discriminatory tactics will hesitate 
to favor one group over the other. 
The independent stores still do 65 
per cent of the total volume,** Mr. 
Woodmansee called attention to the 
three bills which have already been 
introduced in the House of Repre¬ 
sentatives to amend the Clayton 
Act, and to eliminate price dis¬ 
crimination. In commenting on the 
position of the wholesaler in the 
competitive situation, he outlined 
the obligations of such distributors 
and said that wholesaler’s factory 
purchases are five times those 
of national chains. As a solution 
to the competitive problem Mr. 
Woodmansee suggested that whole¬ 
salers get together on their pur¬ 
chases, and he bespoke the coopera¬ 
tion of the wholesale house with 
which he is connected in carrying 
out such a plan. 

E. B. Gallaher, treasurer. Clover 
Mfg. Co., Norwalk, Conn., and edi¬ 
tor, Clover Business Service, Nor¬ 
walk, Conn., made a short and in¬ 
formative address on ‘The Future 
of Hardware Distribution.” He de¬ 
clared that the hardware dealer was 
mostly concerned with consumer 
and not durable goods, and stated 
that consumers will always buy 
values. The surest way to make 
competition, he said, was to main¬ 
tain high prices. In order to bring 
about lower prices, Mr. Gallaher 
advocated mass buying by dealers 


from wholesalers, in the group man¬ 
ner which has frequently been de¬ 
scribed in Hardware Ace, and 
which is now being used by a num¬ 
ber of hardware wholesalers, under 
several difiPerent wholesaler-dealer 
group plans. Mr. Gallaher voiced 
the belief that, “What we need most 
is a self-starter for 1936,” and after 
concluding his address he answered 
a number of questions asked by 
members in the audience. 

Sam Zuercher, Wichita, Kan., re¬ 
ported as chairman of the Trade 
Relations Committee, and stated 
that progress had been made in a 
number of conferences held with 
hardware wholesalers with a view 
of bettering conditions for the deal¬ 
er. Following this Mr. Zuercher 
conducted a brief open forum dis¬ 
cussion. 

At the final business ses^^ion. 
Thursday morning, the first order of 
business was the report of the Reso¬ 
lutions Committee, which was pre¬ 
sented by F. Ackarman, Sedan, 
Kan., who was later named president 
of the association. Of the 19 resolu¬ 
tions offered by the committee only- 
one—that protesting the Batman 
Water Carrier Bill, which b now be¬ 
fore Congress—failed of adoption. 
After some discussion from the floor, 
it was decided to refrain from plac¬ 
ing the association on record as 
being either for or against the mea¬ 
sure. 

The 18 resolutions adopted: urged 
dealers to correct their own un¬ 
ethical and uneconomic practices be¬ 
fore requesting wholesalers and 
manufacturers to correct theirs; 
recommended the appointment of a 
committee to promote the formation 
of local clubs; suggested four im¬ 
portant ways and several others of 
lesser importance in which imple¬ 
ment manufacturers could better 
assist dealers; recommended that no 
definition of an implement service 
dealer should be such as to embrace 
unqualified firms; urged manufac¬ 
turers of power-driven farm equip¬ 
ment to provide their products with 
the best possible safety devices; 
approved of the advertising of retail 
prices by farm equipment manufac¬ 
turers; advocated the dealer sale of 
American made binder twine, and 
requested prices to enable them to 
compete on this product; expressed 
the belief that it is unfair for manu¬ 
facturers and wholesalers to sell 
governmental agencies at wholesale 
prices; voiced the opinion that the 
association membership should be 
increased; pledged support to legis¬ 
lation which would protect indepen¬ 
dent retailers from the unfair compe¬ 
tition of chain stores ; recommended 


70 


Digitized by 


HARDWARE AGE 

Google 



DEPENDABLE HARDWARE BY M^’KINNEY 




Selling Points... 


*" SoticC” 

BUCKEYE UTENSILS! 

Here*s How 

POINT OUT 


POINT OUT 


THE GAUGE AND EXACT CAPACITY STAMPED ON 
THE BOTTOMS 

Another Assurstnce of the Real Thing 


POINT OUT 


Appeals to Pride 


OTHER FEATURES 

SPOUTS AND UPS WELDED TO 
BODIES. 

PERCOLATOR HANDLES AND 
ALL COVER KNOBS UN- 
BURNABLE. 

EXTRA STRONG TRIMMINGS 
THAT WON’T RUST OR 
WORK LOOSE. 

EYE AND TOUCH VALUE THAT 
APPEALS. 

and Ownership 


If you don't carry "Real Solid" utensils, ask for catalog 
and prices. If you're selling them now, tear out this 
page and practice these selling points for better sales. 

❖ 

THE BUCKEYE ALUMINUM CO. 

WOOSTER, OHIO 

For Over a Third of a Century, Manufacturers 
of Aluminum Cooking Utensils 


MCKINNEY MANUFACTURING CO. 

Main OfBce & Factory: Pittsburgh, Penna. 
District OtFces 

New York Ckicogo Son Francisco 


JAMARY 30, 1936 
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THE GUARANTEE AND GOOD HOUSEKEEPING SEAL 
ON THE LABELS 

L^ng Wear Assured 


WROUGHT STEEL HASPS 

Sturdy—strong safety hasp—Ideally 
suited for garages, barns, stables 
and Implement sheds. Standard 
sizes available. Order from your 
jobber or write us. 


MCKINNEY 

HINGES 


WROUGHT BUTT HINGES 

Wrought Bronze, Brass and Steel Butt Hinges 
by McKINNEY are fashioned In light, regular 
and extra heavy weight for Interior as well as 
exterior use. All standard finishes available. 
Plain joints or bearings—optional. 


WROUGHT STEEL 
HALF AND FULL 
SURFACE HINGES 

The labor saving hinge for 
wood doors with wood 
jambs. Beveled leaf fastens 
to surface of door — only 
jamb leaf need to be 
mortised. 


WROUGHT STEEL TEE HINGES 

Complete range of sizes and 
weights available. Look In our 
catalog or ask jobber's salesman 
for data from his catalog pages. 


20 GAUGE 
6 QUART 






















that dealers capitalize on the oppor¬ 
tunity oflFered through the Rural 
Electrification program; deplored 
the unfair merchandising activities 
of some power companies, particu¬ 
larly in reference to leased ap¬ 
pliances; urged that dealers ac¬ 
cumulate a cash reserve for business 
emergencies; requested the Federal 
government to ascertain the true 
facts before publishing information 
on retail farm equipment prices; 
commended the work of the 4-H 
clubs; expressed appreciation of the 
membership for receiving the Clover 
Business Service; endorsed the 
ceaseless activity of the various farm 
group leaders and of Secretary 
Wallace of the U. S. Dept, of Agri¬ 
culture in their vigorous and prompt 
endeavor to continue the rehabilita¬ 
tion program of agriculture by new 
legislation enactment; urged Con¬ 
gress to find some legal way to pay 
pending AAA contracts to farmers, 
and voiced appreciation of the five 
decades of work done by Secretarf' 
Hodge. 

Election of Officers 

Following the report of the Reso¬ 
lutions Committee the following of¬ 
ficers were elected: President, F. 


Ackarman, Sedan, Kan.; vice-presi¬ 
dent, Frank H. Spink, Kansas City, 
Mo.; directors for four-year terms: 
Sam Zuercher, Wichita, Kan.; Evan 
Knudson, Goodland, Kan.; Frank 
Stewart, Medford, Okla., and L. H. 
Dunton, Arcadia, Kan. Otis B. Lan¬ 
dis, Abilene, Kan., was also elected 
a director to serve out the unexpired 
term of Frank H. Spink, whose term 
on the board expires in 1938. 

After the election of officers an 
open forum discussion was con¬ 
ducted by past presidents Al. G. 
Wright, Arkansas City, Kan., and 
J. D. Reynolds, Carthage, Mo. Dur¬ 
ing this open forum the following 
subjects were discussed from the 
platform, and from the floor: Price 
discrimination by manufacturers and 
distributors between chain and mail 
order stores and independent dealer. 
What is the experience of hardware 
and implement dealers with the 
sales tax? Chain store legislation. 
Can the chain store be legislated out 
of business? Price differential for 
the farm equipment service dealer, 
and manufacturers’ and jobbers’ 
direct sales to public institutions. 
All of these problems evoked a great 


deal of interest and were the sub¬ 
ject of considerable discussion. 

At all of the business sessions, 
group singing was effectively led 
by Sam Zuercher, Wichita, Kan. 
Due to the illness of Past President 
Fred L. Taylor, Lyons, Kan., who 
has been an important member of 
the famous Western Peerless Quar¬ 
tette for many years, the popular 
singing foursome could not appear 
at the opening session. Mr. Taylor 
had also led the association in songs 
during recent annual conventions of 
the association. On the second and 
third days of the convention, Mr. 
Zuercher’s brother was drafted to 
sing as a substitute for Mr. Taylor, 
and sang admirably. In addition 
to the Zuercher brothers, other mem¬ 
bers of the quartette were Clyde 
Bishop, Chanute, Kan., and Lynn 
Covert, Abilene, Kan., both of whom 
have been members as has Sam 
Zuercher over a long period of 
years. 

Entertainment 

The entertainment program at the 
convention included the annual ban¬ 
quet for visiting dealers and their 
ladies at the old Convention Hall. 
This banquet was served by the 
Hotel Muelbach with 1670 guests 
being served in the main arena. The 
event was arranged by the Kansas 
City Ch amb er of Commerce and the 
Kansas City Implement, Hardware 
and Tractor Club. J. E. Woodman- 
see was the toastmaster, and follow¬ 
ing the short speaking program, an 
elaborate program of vaudeville en¬ 
tertainment and dancing were en¬ 
joyed. For the entertainment of 
the ladies, a Style Show Luncheon 
was held Wednesday noon at the 
Emery, Bird, Thayer Dry Goods 
Company’s Tea Room. 


Official Boy Scout 
Felling Axe 

This axe has been adopted by the 
Boy Scouts of America for heavy duty. 
It has a thin, deep cutting blade and a 
special driving face. The head has 
been widened to serve as a hammer. 
Maker states it is a well-balanced axe. 



easy to handle and of bi-metallic con¬ 
struction with the entire blade forged 
from high-grade tool steel selected for 
its cutting qualities. Weight of head, 
2 ^ lb.; length, 28 in. Has two-tone 
handle; patent leather finish. Vaughan 
& Bushnell Mfg. Co., 2114 Carroll Ave., 
Chicago. 


STAR 

M®LY 






hacksaw blades need no introduction. 
Good mechanics know the distinctive cop¬ 
per finish; know, too, that these blades— 
both power and hand—cut fastest, stay 
sharp longest and therefore cost less. That's 
why STAR outsells all others. 

Exclusive distribution through Hardware 
and Mill Supply distributors protects your 
market, assures your profit. 

CLEMSON BROS.. INC. 

MiddUtown. N. Y. 
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195 b Tromi^ 

Dig ^ncreMe in^ 
fauJirg HaUing! 

Because of the decreasing supply 
of poultry and poultry products, 
1936 is sure to see many new and 
old poultry raisers go in for poultry 
in a bigger way. Dealers who have 
a good stock of poultry fence and 
netting on hand will cash in on this 
business. 

KEYSTONE 


STRAIGHT UNE 
POULTRY FENCE 

A leading seller . . . built like 
regular field fence . . . stretch¬ 
ing strain taken by line wires 
... no bulging or sagging after 
this fence is stretched ... no 
top or bottom boards required 
. . . looks neat and trim and 
stays that way. 


ILCO Universal Door Check affords absolute 
speed control through double regulation 





. 
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* 
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When a master-mechanic makes his choice 
there’s a world of experience behind it—that’s 
why so many carpenters choose an ILCO 
Universal Door Check. They know it’s a 
smooth, tireless worker. And they know it’s 
easy to install, right or left as needed, without 
any change in assembly. 

An ILCO Universal can be regulated to any 
speed or combination of speeds — and your 
customer is sure of receiving the kind of 
service he likes. 

For light weight inside doors, storm doors 
and screen doors, the ILCO Senior or Junior 
Closers give fine service. Easily installed, they 
have a large market among homeowners. 

ILCO Door Checks are typical of the quality 
and value you will find in the ILCO line. 


X. 4 "" 


ILCO Senior Screen Door Closer, heavy 
construction throughout. A popular Item 

popularly priced. 


INDEPENDENT 
LOCK COMPANY 

LOCK PROTECTION Fitchburg, M3ss. 
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**Little GianT’ Screw Ex¬ 
tractors have established 
their position with the 
public. Their quality is 
known. Their very name, 
known to tool nsers for over 75 years, 
inspires confidence and makes them 
easier to sell. They are worthy protec¬ 
tors of your own reputation for cfuality. 



This handsome lithographed metal display carrias 
3S extractors In the six best selling sixes. The 
display is /roe. 



The small store can use this stand. Contains 
twelve of the best movers. Priees and sixes 
prominently shown. 


TAPS, DIES. 
TWIST DRILLS, 
REAMERS. (;\(;es, 
SCREV; PLATES. PIPE 
TOOLS, SCREW 
EXTR ACTORS 

lJhere£M5^j[°2^ 

if^Tocking th^ 


4:Omp ^e lTnT^ 


© 


mEENHELDI 

CQRPOi 


TAP AND DIE 
ATI ON 


riXLO. 


HAS S ACMUSCTTS 


D 


Wew York I 16 Warren St. 

CTilcaaot 611 W. Washington Bird. 
Detroit I 228 Congress St.. W. 


Going Up—The Standard of Living 

{Continued from page 21) 


tion: Has anything fundamental 
changed in the American char¬ 
acter in the past six years? It 
would not seem so. Of course, 
we have had to deprive ourselves 
of a great many things we wanted 
but that seems only to have made 
us more avid for them. As soon 
as we can afford them, we shall 
buy them. 

The motor-car has come to be 
the symbol of American living. 
Car production in 1935 has re¬ 
covered to a total almost as great 
as in 1928. Some of the buying is 
traceable to the payment of 
Federal agricultural credits but, 
whatever the cause, it is apparent 
that the compulsion to buy the 
refinements of living is as strong 
as ever. 


The volume and class of Christ¬ 
inas shopping was another indi¬ 
cation of the readiness of the 
American people to resume living 
at its former standard upon the 
slightest encouragement, whether 
mental, moral or financial. 

It needs only the further en¬ 
couragement of a wise govern¬ 
mental policy toward business to 
start us on a cycle of producing 
new goods and of purchasing by 
a far greater percentage of the 
whole people. That means low- 
cost production in far greater 
quantities than ever, of goods 
everybody can afford. 

As long as the spirit of our 
American system of enterprise 
continues to flourish, the standard 
of living will continue to go up. 


The Service Hardware Store 

(Continued from page 32) 


who had become well off by pay¬ 
ing attention to their sales, but 
I never had known one to get 
rich on the extra discounts he 
chiseled out of the jobbers’ and 
manufacturers’ salesmen. He 
opens at eighty closes at six, 

“What brings in the most busi¬ 
ness to your store?” I inquired. 
“I mean, the most new business 
and new customers?” His answer 
surprised me. He said it was not 
show windows, or being a member 
of the Rotary Club, etc., but a 
circular he wrote and mailed to 
the residents of the community 
once a month. He said this cir¬ 
cular called attention to season¬ 
able goods, on which he frequent¬ 
ly made special prices. He called 
this circular his best salesman. 

The other day in some news¬ 
paper I read a most interesting 
article giving tips on painting. 
For instance, porch floors and the 
bottoms of wooden pillars are al¬ 
ways rotting. The answer to this 
was that when the porch floor was 
being laid, the dovetailed edges 
of the boards should always be 
carefully painted before they are 
driven together and nailed down. 
Anybody, of course, can see the 
logic of this. The porch holds 
water. The water settles in the 


cracks between the boards and 
whenever water settles, timber 
rots. This article on painting, 
probably gotten out by some 
paint house, would save house¬ 
owners a lot of money if they 
would only read it. Why does paint 
blister? Why does it bubble? All 
the answers are given in this ar¬ 
ticle. Now why shouldn’t in¬ 
formation like this be sent by 
the hardware dealer to his com¬ 
munity? It certainly would sug¬ 
gest to the householder that there 
was a hardware dealer in his town 
who carried paint, knew all about 
painting and could give him some 
valuable tips on the subject if he 
went there to buy his paint, and 
took care of that job that should 
be done as soon as possible. 

Then there is the question of 
the condition of the earth in your 
garden. Of course you know that 
the earth goes sour. How can you 
make it sweet? Why* should the 
women in your town order seed 
by the bag from faraway seed 
houses when you are right there 
to help them with their garden¬ 
ing problems if they will buy 
their seed from you. The answer, 
of course, is easy. They never 
hear from you. 

Why not this spring have a 
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No. 2150 Adjustable 8 to 12 inches 

No. 2150 88 showu. Adjustable Frame. Nickel 
Plateil. Black enameled handle with screw ad¬ 
justment for tightening blade. Depth of frame 
2^ in., steel % in. wide. 

No. 2151. Same as No. 2150 but includes one 
blade with each frame. 


No. 2115 Adjustable Frame for Blades 
8 to 12 inches 

No. 2115 as shown. Adjustable Frame. Nickel 
Plated. Corrugated steel pistol grip with dull 
nickel finish. Wing nut adjustment for tighten¬ 
ing blade. Depth of frame 2V4 in., steel ^ 
in. wide. 

No. 2116. Same as No. 2115 but Includes one 
blade with each frame. 


They Save Blades—^Users Save 
Money—^Dealers Save Words 

The blade saving feature on “Union” Hack Saw 
Frames gives dealers the right material to clinch 
sales. The adjustment for tightening holds the 
blade securely and keeps it tensioned just right. 
That is why 

“UNION” HACK SAW FRAMES 

reduce breakage—permit easier sawing and save 
blade money. Made in six patterns to meet all re¬ 
quirements of mechanics and home owners. Priced 
to retail profitably at less than most dealers and 
users suppose for such sturdy frames of tested 
quality. 

Ask Your Dealer to Supply You 


No. 2175 Adjustable Frame 

For heavy duty. Nickel plated—highly polished. 
Strong steel connection with double end adjust¬ 
ment giving maximum strength when frame is 
fully extended. Corrugated steel pistol grip, 
chromium plated. Wing nut adjustment for 
tightening blade. Depth of frame 8^ in., steel 
% in. wide. No. 2176 same, but includes one 
blade with each frame. 


■ likl ■ 


HARDWARE COMPANY 


R£C.U.S.PAT. OFF. 


ESTABLISHED 1654 


TORRINGTON, CONN. 

NEW YORK OFFICE 151 CHAMBERS STREET 



3 Fast-Selling, Quality Leaders 
from Vaughan^s Complete Line of 

CAN OPENERS 



Cash in on the demand for Vaughan’s 
Famous Sales Leaders. For 25 years—^high 
quality, uniformity and sustained national 
advertising has caused a consumer prefer¬ 
ence for these popular priced can openers. 
They sell fast . . . retailing for 5c. . . . 10c. 

. . . and 25c. and pay you a good profit. 
You can build a profitable business with 
these nationally advertised leaders. 

Send for infomuOion and prieoM, 

VAUGHAN NOVELTY MFC. CO., Inc. 

I Warld*9 Largett Manufaettirer of Can Oponmrt 

I 3 211.25 Carroll Ave. Chicafo. UL. U. S. A. 
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FIRELINE 


Any house¬ 
wife can line 
her stove or 
range in a 
few minutes 
with FIRE- 
LIXE for it comes ready-mixed . . . like 
putty, can be easily molded to any thick¬ 
ness. It repairs broken fireboxes indefinitely. 
Guaranteed not to crack, fuse or spall. 

Do not confuse FIRELINE with smear-on 
stove “linings.■’ FIRELINE is a refractory 
material of the type used in industrial 
ovens to increase combustion efficiency. 

FIRELINE STOVE & FURNACE LINING CO. 

1859-A Kingsbury St., Chicago 

Writ^ for 

FREE 
SAMPLE 


(Pcpodhs^ 

\ ^CRACKED 
FIREPOTS 


rcopf. PUbrico JoinOett Pirebriek Co.) 



This Display Sells Tape 

^H£ New Slipknot All-Metal 
^ Automatic Salesman, with 
Stock Bin, holds 48 rolls assorted 
of fast selling; Friction Tape, to 
retail at 5, 10, 20 and 35 cts. per 
roll. This tape is extra adhesive 
—can’t dry out—has greater ten¬ 
sile strength—edges can’t ravel. 
Will double and treble your tape 
sales. 

Also SLIPKNOT Double Wear 
RUBBER SOLES on Colored 
Cards with Cement. Finest qnal- * 
ity rubber. All sizes. Sold through 
Jobbers. Write for details to— 

PLYMOUTH Rubber Company, Im. 

Largest Rubberlaers of Cloth in the World 

1II-2N Revtre SL CANTON, MASS. 


Customer 
Takes a 
Package— 
Another 
Slides 
Into 
Its 

Place 


prize contest in growing flowers 
or vegetables among the school 
children of the community. Why 
not supply a small envelope of 
seeds free. Why not run a show 
window along with the prize con¬ 
test. In my own ex]>erience noth¬ 
ing in the world interests chil¬ 
dren more than the growing of 
plants. Haven’t you ever seen 
them pull up a radish, look at it 
carefully to see How it is coming 
along, and then plant it again. 
One of my earliest recollections is 
how much radishes will stand and 
still come to maturity. 

Then there is another problem. 
Many commuters have tall chim¬ 
neys painted white. TTien they put 
in an oil burner, sold by an agent, 
not by the retail hardware deal¬ 
er, and when the oil smoke goes 
up the chimney and runs over it 
soon ruins the nice white chinmey 
and it looks terrible. But there 
is a way to stop that. Did you 
ever walk around town, look at 
some of these oil burner chinmeys 
and then get up a circular and 
send it around telling how to 
stop it? That would call atten¬ 
tion to the service of your store. 

And now to get back to a sub¬ 
ject on which I am nutty, safety 
in bathtubs. I continue to read 
of serious aifd fatal accidents to 
people trying to take a bath or a 
shower. A bathtub can be made 
safe. Plumbing houses get out 
pamphlets on the subject. Sup¬ 
pose the retail hardware dealer 
would send out a pamphlet in 
which he tells the entire com¬ 
munity that he is tired of reading 
about bathtub accidents and de¬ 
sires to save the lives of his 
neighbors. This might start a 
wild rush to the hardware store 
to find out just how to make the 
world safe from bathtubs! 

Here is an extract from a let¬ 
ter written to me • by a young 
hardware dealer: 

“Having read your book ‘Forty 
Years of Hardware’ many times 
and all of your articles in the 
Hardware Age I sort of feel as if 
I were really acquainted with you. 
A few years ago I wrote asldng 
you the advisability of a young 
man running a retail hardware 
store and you very courteously 
answered my letter. Today I find 
myself the part owner of a hard¬ 
ware-store here in the capitol city 
of New Hampshire. 


“When 1 think of the advantages 
the big chains have with special 
prices from two-faced manufac¬ 
turers and plenty of capital to 
work with I stop and wonder if 
all this effort is in vain. And 
then I think of the many loyal 
friends we make throughout the 
year and our privilege to make 
quick and advantageous decisions 
without permission from New 
York or Chicago and then the 
world seems brighter. 

“The heading of your article in 
the January 2d issue of Hard¬ 
ware Ace was my reason for writ¬ 
ing you. At one time the retail 
hardware store catered to the 
various contractors, painters, 
plumbers and electricians. Today 
due to the wholesaler reaching 
out for more volume, these cus¬ 
tomers buy goods at the same 
price the retailer pays. 

“We have builders’ hardware, 
paints, plumbing supplies and 
electrical supplies. Why couldn’t 
we have a carpenter, a painter, 
a plumber and an electrician 
either in out employ or subject 
to our call. The store would ad¬ 
vertise complete service to the 
home owner, making many con¬ 
tacts for customers on other store 
items. Profit would be realized 
on the service and the supplies 
would be bought from our stock, 
thus greatly increasing our vol¬ 
ume without hurting our regular 
over-the-counter service. Even a 
housecleaning service could be 
included in this plan. 

“You wrote just enough in your 
article to lead me to believe that 
we both have similar plans in 
mind.” 

In conclusion, let me suggest, if 
your business is not doing as well 
as you would like, that you try 
the service idea. The retail hard¬ 
ware store in’ every small town 
should be the regular fire depart¬ 
ment for telephone calls on all 
sorts of householders’ problems. 
However, if the resident does not 
know you are there, if he has 
never heard of you, whom have 
you to blame but yourself if he 
does not stop off at your store 
on the way down to his train in 
the morning or on his way home 
at night. Of course, in some of 
the towns I have visited he could 
not stop on the way home as the 
hardware store is closed for the 
day. But now that so many com¬ 
muters do not work on Saturday 
and actually stay home on that 
day, Saturday should be a great 
day for the local hardware mer¬ 
chants to get acquainted with their 
fellow townspeople. 
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The 1936 Stearns 
Power Mower Sensation 

A Stearns power lawn mower - 

( 18 " cut) to retail at $ 74 . 50 . 

Pneumatic tires $7.50 extra. 

A simple, dependable item of mer- 
chandise without tricicy, complicated 
mechanism. Will be advertised in 8 
of America's leading national home 
and garden magazines. Our liberal / 

discounts offer you a big profit- 
making opportunity for 1936. Jm / 

Ask your jobber or M/ four other 
write us for details f ^ 


E. C. STEARNS 
i & CO. 
Syracuse, N. V. 


The dealer selling E!agle Gasoline and Oil Cans has the 
advantage of selling a can with a special cap which 
never sticks. Easy to put on—Easy to remove. All 
sizes have wide mouth filler openings. For easy identi¬ 
fication, oil cans are decorated in blue, gasoline cans 
are all red enameled. Write us for complete deUils of 
these ^special feature” cans and name of jobber stock¬ 
ing them in your territory. 


EAGLE MANUFACTURING CO. 

Wellsburg, W. Va. 


SELL THE CAN 


tvUh the 


“HANDY-GRIP” CAP 


EAGLE 


Gasoline and Oil 


CANS 


have this 


exclusive feature 


Caere’s the answer 


fo profitable repeat sales. Sell your customers 
these high standard, dependable assembly 
units that meet the most exacting require¬ 
ments. Precision-made of highest grade 
materials, HOLTITE Products have strength 
far beyond ordinary demands. Stock the 
complete line—there's a HOLTITE Product 
for every purpose. Furnished in all finishes. 

Sold through Hardware Jobbers 


Continental Screw Co. 


Office & Factory 
NEW BEDFORD 
Ma ssachusetf s 


SOUTHERN BRANCH 

142 I Fort Street 
Chattanooga, Tenn. 


WESTERN BRANCH 
6529 Russell Street 
Detroit, Michigan 


Sales Helps FREE 


But vyhether home owners 
walk or ride you can get them 
to your store by informing 
them how cheaply and easily 
they can finish their own 
floors, with our modern Floor 
Sander which requires no ex¬ 
perience to operate. A single 
machine will develop in excess 
of $60.00 per month In rental 
income on an investment lees 
than many dealers suppose. 


Floor Sander 

May be had on time m- 
ments as low as $10.45 ‘ 
per month. Its averane 
eaminos produce enough 
income to show a hand¬ 
some profit in excess of 
time - payment require¬ 
ments. 

We furnish you with Window Displays and Mail¬ 
ing Folders which bring business. MsM the 
eoupoH. 


Lincoln-Schlueter Floor Mach. Co.. 212 W. Grand Ave., Chicago. III. 
Please send us full information covering the new SPEED-O- 
LITE SANDER. D Interested in time payment plan. 

Name .. . 

Address. 

City.State. 
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lUFKIN 

TAPES - RULES 
PRECISION TOOLS 


Mr. 

Hardware Dealer 

Are You Selling 

lUFKIN 

PRECISION TOOLS 


to the Industrial Trade 
in Your City? 



They are first choice where 
QUAUTY and PRECISION 
are considered. 


13,400 Factory Executives 

requested catalogs of Lufkin 
Precision Tools at the recent 
Cleveland Machine Tool'Show! 

These men are 
your customers. 

They will specify 
Lufkin Precision 
Tools. 

Can You Serve Them 


TH EluFKiN Rule f!o. 

SAGINAW.AAICHIGAN. U.S.A. 

NEW YORK 
I 06 -II 0 Lafayette St. 

Canadian Factory 
WINDSOR, ONTARIO 


Federal Loan Plans and 
Industrial Equipment Market 

(Continued from page 58) 


and factory construction mate¬ 
rials. 

Under amendments to the Fed¬ 
eral Housing Act approved on 
May 28 industrial and commercial 
loans up to $50,000 are permitted 
for the modernization of equip¬ 
ment as well as buildings. The 
Act, at the same time, was pro¬ 
longed by amendment from the 
original expiration date of Jan. 1, 
1936, until April 1, 1936. The 
new regulations, as they affect 
loans to industrial concerns are: 

Advance Credit 

“An advance in credit in excess 
of $2000 but not in excess of $50,- 
000 must have been made for the 
purpose of (1) repair, alteration, 
or improvement of real property 
already improved by, or converted 
into, apartment or multiple family 
houses, hotels, office, business or 
other commercial buildings, hos¬ 
pitals, orphanages, colleges, 
schools, or manufacturing or in¬ 
dustrial plants^ or (2) the pur¬ 
chase and installation, in connec¬ 
tion with the foregoing types of 
property of such equipment and 
machinery^ with or without any 
structural changes in the build¬ 
ings, as are peculiarly adapted to 
the business conducted therein or 
necessary in the operation there¬ 
of.” 

It is estimated that throughout 
the country there are, according to 
the latest available Census figures, 
141,776 manufacturing establish¬ 
ments that have thus been made 
available for credit advances for 
modernization and repairs. In the 
loans made for the purchase of 
equipment, strictly portable items, 
such as unattached bench tools, 
are not eligible. However, a con¬ 
nection of an item by wire, lube, 
hose, or flue is considered at¬ 
tached and permanently installed 
and therefore qualifies under the 
regulations. 

Direct Loans 

Direct loans to industry for the 
purpose of maintaining or in¬ 
creasing employment are also be¬ 


ing made by Federal Reserve 
Banks, as well as the Reconstruc¬ 
tion Finance Corporation. Of the 
$580 millions made available for 
such loans more than $150 mil¬ 
lions have been loaned since the 
funds became available on June 
19, 1934. In an indirect manner, 
these employment loans to indus¬ 
try are also assisting in bringing 
about a revival of the industrial 
equipment market. 

Another measure to aid indus¬ 
try is now awaiting the considera¬ 
tion of Congress. This bill known 
as H. R. No. 8250, as introduced 
on June 21 by Representative 
Chauncey W. Reed, of Illinois, 
provides for the creation of an 
Industrial Loan Corporation, and 
embodies features of the Morris 
Plan. Its objective is to provide 
a means whereby small industries 
may obtain financial assistance 
from their local banks. Repre¬ 
sentative Reed is of the opinion 
that existing measures do not pro¬ 
vide the smaller, sound industrial 
concerns with the long-term credit 
facilities they require. Under the 
provisions oi this proposed mea¬ 
sure, the Industrial Loan Corpora¬ 
tion would have a capital stock 
of $1,000,000,000, and would be 
empowered to make loans not ex¬ 
ceeding $500,000 each, which 
must mature on or before the ex¬ 
piration of five years. 

Goodrich Tractor 
Tire Encyclopedia 

A 32 page “Farm Tractor Tire^ 
Handbook’* of interest to manufacturera 
and dealers of farm equipment has re¬ 
cently been published by the B. F. 
Goodrich Co., Akron, Ohio. The book¬ 
let has as its object the distribution 
of information concerning advantages 
of rubber tires on farm power units in 
agriculture and transportation of agri¬ 
cultural products. Results of state 
agricultural college tests are reviewed. 
The volume is illustrated and contains 
five pages of tire data and specifica¬ 
tions, load and inflation tables, and 
tractor tire and wheel specifications, as 
well as instructions on wheel weights 
and servicing low pressure tires in th#j 
field. 
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A SOLID STEEL 

CASTING ROD 

Under 

$Too 


1 


T HE ROD which amazed the 
* tackle market three seasons 
ogo, and which has been selling 
in constantly increasing volume 
ever since. Made of exclusive 
grade hi-carbon oil-tempered 
steel, it cannot be compared with 
other low-priced rods for tough¬ 
ness, resiliency and workmanship. 
See and compare Premax before 
buying rods. Price 50c up. Each 
an astounding value in genuine 
satisfaction. A$k your jobber or 
wrtfe for Bulletin H. 


Year Round Profits from 

WATERPROOFING! 

Winter Snow and Slush—Spring — 

Rains—the seasons when this 
new kind of Clear Waterproof¬ 
ing sells hest. 

RAiny Dfly 

WATERPROOFS Clothing, Shoes, 

No Oil, 


Anything made of cloth, canvas, 
leather, or wood can be made water¬ 
proof instantly! Every farmer, every 
sportsman, every business, every home 
(particularly with children) has 
dozens of uses for RAINY DAY! 
Easy to use; shuts out water, but does 
not stop up pores or keep out air. 
Increases life of material; makes 
leather soft aiid pliable. 

Order from your jobber or direct if 
he cannot supply you. Attractive 
Sales Helps. Complete information 
upon request. 

PROTECTION PRODUCTS MFG. CO. 

7436 Second Ave., Detroit 



PRICED RIGHT! 

Quarts Pints 8hoe-8iz« 
$1.25 75c 25c 


CAN A HOLE 
HOLD 
WATER? 

FIND OUT 

Novel demonstra¬ 
tion sent free. If it 
sells you, it will 
sell your customers! 


PREMAX Sales division, Chisholm-Ryder Co., Inc., Niagara Falls. N. Y. 


Nmtionally AdvortUed in Popular Mochaniee and 
Popular Sdmneo Monthly 




Pardon me for buffing in: I’m looking 
for some addifional lines fo represent 
Know where I can find any good 
ones? 


Cerfainly! You’ll find many good 
accounfs adverfising under fhe 
heading of “Sales Represenfafives 
Wanfed” in fhe Classified Sec- 
Hon of HARDWARE ACE. Read 
the ads in every issue and you 
will be reasonably sure fo find 
fhe kind of a line you want 
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TWO BIG PROFIT-MAKING 

FREE DEALS 


free 

^ _ l-lb. c.n cv ASOCAS A DtST 



““CVANOCASA-Wsr 

... 


free_ 


-"^OCASA-DUST 

““CVANOCAsTd^^*’'* 

Total Coi^ I .( 

THISOFFER GOOD FOR DELIVERY 
March 1st to April 30th, 1936 

Every alert hardware dealer should take advantage of these 
CYANOGAS FREE DEALS. 

(YANOGAS—a gas-producing powder— INSTANTLY KILLS 
rats, moles, gophers, prairie dogs, ground squirrels—wood¬ 
chucks (groundhogs) and other burrowing pests, also ants 
and many insects. 

ORDER FROM YOUR WHOLESALER TODAY 

AMERICAN CYANAMID & CHEMICAL CORPORATION 

30 ROCKEFELLER PLAZA NEW YORK, N. Y. 


^'c the CAS THAT KILLS 'r,. 



CALCIUM CVANlOe 

THE UNIVERSAL PEST DESTROYER 
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ARMSTRONG 



3 Turning Tools 
2 Cutting-off Totls 
Knurling Tool 
Boring Tool 
Threading Tool 
with High Spood 
r w Cutters and 

Does Every Lathe » 

Operation «•“' ®*“ 

The ACE Set provide® the proper tool for 
every metal-cutting lathe operation. De¬ 
signed and manufactured by ARMSTRONG, 
makers of the lathe tools used in over 96 % 
of the machine shops and industrial plants, 
ACE Tools far surpass in quality and finish 
those ordinarily sold for home workshops, 
still are priced to meet all competition. 

Sold by hardware stores 
everywhere, individually or 
in the Lathe Set — ACE 
TOOLS can make you 
“Homecraft Headquarters" 
In your community. Display 
them prominently. Invite 
comparison. They will sell 
themselves and your store. 


Priced to 
meet all 
competition 


Tools for Home Workshops 

ACE 

Lathe Sets 



Write for Counter Cireulara 

ARMSTRONG BROS. TOOL CO. 

**Tkm Tool Holdor People*’ 

314 N. Francisco Arc., CHICAGO. U.S.A. 
New Yerk Salee Offles: 109 Lafayette Street 




• Expressing Philadelphia's 
ultimate in mcxlem appoint¬ 
ments and guest comfort. 

1200 OUTSIDE ROOMS 
1200 MODERN BATHS 
RATES BEGIN AT $3.50 


BENJAMIN 

FRANKLIN 

WKg\Wm^W PHILADELPHIA 

nw A MmMM Samuel Earley, Mgr. 


Russell Sells the Factory 

{Continued from page dO) 


In the accompanying illustra¬ 
tion, showing one of the Russell 
new products clinics in progress, 
the line being studied by the com¬ 
pany’s industrial and automotive 
department heads and salesmen 
happens to be an automotive line, 
but the same practice is followed 
with industrial products. Many 
factories and other industrial con¬ 
cerns in the company’s territory 
operate large fleets of trucks and 
cars, and often maintain their 



ROBERT H. RUSSELL 


own repair shops. Russell sales¬ 
men in their calls on such indus¬ 
trial establishments can thus, on 
one visit, solicit orders for both 
mill and automotive supplies. 
Naturally other regular outlets 
for both lines are also regularly 
visited. 

In the company’s latest catalog 
effective use was made of a pic¬ 
ture showing a Holyoke factory 
machinist who has purchased the 
tools of his trade from four gen¬ 
erations of Russell’s. This custo¬ 
mer has been waited on by Joel, 
Robert, Henry L., and Stuart A. 
Russell. This human interest idea 
made an interesting feature in the 
catalog and one which could not 
fail to impress prospects with the 
company’s stability and standing. 
The picture is shown with this 
article. 

Holyoke is an important indus¬ 
trial center having many textile 
and paper mills in addition to 
factories producing a widely di¬ 
versified assortment of products. 
J. Russell & Cq., Inc., was 
founded in 1848, as a tool house 


catering to factory trade, and has 
since continued to actively de¬ 
velop the industrial market. Mean¬ 
while, the wholesale and retail 
hardware and the automotive de¬ 
partments have become very im¬ 
portant, and integral parts of the 
business. 

Robert J. Russell, who now 
manages the business, is a past 
president of the New England 
Hardware Dealers’ Association 
and of the Western Massachusetts 
Hardware Association, and has 
regularly and actively partici¬ 
pated in the annual conventions 
of the former organization. He 
has also frequently attended and 
participated in the conventions of 
the National Retail Hardware As¬ 
sociation and the National Supply 
and Machinery Distributors’ As¬ 
sociation. A younger brother, 
Stuart A., assists in the manage¬ 
ment of the company. The firm 
has 70 employees. Department 
heads are: Miles Stray, in charge 
of Industrial Sales; Hi Chaffee, in 
charge of Dealers Sales, and Lou 
Beushausen, in charge of Auto¬ 
motive Sales. Unusual facts about 
this trio of department chiefs are 
that their average age is about 40, 
and that all three have had about 
15 years’ experience in the lines 
which they now supervise. 



This Holyoke, Mass^ machinist has 
purchased his hardware, tools, and 
factory supplies from four genera¬ 
tions of the Russell family. 
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SURE-GRIP 


HOSE CLAMPS 


"Sur«-Gript" are the most de- 
pendoble hose clomps mode. They 
hove no row edges to rnst or 
corrode beconse they ore gol- 
voniied otter oil the mochining 
operotions ore completed. There 
is o "Snre-Grip" to fit every hose. 

Speciol clomps mode to order. 

Ask your jobber—or write direct. 

J. R. CLANCY, Inc. 

Syracuss^ N. Y. 


SPEEDY PAINT SPRAYER 


W. R. BROWN COMPANY - 2014 N. Major Ave. - CfflCAGO 


View of Speedy Paint Sprayer No. 850 in work¬ 
shop of the Model Home of America^ Atlantic City. 
Professional type electric spray equipment listing 
as low as $20 and $14. Others $5.00 and up. Auto 
power sprayers list from $2.60 up. Speedy sprayers 
are professional type for all general painting, var¬ 
nishing, otc. Low cost makes selling easy. Built 
right for long life. 

Dealers: Write for complete details, prices and 
discounts. 


ELECTRIC 

COMPRESSOR 

OUTFITS 

LIST AS LOW AS 

$20 and $14 

COMPLETE 
(without motor) 


has a sine coating almost twice as heavy as some other widely and 
more or less carelessly advertised lines. 

On top of this sine coating there is baked a coat of high quality 
enamel thns reducing corrosion almost to the vanishing point. 

THE LIFE OF SUPER APEX 

in ^alt Air/’ moisture or gaseous laden climates is almost doable 
the life of cloth made by the old process. 

STEEL — COPPER — GOLDEN BRONZE — SPECIAL ALLOYS 
ANTIQUE BRONZE — ALUMINUM 

HANOVER WIRE CLOTH CO. 

HANOVEB. PENNSYLVANIA 


SUPER APEX 


'■i 

■I *' 


'' V. 


SASH CHAIN G 


Cham—Jack. Safety, Ladder. Register 
Furnace. 


Screws—Wood, Drive. Coach. Machine 
Cap, Set, Thumb, Lock Cap, Knob 


Bolts—Stove. Tire, Sink. 


Nuts—Semi-Finished, Machine Screw 
Acorn Cap. 


Escutcheon Pins. 


THE CORBIN SCREW CORE. 

THE AMERICAN HARDWARE CORPORATION, SUCCESSOR 

NEW BRITAIN, CONN. 

Warehouses: 


New York Chicago 
Philadelphia 


"The MostComplete Line in America" 

EVERY TYPE . EVERY MATERIU • FOR EVERY PURPOSE 

Standsrd Washers 

Brass Washers 

8. A. E. Washers 

Countersunk Finishing 

Riveting Washers 

Washers 

(Klvel Burrs) 

Malleable Iron WMhers 

Sguare Washers 

Light Steel Washers 

Split Repair Washers 

Machinery Bushings 

Fibre Washers 

Carriage Washers 

Expansion Plugs 

And Every 

Other Known Type 


Wrought washer mfg.co. 


"The World's Largest Producer oF Washers” 
MILWAUKEE EST. leei WISCONSIN 
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RUST RESISTING 


Many a hard¬ 
ware cloth has 
gone down to 
frhe "grave** 
and is labeled 
RUST on the 
**tombstone.** 
Not so with 
WICKWIRE 



8 x 8 meth 


GALVANIZED 

HARDWARE CLOTH 


It is “long lived” because made from 
Open Hearth Copper-Bearing Steel 
which resists rust much longer than 
ordinary steel. It is also Galvan¬ 
ized by a method which insures 
added protection and gives it a dura¬ 
ble and attractive finish. Even inch 
widths 12 to 48 ins. Standard and 
special grades. Sell it with confi¬ 
dence. 

Ask your Jokbor for Prkos 


STEEL PRODUCTS 

“NATURAL GAS Mw mad in aur fvr- 
aaaaa pradnaaa vary law tulahar ttaal whith. 
tagethar with a aapper alloy, radiiaat car* 
roolaa.*' 



»:! • K:«:i 


ROTHERS' 




ESrABL>SMEDI873 CORTLAHDNEWYORKUSA. ^^,,...,., 


AT YOUR service/ 


The “Who Makes It” 
Editor will be glad to 
help yoo in your search 
for the name of the manu¬ 
facturer of that product 
you are interested in. 

If you do not find it or 
its trade name listed in 
the current Directory 
Number, in all probabil¬ 
ity it has been incorpo¬ 
rated in the revised list¬ 
ings that are being pre¬ 
pared for the next issue 
of the Directory Number. 
Many such changes are 
being made daily and the 
listings brought up to 
date. 

If your current Direc¬ 
tory does not give you 
the information you seek, 
write the “Who Makes 
It” Editor. He*8 at your 
service! 


Hardware Age 

239 W#*! 39th Str##t N«w York. N Y 

\ IM. — thufirr \ |l f. 
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Greeting Cards Bring Traffic 

(Continued from page 261 


used for each different class of 
card, viz: • birthday, wedding, 
mother’s day, Christmas, etc. Soon 
this hardware store carried over 
200 different varieties of cards. 
And the stock turnover amply 
warranted the space and time de¬ 
voted to this unique hardware 
line. 

Then one day Mr. Cowperth- 
waite noticed how customers con¬ 
gregated around the open card 
displays in large department 
stores. This set him to thinking. 
That night he went to work with 
rule and pencil. Within a week 
he had built a neat display rack 
out of wall boarding, with individ¬ 
ual sections for each variety of 
birthday cards. 

When this open display was 
put in use, it was soon apparent 
that the customers invariably pre¬ 
ferred it to the albums. At the 
same time the open display could 
be used by several patrons at the 
same time. And as an advertising 
medium for cards, there was no 
comparison. 

In a short time Mr. Cowperth- 
waite had two rows of home-made 
racks running nearly half the 
length of his store. And during 
a peak season his stock has con¬ 
sisted of 650 differently designed 
cards. People from many of the 
neighboring towns made this hard¬ 
ware store their card headquar¬ 
ters, even preferring this local 
offering to those of the large 


stores in nearby Philadelphia. 

The holding of this enviable 
card trade has demanded con¬ 
siderable work and foresight. 
There is the continuous search for 
new and up-to-date varieties. Sea¬ 
sonal trends demand fresh and 
elaborate displays. Thus with the 
approach of Easter, Easter cards 
must be given the best display 
location, and the stock on hand 
must include a wisely selected 
variety of modem and old-fash¬ 
ioned types of cards, to satisfy 
the tastes of young and old. 
Humorous verses and drawings 
must supplement the more seri¬ 
ous; sentimental the strait-laced. 
Then there must be stamps, and 
pen and ink available for the last 
minute rushes. 

A well known display of cards 
attracts an endless flow of patrons 
to a store. Which is one of the 
main reasons Mr. Cowperthwaite 
is so interested in maintaining his 
card stock. Not only is there a 
good profit in the card business 
itself, but it brings a steady stream 
of customers, many of whom 
would otherwise seldom enter a 
hardware store. And to get to the 
cards they must run the gauntlet 
of hardware displays — house- 
wares, garden appurtenances, or 
whatever the season demands. 

Thus it is no enigma that with 
the Cowperthwaite card display 
came a very gratifying increase in 
Cowperthwaite hardware sales. 


Factory Selling 

(Continued from page 64) 


lights and all the rest? Every man 
who sails a little tub must have 
these things. But as far as my ex¬ 
perience goes he has to jimmy the 
door and break into a retail hard¬ 
ware store to get in and get them. 

A Profitable Field 

The section of this issue of 
Hardware Age is devoted largely 
to Factory Selling. Here is a field 
that in many cities the retail hard¬ 
ware dealer has just let slip 
through his fingers. The trouble. 


in my judgment, is the retail hard¬ 
ware dealer has not taken the time 
and trouble to call on the factory 
buyer. When he has called the 
buyer has put him up against a 
few low prices from jobbers and 
retailers and the dealer instead of 
putting up a fight just lies down 
and takes the count of ten. As 1 
have written before in this article 
the sympathies of the factories are 
almost entirely with the local re¬ 
tail dealer. He would be glad to 
give him the business, but nat¬ 
urally you cannot get the business 
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YEARS AHEAD : 

Nothinc; yet developed in wood 
pastes compares in these impor* 

tant features with the amaxinfi B ~ ___ 

NEW IMPROVED I < 

WOODFIX im. 


IN QUICK DRYING! 

IN EASY SPREADING! 


nor in its remarkahle 
freedom from the *pro« 
nounced shrinkage so 
common with ordinary 
woodpaste. Contains 
no nitroeellnlose. Abso- 
Intely waterproof. 
Sands, planes — takes 
all finishes. lOe to 
75c and larger. Stea^ 
repeats — order from 
your jobber NOW. 


JohhtTu—vrritf or 
M’frc far HiMcountM 


SHEFFIELD BRONZE POWDER C STENCIL CO., Ine. 

3000 WocNliiill Road, Cleveland, Ohio 



TROWBRIDGE 
GRAFTING WAX 


CnJkFTiNG 


“Best since 1850.” The leading 
Hand or Brash Wax for graft- , 

lug. budding and trimming of all v ^ ^_• 

fruit, ornamental trees, shrutw 

iind vines. Also for painting tree cuts and bruises. New % and 
1 lb. nkgs.. also 5 and 10 lb. containers. 
Ready, profltahle seller. 




, aUCAHOeRUFTINGCOIIM ; 

APPLIED COtO ! 

i WAITCR e. CLARK & SON ; 


Treekote Emulsion 

The new and efficient tree wound dressing, 
pruning and grafting compound for all types 
of tree wounds. Also protects trees from in¬ 
sects and fungi. Applied cold. Not affected 
by hottest weather. Economical. 1 pt. to 6 
gal. cans. Write for Price*. 

Walter E. Clark & Son 


Milford 


Box E 


NEW IMPROVED FAUCET WASHERS 


The 

EASY-TACH 


4 - 4 


Just push in—^no The OLD thknew 
tools needed- 
Avoids broken Pat. No. 

and corroded 2026074 


Put up 6 Saper>Qaality Beveled Rubber Washers and 
4 patented Washer Holders on a Display Card—to re¬ 
tail at 10c per Card. 

Samples sent upon request 

KEYSTONE BRASS & RUBBER CO., 


The Heavy Duty Wrench 

The unbreakable ALL - STEEL 
Coes, the wrench men use on 
work that puts ordinary wrenches 
“Out of commission.^ Built with 
the “Strength of Gibraltar” for 
severest service outdoors or in¬ 
doors. A good seller for heavy 
duty. 7 sizes: 6 to 21 ins., incl. 

Ask your Jobber. 

BEMIS & CALL CO. 

Springfield, Mass. 


MORE SOLD 


More Goi>d Luck Jar Rub¬ 
bers are sold than any other 
kind. Used by experts and 
home canners for 20 years. 
Highest quality jar rubber 
made. Nationally adver 
tised. Excellent profit. Big 
repeats. 10c a doz. Two 
gross (24 cartons) in full 
color display container- ^ 


GOOD LUCK Jar Rubbers 

With the BIG handy lip 

Boston Woven Hose & Rubber Co., Cambridge, Mass. 
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BURDEN 

Horse & Mule 
Shoes 

Hand puddled 
bar Iran and 
Iran rivals 



—for 
over 
100 
years 


BURDEN IRON COMPANY 


TROY, N. Y. 



The Original 
^HORSESHOE MAGNET* 
HAMMERS 

St«€l Ponrlnaat Perma¬ 
nent Maraets. The beet 
maanet hammer* on the 
market Give Iona anS 
satisfactory service. The 
Hammer bolds the tack. 

ARTHUR R. ROBERTSON 

Sole Mmnufmoi m rmr 
§96 AtlMtle Awm^ Mmo. 



GOOD SOLDER 

is etiler to sell — It makes 
satisfied customers. 

Gardiner Acid-Core Solder li 
made of the best materials and 
is of uniform high quality. 
Packed in handy household 
packages and In 1 and 5-lb. 
spools. 

And because of modem pro¬ 
duction methods Gardiner 
Solder actually costs leu than 
eren ordinary solders. 

Your Jobber can supply — 
order it by name. 


4821 8«. Caapball Ava.. ChlssHt III. 


KEY BLANKS 


OF ALL KINDS 



CaUlogtM on gt^oost 


GRAHAM MFC. CO. 


Dept. W. 

Derby, Conn., U. S. A. 







The “Ansonia” 

Good lookinir. thoroughly 
dependable clipper re¬ 
tailing at 10# I Smartly 
I designed counter card 
comet loaded with 12, 
and sells them. At yonr 
jobber*!. Catalog price 
sheet on reqneat 

The H.C.Cook Co. 

Anaonia, Conn. 




before date of issue 
is the closing date 
for the classified ad¬ 
vertising section. 


if you do not get up and go out 
after it. 

The amount of factory buying 
in tools and other items in the 
hardware business is enormous. 
Of course, some of this business is 
so large that the average retail 
dealer cannot handle it. 

But, on the other hand, in every 
local manufacturing establishment, 
in every other local business, there 
is constant use for hardware ar¬ 
ticles. These articles are frequent¬ 
ly bought in very small quantities 
and there is no reason why the 
retail dealer cannot get the busi¬ 
ness if he will go after it. 

For instance, when the writer 
was in the drug and chemical 
manufacturing business we used 
very large quantities of hardware, 
not only tools but machine sup¬ 
plies, leather belting, and all in 
all we bought so much hardware 
that we organized a regular sup¬ 
ply department supplying the 
various departments of our fac¬ 
tories with its needs and the work¬ 
men with their tools. In Perth 
Amboy, N. J., in the rebuilding of 
a factory there, our purchases for 
hardware alone were from $10,000 
to $12,000 per annum. We gave 
this business to a local hardware 
store which gave us excellent ser¬ 
vice. This firm had a salesman in 
our factory every week and looked 
after our business in great shape. 
We might have saved some money 
by buying from manufacturers 


direct, but we were so busy putting 
up the factory in a hurry and we 
needed the goods immediately on 
the spot, so we did very little fac¬ 
tory buying. 

Recently our office has had oc¬ 
casion to make a survey of hard¬ 
ware buying coverihg the whole 
United States. Many of the rec¬ 
ords upon which we have worked 
were obtained in Washington from 
the Department of Commerce or 
from the Census Bureau. When we 
studied this problem of factory 
buying we were surprised at the 
changes that have taken place in 
this country in the last years. 
The retail trade has lost a ver}' 
large part of this business and 
they have lost it, so it is reported, 
because they had not been as ag¬ 
gressive as manufacturers and job¬ 
bers in going after the business. 

Outside Selling Job 

The whole point of this article 
that I have been attempting to 
write in a simple ABC manner is 
that the retailer is entitled to a 
very large share of this class of 
business that is outside of regular 
retailing, but, of course, he will 
not get the business unless he goes 
out after it and is willing to fight 
for it. The business logically be¬ 
longs to the retail trade and with 
energetic action, salesmanship and 
footwork a large part of this busi¬ 
ness can be regained by the retail 
trade. 



Eagle No. 66 
Handy Oiler 

This Handy Oiler is said to sight 
like a revolver, discharge oil as the 
result of trigger action and reach the 
spot whether the distance is % in. or 
25 feet. Has an all brass shell, rein¬ 
forced beaded body, seamless detach¬ 
able brass spout, machined and ground 
brass plunger, no solder connections on 
pump mechanism. According to the 
manufacturer, flow of oil is controlled 
by mechanically operated brass plunger 
located in a position that enables the 
operator to use the index finger; 
plunger does not hide operator’s view 



in close places and does not rock spout 
at the tip end. Pump is not removed 
from can for filling. Attractive counter 
display offered. Eagle Mfg. Co., Wells- 
burg, W. Va. 
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There is 
ALWAYS 
A MARKET 
for 

STEWART 

PRODUCTS 


IRON FENCES 
and entrance gates 

CHAIN LINK WIRE 
fences and gates 

SETTEES AND 
outdoor furniture 

IRON RAILINGS 
for stairs, porches, etc* 

Write for dealer 
proposition 


Tf?e STEWART IRON 
WORKS CO., Inc. 

334 Stewart Block 
CINCINNATI, OHIO 



8 ALWAYS NEEDED! 

A idmt of 

WHOLESALE 

HARDWARE 

HOUSES GMmw 

Namet and Addreatet: Capitahra- 
tions: Lines Handled: Tenitone* 
Covered; Number of Men Travelled: 
Names of Officers and Buyers. 

Umefssi for 

PERSONAL SALES CONTACTS 
PrlM 010.00 a CREDIT department 

COaak wtah Order DIRECT MAIL WORK 

■ABDWARE AGE VERIFIED LIST 

239 W. S9th ST.. NEW YORK, N. Y. 


R. MURPHY’S STAY SHARP 
PAPER HANGERS’ KNIVES 


In 1860—86 years aao .... 

the flneat of work knives. 

In 1086—86 years later .... 
Still the finest of work knives— 
better than ever. 

Sell R. Murphy’s Work Knives. 
They are profitable. The only 
“comeback” is for more. 

Complete catalog prices on 
reguest 

ROBERT MURPHY'S SONS CO. 

Ayer, Mass., Est. 1850 


Paper Hansrers* Knlyea 
MADE IN 5 STYLES 
No. 3 Bound Point SH” blade 

No. 3 Round Point 3%" blade 

No. 2 Square Point 3%" blade 

No. 3 Square Point 3%" blade 

No. 1 Square Point S” blade 

OTHER GOOD SELLERS 
Shoe Knives Piaster Knivas 
Oyster Knivas KItshea Knives 
Sklviaa Knives Steneil Knives 
Rubber Knives Manual Trainiat 
Clam Knives Knivas 

Mackerel Knives Reoflni Knives 
Cigar Knives Shirt Cutters' 
Pruning Knives Blades and 

Oileloth Knives Handles 



NEW 

Silent Salesman tor 

STOVINK 

Will greatly increase your 
sales of this thoroughly 
established necessity. Stov- 
ink-blacking for hot stoves— 
guaranteed not to bum off— 
is in steady demand ever>'- 
where. 

All shipments of one-onnce 
size now being made in new 
display carton containing 
twelve bottles. 

JOHNSON’S LABORATORY, Inc. 

Manufacturina Chemists 
WORCESTER, MASS. 


for Safety and 
/\g^ Satisfaction 

AGCO 




^ WELDED and WELDLESS 
CHAIN 

Made by the World's Largest 
Manufacturer of Welded 
and Weldless Chain. 

Amarioan Chain Company, Inc. 
Bridgaport, Conn. 

World’s Largast Manuiacturar 
of Waldad and Waldlasu Chain 

B USJNESS FOR YOUR SAFETY 



800 


TORCH 


8 





























Classified Opportunities Section 


Um this section to reach Hardware Manufacturer$j Manufacturers* Agents^ 
Jobbers^ Jobbers* Sidesmen, Retailers and Retail Salesmen 


• CLASSIFIED advertising RATES 


PositiMt Wanted Advertisements 

at special rate of one cent a word* aslnl- 
asnas 50 cents per insertion. 

All nthor ClMoHleatlont 

Set Solid, Maainioni of 50 words.«. .$5.00 

Each additional word.06 

All Capitals, Maximnni of 50 words. . 4.00 

Each additional word.06 

Allow Seven Words for Keyed Address, 

Bond Ditplay RatM 

1 inch .$5.00 

Each additional Inch .4.00 


DIaeaunts tor Contomitlvo Inao rt loe n 
4 Inscstions, 10% odi 8 in se rt ions 1B% od. 
Duo to the special rate, theao disoonats do 
nut apply on Positions Wanted Adrortis^ 
Bsents 

KMinANOC MUST^MOMPANY 0RK8 

Send check or money order, 
not eummey, 

HARDWARE AGE is pnhllshed erory otiMr 
Thursday. QassiSed fonns close MS days 
previous to date of puhlication. 


NOTE 

Samples of Literature, Mer* 
ehandise. Catalogs, etc., will 

not be forwarded. 

_— o — 

Addroos yoiir corrasiMMidoiico and ropMoo So 

HARDWARE AGE 

Ctassifiod OpportunUies Depu 

239 West 39tli St., New York City 


* Business Opportunities 




TAPS DRILLS DIES 

Tap Wrenches, Die Stocks, Bridge Reamers. 
Large stock Special and Regular sises. worthy 
of attention of quantity buyers. Best Amer¬ 
ican makes; very low prices. 

HENRY K. FORT COMPANY 

221227 N. American St., Phlla., Pa. 


. I WANT TO BUY A retail hardware store 
m New England. Prefer a community of 15,000 
to 50,000 population. Your letter containing full 
details will be held in strict confidence. Address 
Box E-2, care of Hardware Age, 140 Federal St., 
Boston, Mass. 

WHOLE¬ 
SALE hardware firm in the East doing a volume 
business. A bargain to a quick buyer. Going 
into the manufacturing line. Address Box B-963, 
care of Hardware Age, 239 W. 39th St.. N. Y. 
City. 

~ FOR SALE—HARDWARE BUSINESS AND 
building. Business established over fifty years, 
l^ated in one of the best sections of Pittsburgh, 
Pa. Clean stock. Building is a three-story brick 
with a two-story frame in rear. Not interested 
in brokers or special sales. Address Box B-959, 
care of Hardware Age, 239 W. 39th St.. N. Y. 
City. 

STORE FOR SALE—A GOING hardwRre, 
housefumishings Rnd paint store located in a 
^riving suburban community near New York 
City can be purchased at a sacrifice price. The 
clean and well-balanced stock together with the 
store s modem display fixtures will inventory 
about $5,500, but can be bought for $3,500 cash. 
Address Box B-962, care of Hardware Age, 239 
W. 39th St. N. Y. City. 


::s Representatives Want: 


WANTED—SALESMAN WHO CALLS ON 
trade regularly to sell salesbooks. register forms, 
paling tape. State territory covered. Address— 
Syracuse Salesbook Company, Dept. H, Syracuse, 
New York. 


WANTED: SALESMEN CALLING ONLY 
ON retailers of hardware and plumbing supplies. 
Commission basis. Exceptionally good side line. 
Old established reliable firm. Give particulars. 
Address Box B-967, care of Hardware Age, 239 
W. 39th St., N. Y. City. 


SALESMEN DESIRING PERMANENT 
CONNECTION- WITH reliable corporation man¬ 
ufacturing finest fastest sellers, call_ on furniture, 
hardware, department stores, also jobbers, either 
whole or part time. Address—Dustmaster Corp., 
Dept. H-3, 600 First Avenue North, Minneapolis, 
Minnesota. 


WE WANT SALESMEN CALLING ON 
garages, filling stations and hardware stores to 
sell our line of fast selling, nationally known 
merchandise. Small initi?l investment reouired 
which is guaranteed. Tell us lines carried and 
territory covered in first letter. Write us today. 
Address Central Sales Company, Box 538. Has¬ 
tings, Nebraska. 


A LARGE AND WELL-KNOWN COM¬ 
PANY, manufacturing a varied line of hardware, 
are in the field for commission salesmen, who in 
turn must have well-established lines and fields 
of activity cither among jobbers and large con¬ 
sumers. or separately. In reply give full details 
of territory regularly covered, and firms repre¬ 
sented. Address Box B-970. care of Hardware 
Age, 239 W. 39th St., N. Y. City. 


MANUFACTURERS’ REPRESENTATIVES 
CALLING ON THE BUILDERS’ HARDWARE 
TRADE TO HANDLE A FIRST OUALITY 
LINE OF BUILDERS’ HARDWARE. LIB¬ 
ERAL COMMISSION WITH FULL REPEAT 
IN RESTRICTED TERRITORY. GIVE FULL 
QUALIFICATIONS. ADDRESS BOX B-957, 
CARE OF HARDWARE AGE. 239 W. 39TH 
STREET. NEW YORK CITY. 


SALESMEN WANTED TO SELL AS a side 
line on a commission basis a line of electric light 
bulbs manufactured under General Electric Com¬ 
pany’s patents. Several territories open. Must 
have following with wholesale tsade only. Appli¬ 
cants must state territory wanted, also lines now 
carried. All replies ^ will be strictly confiden¬ 
tial. Address Economic Lamp Company, Malden, 
Mass. 


SALESMEN—TO REPRESENT OLD WELL- 
ESTABLISHED concern in following States: 
Pennsylvania, Ohio. Michigan. Alabama, Georgia. 
Florida. Iowa, North Dakota, South Dakota, Mon¬ 
tana. Idaho, Nevada. Splendid opportunity for live 
wires to sell high-grade line of saws to hardware 
tobbers and to retail hardware stores through 
hardware jobbers. State references, lines now 
carried, class of trade covered and how often. 
Address Box B-952, care of Hardware Age, 239 
W. 39th St.. N. Y. City. 


Sales Representatives Wanted Sales Represenfatires Wanted 


Manufacturers’ representatives calling on hard¬ 
ware, Janitor and mill supply trade to handle' 
Skat Metal Polish as a side line on strictly * 
commission basis. Remarkable repeat business. * 
Please furnish references, experience and terrl-i 
tory covered. I 

THE SKAT COMPANY. Hartford. Conn.] 


I To sell leather half soles and rubber heels to 
I jobbers In New England. Ohio. Indiana and 
I Southwest. Straight oommlsslon on all orders re¬ 
ceived from territory. Line established In 1920. 

THE HAGERSTOWN LEATHER COMPANY 
Haoarttewn. Maryland 


SALESMEN—TO REPRESENT OLD WELL- 
ESTABLISHED concern calling on mill supply 
distributors; also on saw mills and large indus¬ 
trial consumers in the following States: Ohio, 
Pennsylvania, New York, Alabama, Georgia, Flor¬ 
ida. Mississippi, Louisiana, North Dakota, South 
Dakota, Montana, Idaho, Nevada. Splendid oppor¬ 
tunity for live wires to sell high-grade line of 
saws through mill supply distributors. State ref¬ 
erences, lines now carri^, class of trade covered 
and how often. Address Box B-953. care of 
Hardware Age, 239 W. 39th St., N. Y. City. 


Help Wanted 


NATIONALLY KNOWN MANUFACTURER 
18 LOOKING FOR AN . 
EXPERIENCED HARDWARE MAN 
Age 30 to 40 yean, to take charge of their New 
York OfBce. OfBoe hee been eetabUebed twelve 
yean. Applicant muet be acquainted with jobbing 
trade in Metropolitan Dlitriet, Philadelphia. Bal¬ 
timore. Washington and Virginia. Salary and 
honut. 

Addreat Box B-547. emre of HARDWARE AGE. 
230 W. SOtk St.. New York City 


HARDWARE SALESMEN—WE HAVE SEV¬ 
ERAL openings at the present time for hardware 
salesmen with followings among the industrial 
plants in the metropolitan district of New York 
City. These positions pay $25 a week with com¬ 
mission plus car expenses. Address Associated 
Placement Bureau. 152 W. 42nd St., N. Y. City. 


SALESMAN WITH FOLLOWING IN RE- 
TAIT. hardw.*'re trade to sell full line of electrical 
supplies, plumbing supplies and hardware special¬ 
ties. Position open with a pr^ressive Jersey job¬ 
ber. Prefer man familiar with Southern Jersey 
trade. Liberal commission. Write details and 
references. Address Box B-969. care of Hard¬ 
ware Age, 239 W. 39th St., N. Y. City. 


Builders' Hardware Salesman Wanted 

Boston territory — must have contact 
with buyers and be able to show clean 
record. Man over 40 preferred. Tell all 
about yourself first letter. 

Address Box B-964, 
care of HARDWARE: AGEl. 

239 W. 89tli St., New York City. 


Sales Accounts Wanted 


MANUFACTURER’S REPRESENTATIVE 
WITH HEADQUARTERS IN Detroit, Michi¬ 
gan, desires volume and other lines for Michigan. 
Would consider Northern Ohio covering the l^rd- 
warc jobbers and large retailers, department and 
electrical stores and lumber dealers. Would con¬ 
sider Detroit as a distributing point. Address 
Box B-955, care of Hardware Age, 239 W. 39th 
St., N. Y. City. 


HARDWARE AGE 


Digitized by 


Google 













































Sales Accounts Wanted 


MANUFACTURING RIGHTS WANTED BY 
CANADIAN FACTORY. A large Canadian fac¬ 
tory with 25 years* excellent manufacturing and 
selling record to the farm and hardware trade, can 
handle additional lines. Royalty or other basis. 
This is an opportunity for United States firm to 
find a profitable Canadian market without the ex¬ 
pense of setting up plant. All communications 
held strictly confidential. Address Box B-9S1, 
care of Hardware Age, 239 W. 39th St., New 
V'ork City. 

WOULD LIKE TO SECURE SEVERAL ES¬ 
TABLISHED OR UNESTABLISHED LINES 
OR SPECIALTIES SELLING TO JOBBERS 
OR DEALERS OF HARDWARE, HOUSE- 
WAR^ DRUG, DEPARTMENT AND CHAIN 
STORES. WE HAVE AT OUR DISPOSAL A 
NUMBER OF HIGHLY EXPERIENCED AND 
SUCCESSFUL SALESMEN WITH WIDE 
FOLLOWING. NEW YORK AND EASTERN 
STATES. ADDRESS BOX B-968, CARE OF 
HARDWARE AGE, 239 W. 39TH ST.. N. Y. 
CITY. 


Positions Wantld 


Hardware Personnel 

Our flies contain applications of several hundred ex- 


Positions Wanted 


Positions Wanted 


SALESMAN WITH ESTABLISHED FOL¬ 
LOWING IN Western New York would like to 
connect with a manufacturer of a fast selling 
product to the hardware, novelty, drug and de¬ 
partment store trades. Experienced in developing 
market with new items. Address Box B-958, care 
of Hardware Age, 239 W. 39th St.. N. Y. City. 

ACCOUNTANT - BOOKKEEPER. OFFICE 
MANAGER, EXECUTIVE, 13 years’ thorough 
experience, credits, collections, systematizer, com¬ 
plete office control, accustomed responsibilities; 
9 years in hardware, plumbing, and real estate 
supplies. Good personality and references. Ad¬ 
dress Box B-942. care of Hardware Age, 239 
W. 39th St., N. Y. City. _ 

THE UNDERSIGNED OFFERS HIS SER¬ 
VICE to a manufacturer who is seeking a re¬ 
liable and experienced salesman to cover the 
Southern States, calling on the jobbing trade. 
Fifteen years’ highly successful experience in 
the South calling on hardware jobbers. Address 
Box B-913, care of Hardware Age, 239 W. 39th 
St., N. Y. City. 


TRAVELING SPECIALTY SALESMAN 15 
YEARS’ EXPERIENCE covering 36 States sell¬ 
ing to wholesale hardware, auto, factory, plumbing, 
sporting goods, large industries, railroads, con¬ 
tractors, large retail hardware, furniture and seed 
jobbers. Clean cut, active, convincing, experienced 
in demonstrating and advertising. Address Box 
B-944, care of Hardware Age, 239 W. 39th St., 
X. Y. City. 


SALES MANAGER 

WITH TEN TEARS' CONTACT 

with hardware, mill supply and industrial 
fields, national and foreign, is ready to 
undertake a sales building job. Wide per¬ 
sonal acquaintance among the larger buy¬ 
ers in these fields. Thoroughly experienced 
in sales direct to user as well as through 
jobber and dealer outlets. Also operation of 
branch sales offices and warehouses. Ameri¬ 
can, with mature judgment and young 
enough to use it aggressively. Married. 
Speak several languages. Traveled exten¬ 
sively in field work and will locate any¬ 
where. Willing to base compensation upon 
results accomplished. 

Addrsts BOX B-B3S. care of HARDWARE AGE. 

239 W. 3dth Bt.. N. Y. City 


advertising—SALES PROMOTION: 16 
YEARS preparing manufacturers’ advertising and 
sales plans—worked with dealers and specialty 
salesmen—familiar with electrical merchandising, 
air-conditioning, and new building and moderniza¬ 
tion—will bring broad and intensive experience to 
company requiring advertising or sales manager. 
Address Box B-965, care of Hardware Ace. 239 
W. 39 St., N. Y. City. 


perlenced and well-trained employees in the hard¬ 
ware Industries. 

NO CHARGE TO EMPLOYERS FOR THIS 
SERVICE 

If we can be of any help to you. Just phone 
ASSOCIATED PLACEMENT BUREAU 
152 West 42nd Street New York City 

WI8. 7-1802. 1803 


YOUNG MAN EXPERIENCED HARD¬ 
WARE AND sporting goods clerk and book¬ 
keeper. Can type and operate mimeograph. Good 
health. Good reference and will go anywhere. 
Address Box B-9S4, care of Hardware Ace, 239 
W. 39th St., N. Y. City. 

YOUNG MAN LIVING IN New York City 
with 11 years’ retail experience in one establish¬ 
ment selling hardware, housefurnishings, paints, 
and electrical merchandise, desires connection with 
substantial retail concern, wholesaler or manu¬ 
facturer. Electrical repairing and locksmith ex¬ 
perience. Best of references. Address Box B-936, 
rare of Hardware Age, 239 W. 39th St., N. Y. 
City. 


SALESMAN. THIRTY-FIVE YEARS OLD 
with twelve years’ successful selling experience 
would like to connect with a reputable manufac¬ 
turer. Sold the drug and hardware jobbing trade 
in the South, Middle West and New England. 
At present employed but will be available Febru¬ 
ary 15th. Address Box B-956, care of Hardware 
Ace, 239 W. 39th St., N. Y. City. 

HARDWARE BUYER: WHOLESALE, 
EIGHTEEN YEARS’ purchasing experience. 
Capable, reliable and competent. Making change. 
Twenty years’ wholesale experience with two job¬ 
bers. Excellent record and references. Know the 
jobbing business from A to Z. Correspondence 
invited. Address Box B-966, care of Hardware 
Ace, 239 W. 39th St.. N. Y. City. 

EXPERIENCED SALESMAN, AGE 4ol 
WANTS job selling merchants or manufacturers 
in the Tennessee Valley Territory. Prefer hard¬ 
ware or automotive line for iobber or manufac¬ 
turer. Can arrange to warehouse stock here if 
desirable. Commission or salary basis. Address 
P. O. Box 279, Florence, Ala. 


EXPERIENCED IN HARDWARE, HOUSE 
FURNISHINGS, ELECTRICAL, plumbing, mill 
and factory supplies; store departmentizing and 
display work, also considerable experience in win¬ 
dow trimming doing my own show card and ‘^ign 
work. Desire to locate for a permanent position 
where hard work and good sales work will be 
appreciated. Address Box B-961, care of Hard¬ 
ware Ace, 239 W. 39th St., N. Y. C. 


DISPLAY MAN, AD MAN, SIGN WRITER, 
12 years’ experience, 36 years old, marri':^. Best 
references. Can build and install good selling 
windows, write forceful ads, make all kinds of 
signs, backgrounds, etc. _ Winner of many na¬ 
tional display and advertising contests. ®**^*J' 
enced in hardware, auto accessories, household, 
electrical appliances, toys, sporting goods, koda^ 
cutlery, paints, etc. Capable of managing all salts 
promotion. Address Box B-960. care of Hardware 
Age, 239 W. 39th St., N. Y. City. 


Some Items of Interest 

Did you know that^ 

Nine out of ten (92%) of the advertisers using the national hard¬ 
ware papers during 1935 used Hardware Age! 

and 

Seven out of Ten (69%) of those who used Hardware Age dur¬ 
ing 1935 used Hardware Age ONLY. 

This great advertiser preference for and confidence in Hardware 
Age has been built up year by year as more and more manufac¬ 
turers experienced its effectiveness as an instrument for cultivating 
the great hardware market. 


Advertisers, experienced in marketing through the hardware trade, 
know that it Pays to Concentrate in Hardware Age. 
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• INDEX TO ADVERTISERS • 


Tim DasA f—) M/catef timt tim A^vrtlmtimnt Dot Not Ap^oor In TMi Issoo 


A 

Abrasive Products, Inc. — 

Alabastine Co. 45 

Aladdin Industries, Inc. — 

Albion Mfg. Co. — 

Allen Mfg. Co. 

Allen Mfg. Co., W. D. — 

Allith-Prouty Mfg. Co. — 


Aluminum Goods Mfg. Co. 91 

American Can Co. — 

American Chain Co., Inc. 85 

American Cyanamid & Chemical 

Corp. 79 

American Fork A Hoe Co. 1 


American Gas Machine Co., Inc. — 

American Pad & Textile Co. — 

American Safety Razor Co. •— 

American Sheet & Tin Plate Co. 

(U. S. Steel Corp. Subsidiary) 8 
American Steel & Wire Co. 

(U. S. Steel Corp. Subsidiary) 6-7 

American Weekly, The. — 

American Wire Fabrics Co. — 

Ames Baldwin Wyoming Co.... — 

Animal Trap Co. of America.. - 

Arcade Mfg. Co. — 

Archer, Daniels, Midland Co... — 

Armstrong Bros. Tool Co. 80 

Atkins & Co., E. C. — 

B 

Babcock Co., W. W. — 

Baker Brush Co. — 

Barrett Company, The. — 

Barton Corporation, The. — 

Bassick Company, The. — 

Behr-Manning Corp. — 


Bemis ft Call Co. 83 

Bethlehem Steel Company. — 

Bissell Carpet Sweeper Co. — 

Blair Mfg. Co. — 

Blaisdell Pencil Co. 75 

Bommer Spring Hinge Co. 61 

Boston Varnish Co. — 

Boston Woven Hose ft Rubber 

Co. 83 

Boyle Co., A. S. — 

Bridgeport Hardware Mfg. Corp. — 

Briggs ft Stratton Corp. — 

Brown Co., The E. C. — 

Brown Co., W. R. 81 

Brush-Nu Co. —- 

Buckeye Aluminum Co., The .. 71 

Bunting System, The. — 

Burden Iron Co. 84 

C 

C-K-R Co., The. — 


Capewell Horse Nail Co., The.. — 

Car Products Co. — 

Carborundum Co. — 

Chain Products Co., The. — 

Chase Shawmut Co., The. — 

Cheney Hammer Corp., Henry.. 63 

Chicago Lock Co. — 

Chicago Rawhide Mfg. Co. — 

Chicago Roller Skate Co. — 

Chicago Spring Hinge Co. — 

Chicago Wheel ft Mfg. Co. — 

Chisholm-Ryder Co., Inc. 79 

Clancy, Inc., J, R. 81 

Clark Bros. Bolt Co. — 

Clark Co., The J. R. — 

Clark ft Son, Walter E. 83 

Qarke Sanding Mch. Co. — 

Clayton ft Lambert Mfg. Co.... 85 

Demson Bros., Inc. 72 

Cleveland Wire Spring Co., The — 
Climax Cleaner Mfg. Co., The.. — 

Clover Mfg. Co. — 

Coburn Trolley Track Co. — 

Coleman Lamp ft Stove Co., The — 

Collins Co., The . 65 

Colson Corp., The. — 


Columbia Steel Co. (U. S. Steel 


Corp. Subsidiary) .6-7, 8 

Columbian Rope Co. 90 

Continental Screen Co. — 

Continental Screw Co. 77 

Continental Steel Corp. — 

Cook Co., The H. C. 84 

Coolerator Co. — 

Corbin Cabinet Lock Co. — 

Corbin Screw Corp., The. 81 

Cross ft Co., Inc., W. W. 85 

Cyclone Fence Co. (U. S. Steel 
Corp. Subsidiary) . 5 

D 

Darragh, Smail ft Co., Ltd. - 


Dazey Churn ft Mfg. Co., The.. — 

De Laval Separator Co., The.. — 

Deming Co., The. — 

Dickson Weatherproof Nail Co. - - 

Dietz Co., R. E. — 

Disston ft Sons, Inc., Henry.... — 

Dixon Crucible Co., Joseph. — 

Domes of Silence. 90 

Dreadnaught Sanders . — 

Duluth Show Case Co. — 

E 

Eagle Lock Co. — 

Eagle Mfg. Co. 77 

Easy Washing Mach. Corp. 

Edlund Co. 

Elastic Tip Co. 

Electric Soldering Iron Co., Inc. 
Enterprise Aluminum Co., The. 

Evansville Tool Works, Inc. 

Everedy Co.. The. 

F 

Faultless Caster Corp. 

Ferry-Morse Seed Co. 

Fireline Stove ft Furnace Lining 

Co. 

Flexible Steel Lacing Co. 

Flomac Products. 

Florence Stove Co. 

Fowler ft Union Horsenail Co... 
Franklin Hotel, Benjamin .... 

Frantz Mfg. Co. 

Frigidaire Corp. 

G 


Gardex, Inc. 51 

Gardiner Metal Co. 84 


Gardner-Denver Co. 

Gem Safety Razor Corp. 

General Electric Co., Bridgeport, 

Conn. 

General Electric Co., G. E. Re¬ 


frigerator Div. 55 

General Electric Co., Hotpoint 

Refrigerator Div. 47 

General Electric Co., Nela Park, 

Cleveland, Ohio . 10 

Gibbs ft Son, Inc., W. A. — 

Gibson Electric Refrigerator 

Corp. — 

Gilbert ft Bennett Mfg. Co. — 

Goodyear Tire ft Rubber Co.... 59 

Graham Mfg. Co. 84 

Grasselli Chemical Co., Inc., The — 

Gray ft Dudley Co. — 

Greenfield Tap ft Die Corp. 74 

Greenlee Tool Co. — 

Grifiin Mfg. Co. 69 

Gulf Refining Company. — 

H 

Hamilton Beach Mfg. Co. — 

Hanover Wire Cloth Co. 81 


Hanson Scale Co. — 

Harris Hdw. ft Mfg. Co., Inc.. 

D. P. — 

Heinn Co., The . — 

Hindley Mfg. Co. — 

Hoppe, Inc., Frank A. — 

Hotel Benjamin Franklin. 80 


House of Crane, The. 

Hoyt ft Worthen Tanning Corp. 
Hustler Corporation . 

I 

Independent Lock Co. 

Indiana Steel ft Wire Co. 

Ingersoll Steel ft Disc Co. 

International Harvester Co. of 

America, Inc. 

International Housewares Show 
Irwin Auger Bit Company, The 

J 

Johnson’s Laboratory, Inc. 

K 

Keystone Brass & Rubber Co. .. 

Keystone Steel ft Wire Co. 

Kingston Products Corp. 

Klein ft Sons, M. 

L 

Landers, Frary ft Clark. 

Libbey-Owens-Ford Glass Co... 
Lincoln-Schlueter Floor Machine 

Co. 

Lindsay Light ft Chem. Co. 

Lockwood Hdwe. Mfg. Co. 

Loma . 

Lowe Bros. Co., The. 

Lufkin Rule Co, The. 

M 

McKinney Mfg. Co. 

Malleable Iron Range Co. 

Marble Arms & Mfg. Co. 

Marvel Rack Mfg. Co., Inc. 

Master Lock Co. 

Maydole Tool Corp., David_ 

Merchandise Mart, The. 

Metal Sponge Sales Corp. 

Mid-States Steel ft Wire Co. 

Miller, Inc., Robert E. 

Millers Falls Co. 

Minnesota Mining ft Mfg. Co... 

Moore Push Pin Co. 

Morse Twist Drill ft Machine 

Co. 

Moulton Ladder Mfg. Co., The. 
Murphy’s Sons Co., Robert.... 
Musselman Products Co., The.. 
Myers ft Bro. Co., The F. E... 
N 

National Carbon Company, Inc. 
National Enameling ft Stamping 

Co. 

National Mfg. Co. 

National Screen Co. 

Nicholson File Co. 

Norge Corp., Div. of Borg- 

Warner Corp.. 

Northwestern Barb Wire Co_ 

Norton Abrasives . 

O 

O-Cedar Corp. 

0-Pan Top Mfg. Co. 

Osborn Mfg. Co., The. 

P 

Patent Novelty Co., The. 

Peck, Stow ft Wilcox Co., The 

Pecora Paint Co., Inc. 

Perfection Mfg. Co. 


Phoenix Mfg. Co- 



Pittsburgh Plate 
(Brush Div.) ..., 

Glass 

Co. 

Pittsburgh Plate 

Glass 

Co. 

(Pennvernon Div.). 


Pittsburg Plate 

Glass 

Co. 


(Paint Div.) . 

Pittsburgh Steel Co. 

Plumb, Inc., Fayette R. 

Plymouth Rubber Co., Inc. 

Porter, Inc., H. K.. 

Premax Sales Div. 

Progressive Mfg. Co. 

Protection Products Mfg. O... 


76 

90 

80 


73 

70 


90 

85 

83 

73 

66 


77 


78 

71 


90 

90 

90 

85 

67 


4 

53 

2 


90 


61 


76 

65 

79 

79 


R 

Railway Express Agency, Inc... — 

Raybestos-Manhattan, Inc. 

(Raybestos Div.) . — 

Reeves Mfg. Co., The. -- 

Reflector Hardware Corp. — 

Remington Arms Co., Inc. — 

Republic Steel Corp. 57 

Re^blic Steel C^rp. (Upson Nut 

Reynolds Wire Co. -- 

Rich Pump ft Ladder Co., The — 

Richards-Wilcox Mfg. Co. — 

Ridge Tool Co., The. — 

Rixson Co., The Oscar C. — 

Robertson, Arthur R. 84 

Rochester Sash Balance Co., Inc. -■ 

Rubberset Co. — 

Ruby Chemical Co. — 

Russia Cement Co. — 

S 

Samson Cordage Works. -- 

Sandvik Saw ft Tool Corp. — 

Schaible Foundry ft Brass 


Works Co., Inc., The. 68 

Schalk Chemical (jo. 85 

Schatz Mfg. Co. 6.1 

Shapleigh Hardware Co. 92 

Sheffield Bronze Powder ft Sten¬ 
cil Co., Inc. 83 

Sherman Mfg. Co., H. B. — 

Signal Electric Mfg. . — 

Silex Co., The. — 

Silver Lake Co.*. 83 

Smith, Inc., Landon P. — 


Smith ft Son, Inc., Seymour- — 

So-Lo Works . — 

Standard Safety Razor Corp... — 


Standard Tool Co., The. — 

Stanley Rule ft Level Plant.... — 

Stonley Works, The. 89 

Star Heel Plate Co. 90 

Stearns ft Co., E. C. 77 

Stewart Iron Works, Inc.. 85 

Sure Grip Rope’Qamp Co. — 


T 

Tamms Silica Co. — 

Taylor Instrument Co. — 

Tennessee Coal, Iron ft R. R. Co. 

(U. S. Steel Corp. Subsidiary) 6-7, 8 

Tennessee Corp. — 

Three-in-One Oil Co. — 

Tilette Cement Co., Inc. — 

Trow ft Holden Co. — 

Tubular Rivet ft Stud Co. 67 

Tucker Duck ft Rubber (}o. — 

Turner Brass Works, The. — 

Turner Bros. 


U 

Union Fork and Hoe Co. — 

Union Hardware Co. 75 

U. S. Rubber Co. — 

U. S. Steel Corp. Subsidiaries 

5, 6-7, 8 

V 

Vaughan Novelty Mfg. Co., Inc. 75 
Victor Electric Products, Inc... — 

W 

Wagner Mfg. Co. — 

Wallace ft Sons Mfg. Ck>., R.... — 

Ward Mfg. C:©..,. — 

West Bend Aluminum . — 

Western Cartridge Co. — 

Western Qock Co. 49 

Western Products, Inc. — 

Westfield Mfg. Co. — 

Westinghouse Elec, ft Mfg. O). — 

Whiting-Adams Co. — 

Wickwire Brothers . 82 

Wickwire Spencer Steel Co. — 

Wilder ft Co. — 

Winchester Repeating Arms (^. — 

Wooster Brush Co.. — 

Worthington Qo., Geo. — 

Wright Steel ft Wire Co., G. F. — 


Wrought Washer Mfg. (jo. 81 

Y 

Yale ft Towne Mfg. Co. 3 

Yard-man, Inc. — 
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CHAIN AND ¥OOr BOLTS 


Quv&ihjee> 

GARAGE DOORS 


One of the most important door hardware jobs in a home—one 
of the quickest places to prove the folly of ^^cheap” hardware— 
GARAGE DOORS! 

Those who were fooled on cheap garage door hardware aren’t 
the only ones who will listen now, when you talk ^'STANLEY”. 
Anyone who has seen poorly hung, sagging garage doors is a 
prospect for Stanley equipment. They want appearance and serv¬ 
ice today—smooth, quiet operation. They want Carefree garage 
doors—and you make your fair profit every time you sell them! 


FOLDING SLIDING GARAGE DOOR 
HARDWARE—«UNDER-SOFFIT” 
TYPE No. SX2^13 

Weather proof track is fastened directly to 
under side of soffit or header. No head room 
is required. Doors can be hung to swing 
either out or in. 


"ROLL-UP»» DOORS 
No. 2711 

The finest garage door equipment. Heavy 
coiled springs do the work. Doors need 
merely to be started and then float into 
fully open position. 


«SWING-UP” DOORS 
No. 2730 

Applied to old or new doors. Heavy coil 
springs raise the doors into the full open 
position. Heavy metal side strips make the 
door weather-proof. 


HINGED DOOR GARAGE 
HARDWARE SET No. 1780*/2 
Three pairs heavy ball bearing colonial 
hinges, 32 inches in length. **Kee-Bolt** af¬ 
fords quick and secure means of latching and 
locking both doors. Friction type door hold¬ 
ers prevent strain on the doors and jambs. 




For garages, residences, and industrial 
buildings. 


MORTISE THUMB LATCHES 


1244 I 1247 


Attractive colonial designs. 


STANLEY 
Is Helping You 
Sell Carefree Service 

To two million people—to archi¬ 
tects, contractors and prospective 
home builders—Stanley it telling 
the advantages of **Carefree Doors”. 
No one who influences the purchase 
of hardware for the home it being 
^neglected. 


fS BOOKLET 

ftZl 

In Your Own Stock 

The 32 page booklet, ” Carefree 
Doort” will be read by thoutandt of 
people contemplating building or 
modernizing. It will help to con¬ 
vince them of the economy of quality 
—help you to make profitable talet. 
Send for your tupply of thete book- 
lett now, to you can benefit directly 
by all the 1934 Stanley advertiting. 

THE STANLEY WORKS 
New Britain, Conn. 

^ [^ANLEYl 


<2^ DOORS SELL STANLEY HARDWARE 
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Tape-Afc 


REMEMBER! 


WATERPROOFED - GUARANTEED 


THE IRWIN AUGER BIT CO 


U. yiiyer? 

V Pu*hl' ^ 

T - 


HYGRAOE STEEL POST DRYERS 


Attractive — all wood* 
en parts waterproofed. 

Removable top. Long 
arms painted yellovr-^ 
support arms red. All 
parts galvanized. 

Easily removed from HHHHI 
box (which is includ¬ 
ed), when not in use. No. 3 Dryer 
has 4 lines, 110 ft. of cotton or 
manila rope. No. 4 Dryer has 5 
lines, 150 ft. of cotton or manila 
rope. Both good sellers. 

THE MOULTON UDDER MFC. CO 

Somerville Mass. 

yVasT York DUiribuior: H. Kornalsrens, Inc, 


arm spread 


, IRWIN SELLS 
THROUGH WHOLESALE 
DISTRIBUTORS ONLyi 


To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tafte-Marked. You can tell H by the Tal>t-Marker in all sixes and 
the red, white and blue surface markers in H inch diameter artd larger. 

Columbian Rope Company, Auburn, "The Cordage Oty", N. Y. 


BRUSHES 


1^ Money Makers! 

STAR Heel Plates are sure 
" Money Makers because 
they’re sure sellers. Their 
downright good quality makes 
customers REPEAT every time. 
Time to order. 9 sizes to fit 
smallest to largest shoes. Send 
for SAMPLES—be convinced. 

Sold by Leading Jobbers, 

STAR HEEL PLATE CO* 

Newark N. 


mean more profit from your brush counter. 
Ask your jobber. 

T/fEOSBOft/tMAMUrACTUMMeCOMPAMr 

5401 Hamilton Avenne Cleveland, Ohio 

■ Smlot OJEc««.* New York-Detrolt-Chleago-San Franciseo ■ 


Gen«'"‘'DOMES°/SILENCE 

SLIDE SILENTLY-SOFTLY-SMOOTHLY 


40?SET^ 10?SET- lO-:SET^SAVE FURNITURE 
@ A FLOORS-CREATEQyiET 

4 |[| LtoI, forwoixlsOQA/f5<>/5//fCf 

TO A I ^^^i^sULATED-NOISELESS FOR TILE 
btl I CEMENT OR MARBLE FLOORS IN 

BATH ROOMS. RESTAURANTS. ETC. 

LARGE SIZE FOR METAL & WOOD BEDS 
LARGE CHAIRS & ALL FURNITURE.. 
^ Ask your Jobber — 

If he is not supplied, write to 

DOMES of SILENCE. Inc., 35 Pearl St, N. Y. C. 


A display of Moore Push- 
Pins, glass and aluminum 
IP heads, and pushless hangers, 
Bf will ring up many an extra dime 
f on your cash register. 

A new revolving display cabinet is 
given free with an order for 72 . 

assorted \\ indow front packets. A 
Start today to increase your pro- 
fits ... order from your jobber. jflJJ 

MOORE PUSH-PIN CO.^^nf 

113-125 Berkley St., Phila.^^BJ 
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$1111 

12jtl 


r l SEUING HRCC Mi 

SaOTH AMD WBT 

ttd 12 FREE Vifco 
■kage. 


You give your customers absolutely free^ this 
haticlsonic eloth-hoiiiicl, washable cover, Viko 
Cook Book, with 252 pages of kitchen tested 
recipes — a positive sales builder and profit 
maker for you. 


• New" Beauty . . . New Convenience 

• Heat-Proof Bakelite Trimmings 

• Extra-Hard, Thick Aluminum 

• Sanitary Square Edges 

• Quick-Heat, Satin-Finish Bottoms 




also makers of 
COMET 
The Popular 


(© (DID 


No. 1240 FREE VIKO COOK BOOK PACKAGE 


includes items, as follows 


Ouantity 


Siz«- 

Utensil S|»ecial Retail. 


Double Boiler . 

$1.39 

2-yt. 

Double Boiler. 

1.59 

6-(]u|) 

Drip ColTee IVlaker .. . 

1.79 

i-Qt. 

Covered Sauce Pan 

.99 

IK-Ot. 

Percolator. 

l.,39 

2-Qi. 

Percolator. 

1.49 

6-Qi. 

Covered Kettle. 

1.39 

8-gi. 

Covered Kettle. 

1.59 

5-Qt. 

Tea Kettle . 

2.19 


Tea Kettle. 

2.49 

1>^, 2-Qi. 

Stdf-.Meas.Pan Set ... 

1.39 


Shipping Weighty 34 lbs 


Open stock also available 


— 
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REEIS 




Made by 
Fishermen 
Who 
Know 


SMOOTH ACTION 
QUIET RUNNING 
LONGER LIFE 

''pERFECTiojy^ Itself" 


Made for 
Fishermen 
Who 
Know 


OUR STOCK OF FISHING TACKLE IS COMPLETE 



Shapleigh National Series No. 2002 
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ARDWARE 


Published 


Other Thursday 


f 


Age 


THE FIRST AND ONLY FARM 
AND GARDEN TOOLS WITH EYE 
APPEAL AND LONGER LIFE! 



Will YOU 
be the FIRST 
DEALER to s/iow, 
this line to YOUR 
CUSTOMERS? 


If you have not yet received full 
details from your jobber, 
write us at once! 


VISIBLY SUPERIOR 
in polish, finish and packasins 
— plus Gold MeUi Labels 
and uniformly "All-White" 
Handles. This eye appeal, 
now added to quality, 
sells tools. 



RENEWABLE 
for longer life. The 
number of the Right 
Repair Handle,which is 
guaranteed to give the 
repaired tool the same 
"hang" and "feel" at 
the original tool, it 
permanently stamped in 
every tool. 


THE UNION FORK & HOE COMPANY 


Makers of Quality Steel Goods for Over 35 Years — COLUMBUS, OHIO — JACKSON, MISS. — FRANKFORT, N. Y. 
Representatives: H. J. McCarty, 253 Broadway, N. Y. City/ John T. Rowntree, Inc., Los Angeles,* Henry Keidel & Co., Baltimore 


am 











TOOIS 

OF THE 

moniH 

^ot 

HRCH 

• Three leaders in popularity. 
Genuine True Temper Quality 
—fitted, finished and tempered 
with craftsman^s care—to insure 
users the utmost satisfaction 
and larger profit for you. 

Feature these tools for March 
with the wide variety of store 
display helps we furnish free. 
Write for them today. If your 


these tools, write us and 
we will send name of 
nearest distributor. 

THE nmERicnn fork 
& HOE company 

Makers of Essential Tools 
CLEVELAND . OHIO 

*Prici^B alightiy higher u>eat of Denver. 


HARDWARE ACE 


Hvitware Age, pahlUbed everg gther Tkursdag Vg CkilUm Co. (Ine.), Chestmt onJ 86 tk Bts., Pkaadslgkia. Pa. Bmttrad at temiA»dam 
Offlet at PhUadelgkia mndtr tke Act at March S, J87$. (Primtai im V. 8. A.) $1.66 per gear. Biaglc cepiet I8t taeh. Vt£^IS7, No. 8 . 


date wtaStcr March $8, I6SS, at the Ptet 






















ARMED VIGILANCE 
WAS THE PRICE OF 
SECURITY 


NOW 


STAND GUARD 

tot. YOU 

24 HOURS 
A D A Y . . . 


THE VAUC A TOWNC MFG. CO 


TELLING 

10 , 000,000 

PEOPLE 


P OWERFUL, interesting ad¬ 
vertisements impress the 
story of YALE Security and 
Dependability upon a tremen¬ 
dous audience. They are seen 
by people in every community^ 
by families who are customers 
of hardware merchants...your 
customers. 

Take full advantage of our con¬ 
sistent advertising campaign. 
Keep the name YALE promi¬ 
nently displayed. Let people 
knowthatyourstore is the place 
to buy YALE Auxiliary Locks, 
Padlocks and Door Closers. 


THE YALE TOWNE MFG. CO. 

STAMFORD, CONN., U.S.A. 
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The 

LOWEST 
PRICED 
'UMPING UNITS 

lealers can huy 


1150 Series — 250 Gal. Per 
Hour. 

Special ‘‘Water Lubricated” 
bearings. Very economical 
and trouble-free operation. 
Furnished with 8, 20 or 42 
gal. tanks. 

These models, as well • as 
larger models, are equipped 
with gas engines. 

FRESH WATER SYSTEMS, 
1150 F.W.—Ideal for use at 
summer camps and cottages 
where large storage capaci¬ 
ties are not required. 

DEEP WELL — Dorward 
Red Jacket Deep Well Water 
Systems are outstanding with 
“more power per inch of 
9troke** making them the 
most economical pump on 
the market. Capacities up to 
10,000 gallons per hour. 


EFFICIENCY AND DEPENDABHJTY 

of operation is the attained goal in all Red 
Jacket Pumps and Water Systems. 

Precision workmanship, unsurpassed quality of 
materials and world-wide prestige of over 50 
years’ experience as a pump manufacturer, 
make Red Jacket Pumps easy to sell. 

Jobbers and Dealers evenrwhere recognize these 
Selling Advantages. 

Make 1936 your largest Water 
System Year, Inquire today about 
Red Jacket large dealer discounts. 


Red Jacket 
shallow weU 
water systems 

1148 Series—240 Gal. Per 
Hour. 

This Pomp is adaptable to 
all size tanks and very 
practical and economical 
where only a small amonnt 
of water is required. Ex¬ 
tra large bearing surface, 
bronze bearings. Stain- 
1 e s s steel piston rod, 
plunger easily removed. 




1153 Series — 350 Gal. Pa 
Hour. 

1155 Series — 500 Gal. Pa 
Hour. 

Bronze main bearings lubricsta 
by splash system. Heavy ttei 
shaft. Extra long bronze croa 
head. Stainless steel piston itM 
and hardened steel wrist pin. 

Sturdy, compact units, that giv 
unfailing service, and, like all Rn 
Jacket products, are fully gnai 
anteed. 


New 1936 Catalogs—FREl 

Just off the press. One fo 
Water Systems — another is 
Hand Pumps. 

Write Today for your copies. 


Red Jacket Manufacturig 
Company 


ogle 


Davenport, Iowa 


J 





PRODUCT IS KNOWN b/ t/ie COMPANY IT KEEPS 

Progressive companies in many fields are now wrapping and 
sealing their products in Cellophane, but in each field there 
has been one pioneer to lead the way. Panther and Dragon 
were the first commercial tapes to adopt this protective 
sheathing, a step in keeping with their policy of leadership— 
a leadership extending from the superior qualities of the 
tape itself to the Modern way of packaging and merchandis¬ 
ing it. A product is known by the company it keeps, and 
hardware dealers everywhere know that it pays to stock 
a leader. 

HAZARD INSULATED WIRE WORKS 

Division of 

THE OKONITE COMPANY 

Factories; Wilkes-Barre, Pa. Passaic, N. J. 
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appears ,n the saturoav evening post, march .3, 


THE EMTUEDMY EVENING POST 



Florence Oil Ranges 


Addrtii 


Florence Stove Co., Dept. 


THE MOST BEAUTIFUL OIL RANGES 
EVER OFFERED THE AMERICAN HOME 


At the right is shown the new Florence Table 
Top Oil Range in full porcelain enamel, white 
or ivory. The new Console model, shown above, 
is porcelain finished in white, buff and ivory, 
or green and ivory. Each type has handles 
of black bakelite, chromium trimmed. 

(Si; 


io^our cooK.vf^ 


Styled for the young ideas of a new age, the beautiful new 
Florence Table Top and Console Oil Ranges open the way to 
a truly modern kitchen. Built to serv'e faithfully for years to 
come, they embody the refinements of 64 years’ experience. 

Bf//er looking, in gleaming porcelain enamel, with fully 
rounded corners and edges—easily kept spotless. 

Bttter cooking, with five powerful wickless kerosene burners 
that focus the heat directly on the cooking. They bring you the 
convenience of gas, economy of oil. Better baking and roast¬ 
ing, too, in the extra large oven, fully insulated with rock 
wool; porcelain lined; with Fingertip Heat Control, depend¬ 
able thermometer. Easily regulated for an^ cooking need: quick 
and hot or mild and gentle. 

Reliable Florence Dealers ever)’where are showing these 
beautiful new oil ranges: Table Top models with paneled 
front. Console models w'ith closed or open front—finished in 
gleaming porcelain enamel. See these and other models for 
every need and purse. Ask about the Florence Budget Plan. 
Send today for the big booklet that illustrates the great line 
of Florence Oil Ranges. It contains new and practical recipes, 
and interesting full-color suggestions on kitchen decoration. 
The coupon brings it to you— free. 


Alit ivaH M | | G*i Ra«|«« | | GaMliat Ra-f«« 


ivmtPaoe. 


Tlaui! 


Gardner, Mass. 

Please send free booklet to 


Same 
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FLORENCE 

RANGES 




Better ^ 
Looking 


O/iA FLORENCE /lu* 
iiinhtu FEATURES 


FLORENCEi)ll RANGE 


Paid FLORENCE 


Oil ftaaaei 

OUT FRONT 


STORE DISPLAY 

You can get more oil 
range and gas range 
business with a STORE 
DISPLAY like this. The 
big Florence line oflfers 
models for every need 
and purse—sales to 
every stove prospect! 


WINDOW 

MATERIAL 

You can sell ’em on the 
sidewalk with a Flor¬ 
ence Window. The pho¬ 
to below shows some of 
the new free window 
trim that will be given 
Florence Dealers. Put in 
Florence Table Top and 
Console Oil Ranges 
and tie up your windows 
with Florence National 
Advertising. 


I in* moHt 
o^uutifui 
"'yWsfvrr 
ofiptrd lh»- 


(HI 

iiisroH' 

fLORtNCI 


Rancis 


'A/A 




National advertising has made FLORENCE a house¬ 
hold name—and is'making Florence Sales a source of 
dependable business for dealers everywhere. 

The advertisement reproduced on the opposite 
page will make the New Florence Oil Ranges fhmt 
page news to nearly three million families. And this ad 
is not alone. It is only part of the huge Florence national 
advertising campaign of forty-three million messages, 
directed into the best oil stove markets, designed to 
show the beautiful new Florence Table Top and Con¬ 
sole Oil Ranges to millions of old customers and new 
prospects who are about ready to buy! 

Get your share of this ready market by putting in 
a Florence Window. Use the big blow-up poster that 
reproduces THE SATURDAY EVENING POST page. Use 


the cut-out figures, the open book display, the twenty- 
foot roll of colorful crepe. | 

Back up your windows with a Florence Stove De- i 
partment in the store—'*a model for every need and | 
purse.” Lead oflF with the beautiful new Table Top 
and Console Oil Ranges—the "front page news” to ! 
oil stove users everywhere. Select the rest of the line I 
to meet the needs of your trade: Wickless and Wick- | 
type Oil Ranges and Stoves, including the handsome 
new Cabinet model; Gasoline Pressure Ranges; and a 
splendid line of Florence Gas Ranges. 

Send for a copy of the big portfolio— "FLORENCE 
in 1936.” It tells about the complete campaign, which 
includes a big direct mail piece for your use. And ask 
about the Florence Budget Plan. | 


FLORENCE STOVE COMPANY 

Qeneral Offices and Plant, Gardner, Mass.; West- 
em Offices and Plant, Kankakee, Ill.; Sales Offices: 
Merchandise Mart, Chicago; New York, Boston, 
Atlanta, Dallas, Detroit and San Francisco. 


OIL RANCiS • CAS RANGES • HEATERS • RANGE BURNERS 
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The big range news . . . the big profit news 
... Allen Air-Seal construction —Allen Stream- 
line beauty. 19 revolutionary features put 
this range in the undisputed forefront for 
1936 sales and profits. 


AILEN AIR-SEAL 

Streamiine RANGE 


Thrillingly new . . . sensationally different! The only 
range in the world with the new patented Air-Seal body 
that seals the heat in the oven • . . sets new standards of 
heating speed . . . new fuel economy . . . protects and 
preserves the fine two-tone porcelain finish. 

The Allen Air-Seal starts buying action. Its spark¬ 
ling beauty and exclusive, appealing features close sales 
on the spot. It will make 1936 BUYERS out of thou¬ 
sands of 1937 prospects. 
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ALLEN 

BOSTON, MASS. 

PrM«ott A Company 

CLEVELAND, OHIO 
Tim Goo. Wortklnpton Co. 

DES MOINES, IOWA 
Brown-Camp Hardware Co. 

EVANSVILLE, INDIANA 
Small A Sehelosky 

MILWAUKEE, WISCONSIN 
John PriuAoK Hdwo. Co. 


JOBBERS 

MINNEAPOUS, MINN. 
HaU Hardware Co. 

PLATTSBURG, N. Y. 

A. H. MaiohaU Co., Ine. 

ST. JOSEPH, MISSOURI 
Wyeth Hdwe. A Mfg. Co. 

SAN FRANCISCO, CAL. 
A. D. Wander Co. 

SPOKANE, WASHINGTON 
Jeneen-Byi^ Company 


A S.l« n«i That Will SELL Thun I 


Get the start on competition. Write today for full de¬ 
tails of this new wonder range and the merchandising 
plan that will pnt them in the homes of yonr customers. 


ALLEN MANUFACTURING CO. 

NASHVILLE, TENNESSEE. 
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The exclusive contracts for the brushes to paint the 
nev/ giant San Francisco-Oakland Bay Bridge! 


Once again Rubberset’s quality stands out! Once again 
the industry’s leader shows the way! 

California’s huge San Francisco-Oakland Bay Bridge 
will be painted in 1936 with Rubberset Brushes 
— and only Rubberset Brushes! One hundred 
and fifty dozen Rubberset No. 35 leather 
bound stucco brushes will spread the paint 
on every cable and tower, every stanchion 
and support on this world-famous span. 

We are very pleased with this order. 

Naturally. But the real satisfaction comes 
with this further proof that Rubberset stands 



alone. It is further testimony that these brushes, made 
with the finest of imported bristles, permanently and 
positively set in hard rubber by the often-imiitated- 
but-never-duplicatedRubbersetProcess—once 
again are recognized as the finest paint brushes 
that money can buy. 

REMEMBER THIS: WHATEVER THE 
JOB, HOWEVER BIG OR HOWEVER 
DELICATE, THERE’S A LONG-LIFE 
RUBBERSET BRUSH THAT YOU CAN 
DEPEND ON TO DO IT FOR YOU! 


RUBBERSET COMPANY 


PAINT BRUSH DIVISION —56 FERRY STREET, NEWARK, N. J. 

ESTABLISHED 1873 

NOW UNDER THE OWNERSHIP OF BRISTOL-MYERS CO. 
FEBHUABY IS, 19S6 9 
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UNITED STATES STEEL 

SAVE TIME AND MONEY —ORDER IN MIXED CAR LOTS 



GENUINE AMERICAN FENCE 

Medium Hard Wire . . . Tough and Sturdy 



AMERICAN BANNER 
STEEL FENCE POSTS 
Self-Anchoring... 
One Man Does the Job 

Built like a railroad rail— 
made of tough new steel to 
provide a lifetime of service. 
Large slit wing anchor roots 
the post into the ground as 
it is driven. No holes to dig 
—no tamping. Anchors 
solid as a rock in any soil. 
Closely-spaced wire notches 
permit wire to be fastened 
to post exactly where it 
crosses post. Seven clamps 
furnished free with each 
post. Furnished in 5, 6, 7, 
T}h and 8 ft. lengths—either 
painted orange or gal¬ 
vanized. Painted posts fin¬ 
ished with heavy coat of 
special steel paint baked on 
under high temperature. 

IDEAL U FENCE POSTS 
A Good Seller 
Everywhere 

Extra strong and durable. 
Made of new special steeL 
Patented anchor plate grips 
the soil—assures rigid and 
tight fence line. No holes 
to dig. One man does the 
job complete. Painted 
green; furnished in same 
lengths as Orange Banner. 


AMERICAN STEU & WIRE COMPANY 



It's not by accident that there is more genuine Amer¬ 
ican fence in use today than any other brand. Farmers 
know that American has got what it takes to stand the 
gaff. Every fence feature your farm trade wants. 
Made of the best materials by wire fence experts 
who've been making good fence for over 40 years. 
Every style, size, and gauge. Every roll guaranteed 
full weight, full gauge and full length. You can't han¬ 
dle a better, more profitable fence than American! 



American zinc cxmting, 
smooth and even, re¬ 
sists attacks of weather. 



Ordinary zinc coating 
rough, peels easily, ex¬ 
posing wire to damage 
of weather. 


208 South La Salle Stroot, Chicago, lllinoit 

TENNESSEE COAl, RON AND R. R. COMPANY 

Birmingham, Alabama 

COLUMBIA STEEL COMPANY 

San Francisco, Colifemla 



American stay 
wires guaran- 
teed to be 
either 6 or 12 
inches apart. 
Every roll 
strictly full 
len^. 



American Weather 
curves take care of 
expansicm and (x>ntrac- 
tion—keep fence taut 
and trim. 


AMERICAN FENCE AND POSTS 
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UNITED STATES STEEL 

SAVE TIME AND MONEY —ORDER IN MIXED CAR LOTS 




d!/ 


. * • and as for STEEL SHEETS 


There Are None 


: . O y 



I AMERICAN • TENNESSEE • COLUMBIA 


American Sheet and Tin Plate Co., Pittsburgh, Pa. 
Tennessee Coal, Iron and R. R. Co., Birmingham, Ala. 
Columbia Steel Company, San Francisco, California 


There are none better than these brands 


• Steel sheets may look alike 
sheets don't wear alike. You'k 
giving your customers the best 
roofing and siding when you handle American, 
Tennessee, or Columbia sheets. These sheets 
cire full gauge, with the full weight value that 
insures long life. All types — rust-resisting cop¬ 
per bearing, galvanized, black . . . plain, cor- 
mgated, or V-crimped. Write for prices and 
complete information. 
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McKinney Forged Iron ties-in with the 
present program of bringing personality 
and charm to interiors and exteriors. 
EIGHT popular designs provide hand¬ 
somely for outfitting every room of the 
house — inside and out — from garage to 
mail hox . . . and the prices are consider¬ 
ably lower. 

With increased building activity on every 
side, Forged Iron is coming into its own— 
the market is ripe for picking NOW— 


McKinneys eight patterns wm 

step-up your profits! All you need do is— 
put Forged Iron by McKimey in the lime¬ 
light. Look over your samples today and 
if they need reconditioning, replacing—or 
if you require additional samples to com¬ 
plete the line—^write ns immediately. 

MeKINNEY MANUFACTURING COMPANY 

Main OjfieoM and Faciarx —^PITTSBURGH 

District OfHecs 

.VEW YORK CHICAGO SAN FRANCISCO 



BEDFORD 

DESIGN 

A New McKinney 
Pattern — simple 
— modem — ef¬ 
fective. 



CURLEY LOCK 
DESIGN 

Simple beauty 
that befits colonial 
Architecture. 


TULIP DESIGN 

Charming and 
decorative for in¬ 
terior and exteri¬ 
or trim. 








ALHAMBRA 

DESIGN 

The leader of the 
distinguished Mc¬ 
Kinney Forged 
Iron Group. 
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COPYRIGHTED 1936 
HALF ACTUAL SIZE 


Forget Adding and Subtracting 

Sample Sale: Customer wants 4'9''. Tape at end of roll reads 84' 6". 
Here^s all you do: Set red arrow at 84' 6" on outside dial. This 
shows that 4' on inside dial is opposite 79' 9" on outside dial. 
That’s where you cut the cloth. 

You're right! There’s no guess or gamble with Gold Strand, 
'The standard of screen cloth quality.” All Gold Strand cloths 
conform to the exacting specifications of the U. S. Dept, of 
Commerce, Bureau of Standards (Rl 12-31). 

AMERICAN WIRE FABRICS CORPORATION 

Subsidiary of 

WICKWIRE SPENCER STEEL COMPANY 

New York Chicago San Francisco 
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Let the Carborundum Band ring your cash register 
• • • Stock the featured items shown at the right 
COLUMBIA NETWORK, 7.30 o’clock E. S.T. every Saturday Night 


THE No. 45 ALOXITE BRAND 
SAFETY BLADE RAZOR HONE. 


THE No. 66 CARBORUNDt’M BRAND 
HOUSEHOLD KITCHEN KNIFE 
SHARPEN'ER. 


(Carborundum and Aloxite arc rrgiatrred 
trade-marlu ofTheCarborunduxu Company) 
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THLUMCTHESTORYc^'^ 

thisali-american'line 

UAUAMERICA/lk > 


'western 

unionA 

NAMEe/ 

NEAREST 

. dealer/ 


FLOOR ENAMEL 


For smooch, colorful, waterproof floors. It applies 
easily. Stif smoothing. Dries quickly. Withstands 
abuse on wood floors, cement or pattern-worn 
linoleum. Makes floors easy coclean. Popular colors. 
Writt Dtpt. ja, for booklrt in natural colors. Free. 


BOSTON VARNISH COMPANY, Ewer«H Stofion. Boston.Moss 


Kyanize advertisements will appear io 
the above magazines. 

Total Circulation: 12,915,565. 

A complete coverage of the country's 
best-buying homes. 


PAINTS VARNISHES ENAMELS 


SEND FOR DEALER AOENCY PROPOSITION 


Sample advertisement in 
Kyauiz* 1936 series. 


advertising — even better cooperation. 
New products. New sales plans. 

You know the story of Kyanize success. This year 
promises even greater progress. So get in line .. 
if there’s no Kyanize agent near you . . and be 
ready when the Kyanize campaign commences. 
The coupon below brings you the whole story without 
any obligation. Fill in and mail it today. 


BOSTON VARNISH CO. 

Ev«r«tt Station. Boston. Mast. 

Without obligation Td like par¬ 
ticulars on the money-making 
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NEW CUTTI 
AS 


GO TO WORK 
^ DOWN" 



NEW SELLING FEATURES START 

WORKING FOR TOO 




Now you have something new to tell your 
file ciistoiiiers — an interesting fact which 
will sell more files for you, increase your 
sales and build confidence in your store as 
one which carries the most modern tools. 

One of the most important points about 
the NEW Nicholson, Black Diamond and 
McCaffrey Files is the astonishing fact that 
new cutting edges go to work as old ones 
wear down. 

These reserve cutting edges give the 
NEW FILES far more than the usual filing 
life, greatly increased durability and natu¬ 
rally greater filing economy. 

Tell your customers about this outstand¬ 
ing improvement. And be sure you have 
available a complete line of the brand you 
sell. Nicholson File Company, Providence, 
R. I., U. S. A. 

At Your Hardware Wholesalers 


FILE FOR EVERY PURPOSE 
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"Pius Values in Extra Service Years"—price is important but profits depend 
on quality and performance both of which are convincingly important right 
now when you are considering a line of water systems for the important 
Spring Selling Season now so close at hand. 

Now is the time to give Myers Water Systems an opportunity to stimulate 
your water system sales and profits during the months to come. Competition, 
certainly. You will have it on many fronts but you can face it succeufully 
without fear or favor with Myers powerful selling advantages that mean to 
much to you and even more to your customers who continue to depend on 
you to supply them with the best the market affords at prices they can now 
well afford to pay. 

Be a leader. Sell Myers precision built Water Systems—the world's finest 
and most complete line with extra service years built into every style and 
size—and profit accordingly. 

Write or wire for catalog and full particulars. 

F. E. MYERS & BRO. CO. ASHLAND. OHIO 


-FIC.2741 




FIG. 2739 


THE £lhnM PERTORNANCE YEARS 
MAKE A HIT WITH MYERS USERS 


PUMPS-WATER SYSTEMS-HAYTOOLS-DOOR HANGERS 
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THE “GAMEMASTER” 



41 A Standard Grade, slide action, take down, hammerless, solid 
h, 24" barrel, American walnut stock and fore-end, half pistol 
shotgun *&tyle steel butt plate, semi-beaver tail fore-end, 
adjustcd>le Buckhorn rear sight, white metal bead front 
mounted on matted ramp, integral with barrel, 
azine holds five cartridges which with one in 
amber gives a capacity of six shots. Cross ^ 

safety. Length over-all A2?/x\ Length ^ •’VimV* 

down 29Vi"- Weight about 7% lbs. ' 


- No. 241A **Standard’* Grade, hammerless, take-dowi 

solid breech; 24" round tapered barrel. Full sized half pij 
/ tol grip and semi-beavertail fore-end of American walnu 

Shotgun style checkered steel butt plate. Chambered for .2 
Short only or .22 Long Rifle cartridge only, Hi-Speed and Regi 
lar. (When ordering mention cartridge wanted.) .22 Short magazir 
holds 15 cartridges. .22 Long. Rifle magazine holds 10 cartridge 
Step adjustable sporting rear sight. White metal bead front sight. Lengi 
over all 41 Vi**- Length taken down 24". Weight about 6 pounds. 

This rifle is well suited for use with the Lyman Expert No. 422 4-power tel< 
scope which has micrometer click adjustments for windage and elevation. Doe 
not interfere with use of open or peep sights. Rifles ordered with telescopes wi 
be tapped and drilled for the scope. 






HEW “MASTER” FEATURES, NEW 

FIRMLY ESTABLISH LEADI 



With this new, man-sized .22 rifle you can offer more gun for the 
money than your customers have ever seen. For .22 Short, Long 
and Long Rifle Cartridges. 


and rear peep sight. 27" round tapered barrel, over-3 
44", take-down length 321/4". Weight about 5*/3 poul 
41A — With step adjustable rear sight and white mel 
front sight. 


MORE ACCURATE. Adjustable rear peep and hooded front 
sight, interchangeable discs with eight sighting combinations. 
Specially rifled barrel. Correctly designed pistol grip and semi- 
beavertail fore-end of American walnut. 


The "SPORTMASTER" 


MORE SAFETY. Automatic rebounding lock prevents discharge 
"If firing pin is accidentally hit. Handles «a/e/y regular or Hi-speed 
cartridges. Bolt must be cocked for each shot (a splendid feature 
to show parents). Front end of bolt locks under frame. Loaded 
cartridge may be removed without letting firing pin down. 
Safety obstructs line of fire when "on". 

MORE QUALITY. Bolt slides smoothly when you grip the non¬ 
slip bolt handle. Extractor and separate ejector throw empties 
clear of rifle. 


A bolt-action .22 repeater of superior quality at a la 
Handles all types of .22's without adjustment. Exceptions 
magazine capacity. Smooth, fast action. A splendidly c 
arm that will appeal to small game and pest shooters. 

THE"SPORTMASTER"No. 34IP —With hooded fronts 
rear peep sight. 24" round tapered barrel, crowned a\ 
Over-all length 42", take-down length 30%". Weight at 
pounds. No. 341A—With step adjustable rear sight ai 
metal bead front sight. 


•SPORTMASTER" WITH TELESCOPE 



"TARSETMASTER 
WITH TELESCOP 


P These rifles are well suited for use with the Lyman Expert No. 422 4-power telescope which has genuine Bausch < 
lenses and micrometer click adjustments for windage and elevation. Does not interfere with use of open or peep 
ono ees Rifles ordered with telescope will be drilled and tapped for the scope which 1$ then easily attached by means of two 





























ES />iiiJ“ OUTSTJiHDIHG QUALITY ” 
FOR REMINGTON DEALERS 



changeab 

are suppi 
sight, tnis 
binations< 


hooded front 

Id with dSs 

.UU discs. Since two discs 

^ nlied with the rear pe©P 

tS?s gives eight sighting com- 


Neu) SEMI-BEAVERTAIL FORE¬ 
END. Long, full, well-rounded to 
aid steady holding. Stock and 
fore-end of genuine American 
walnut, rich satin finish. 


l: ».ea .pert-- 


O <s> 


New REMINGTON BOLT 
HANDLE. Scientifically 
shaped to permit a firm 
grip for quick, smooth 
operation. Permanently 
fastened to bolt. 













REMINGTON ANNOUNCES 

KLE4!tKOTE 


kNEW MEMBER OF THE KlEANBORf FAMILY 

^ REC.U S PAT OFF ^ 



KLEANBORE KLEANKOTE is for the shooter who pre¬ 
fers a clean .22 cartridge. It’s doubly clean . . . clean in the 
hand, clean in the gun! 

KLEANKOTE —has a new transparent, dry lubricant—a real lubricant— 
applied to the bullet by a special patented formula 
exclusively Remington. 

KLEANKOTE —is clean to handle whether carried loosely in the hands 
or in the pocket. Its lubricant positively will not rub 
off or soil. 

KLEANKOTE _lubricant will not melt or run even under the extreme 

heat of the tropics. Neither will it cake or gum in the 
sub-zero weather of the Arctic. 

KLEANKOTE —has the famous KLEANBORE feature that gives a gun 
absolute protection from rust and corrosion. 


The world famous line of KLEANBORE and PALMA MATCH lead lubricated cartridges whose performance has 
never been exceeded on the range or in the field will be continued. 

KLEANBORE KLEANKOTE ammunition costs no more. Remington is backing it with energetic advertising in the 
sporting, farm and trade journals. Order now your supply of Remington—the ammunition that will dominate the 
1936 market. Remington Arms Company, Inc., Bridgeport, Conn. 


Remin^on. 


KLEANBORE KLEANKOTE .22'j are made in 
Short, Long. Long Rifle—regular and Hi-Speed 
solid and hollow-point bullets. Also C.B, caps and 
.22 extra long zvith solid bullets. 











3bcnt ove^i£ocrk THiS ONE/ 


The new Tiger! Astonishing value. A low price hose that you 
can sell on a quality basis. Enables you to meet all low-priced 
competition. Built with cotton cord carcass, well braided, 
with Fine ribbed corrugations. 


Consistently improved instead of cheapened. All 3 have a 
strong cotton cord carcass. All three known by names recog¬ 
nized everywhere. 

BULL DOG CORD-2~brdid. The leading brand of 

high quality garden hose. Attractive wide corrugations. Dis¬ 
tinctive chocolate brown color. For discriminating home 
owners, estates, parks, contractors, country clubs. 

VIGILANT—2.br.id. Our largest selling brand of 2- 

braid garden hose. High enough in quality to be considered 
a strictly high grade hose, yet low enough in price to command 
a large volume of sales and repeats. 

VIXEN —l-braid. Built to supply the demand for a 
popular priced hose that will give satisfactory service. 


V The BOSTON NOZZLE . Most imitated nozzle made. 

Never equalled in quality. Fastest seller. Simply and heavily 
constructed. Gives a perfect spray. 


BOSTON WOVEN HOSE & RUBBER CO., boston, mass. 
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HEXAGON COMBINATION STBAIGHT-LINE 


3 DISTINCTIVE TYPES of Quality Poultry Netting . . . with unequalled 
features that will gain an immediate preference . . . capitalize upon the popularity 
of Sterling Poultry Nettings . . . and watch your sales and profits grow! 

Made in all standard widths; 1 in. and 2 in. 
mesh; galvanized before or after weaving. 

See Your Jobber or Write Direct to Dept. 10 


NORTHWESTERN BARB WIRE COMPANY 

STERLING Stnca fS7g ILLINOIS 
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1.900.749... 1.900.750 AMD HE. It.444 



THE NESTED 


STOVE PIPE 


THAT IS 


SO EASY TO 


ASSEMBLE 


"WHAT MOST EVERYONE 
DEMANDS MUST HAVE 
REAL MERIT" 


This pipe is put together by simply inserting tongue on one edge into 
fold on opposite edge and pressing together until it snaps—^the pipe is 
then ready for use. 

Outside surface is perfectly smooth—no folds, slots, grooves, notches, 
lugs or buttons on outside of pipe. 

The "Special Blue" and "Polished Blue" sheets from which this pipe is 
made, are roiled in our own mills, guaranteeing an even colored smooth 
finished sheet—much superior in finish and quality to the product 
offered by most other makers. 

ASK YOUR JOBBER 


THE ONE PIPE THAT 
CAN BE PUT TOGETHER 
WITHOUT BLOODSHED 


ALL SIZES 
ALL GAUGES 
BLUE 

POLISHED 

GALVANIZED 


The R eeves Manufacturing Co. 

Largest Makers of Pipe and Elbows in the World 
DOVER, omo, U. S. A. 
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WITH OSBORN WIRE SCRATCH BRUSHES 


jVo. mi 

Osborn 
Wire Scratch 
Brush 



AND INCREASE YOUR BRUSH PROFITS! 



THE OSBORN MANUFACTURING COMPANY, 5401 HAMILTON AVE., CLEVELAND, OHIO 
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Your ciislomerH buy screen cloth for Protection. 
Small insects must be kept out. Screen that is 
imperfect, or doesn’t wear, fails to give that pro¬ 
tection. Then the customer blames not only the 
screen hut the man who sold it to him. 


If you want only satisfied customers—sell only 
Red K<lge Screen Cloth. Because only Red Edge in¬ 
sures doiib/c protection. 

The red enamel edge effectively retards rusting— 
at the point where moisture collects—under the 
nailing strip. The red enamel edge guards against 
wires pulling out along the selvage—and it rein¬ 
forces the firm heavy body of the screen at the 
same time. 


Red Edge quality, of course, only begins with 
the red edge. High grade wire, of open hearth steel 
or commercial bronze (90% copper, 10% zinc) ... 
better weaving...better finishing...uniform mesh 
...eagle-eyed inspection—every step in fabricating 
Red Edge Screen Cloth takes place in the Reynolds 
factory, under the Reynolds scientific system of 
precision process control. 

And the red edge • . . the symbol of quality . . . 
positively identifies both the screen cloth and the 
dealer who sells it. That means quicker sales, 
repeat business and more profits for You. W^rite 
for sales helps and prices, 

SOLD TO AND DISTRIBUTED BY RECOGNIZED JOBBERS ONLY 




GIVE ME 


BRANDS 

P.c Edge AlumlnA 
(electro-plated with zinc) 
Black 

(painted) 

ge Bronze 


REYNOLDS WIRE CO 

DIXON • ILLINOIS 
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Listen to the Music You Love played on the air by the Pittsburgh Symphony Ordtestra. Watch your local papers for announcement of first program. 


I Our nrw boukirt, called “The Making of a 
Leader”, describes in dramatic pictures the inan- 
I ufacture of Pennvernon Window (ilass. To get 
your free copy of this interesting book, sign 
I and mail this cou{>on to 

I PITTS B U KG H 

I PLATE GLASS COMPANY 

2185 Grant Building, Pittsburgh, Pa. 

Name ____ 

' Address_ 

' City___.State_ _ 


WELL PACKED FOR A JOURNEY 

is Pennvernon Window Glass before 
it is shipped! This Pennvernon 
Craftsman places the glass, with 
paper between the lights, in a 
corrugated carton . . . asphalt-lined, 
moisture-proof. Then the carton slides 
asily into the specially designed wood 
crate. Thus Pennvernon travels more se¬ 
curely, is easier and safer to handle. 


(0 ni. 


K/Qf 











Faimeis1935Spendable 
Income Best in 6 Ibars 
■ ■ 1936 Even Bigger • • 
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STIFF STAY 



MID-STATES STEEL & WIRE CO 


DepL M>24 


CRAWFORDSVILLE, INDIANA 
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NATURE 5AVES HER BIGGEST THRILLS 

^iramkbuckIW 




mmm 

" K- f 

fRODUCrjTy the van BFUREN eORPORATION / 


GREATER 

POPULARITY 

for BUCKHORN RIFLES 

in, me 

I N 1936 the famous line of Stevens Buckhorn .22 Rifles will sell 
in greater volume for >ou than ever before. 

The first of many events which will increase interest in these 
attractive rifles is the showing of Frank Buck^s new movie—‘^Fang 
and Claw'’. To all dealers who wish to take advantage of the pub¬ 
licity of this thrilling picture, when shown locally, window cards, 
circulars, and newspaper mats featuring Frank Buck will be fur¬ 
nished on request. 

Stevens National Advertising will continue to increase the popu¬ 
larity of the Stevens Buckhorn Line. 

The features of these rifles which earned Frank Buck's en¬ 
dorsement, and proved so attractive to customers everywhere, will 
continue to make sales easy in the store. 

Distinctive black tip —9-in-one sights —famous Stevens accuracy 
— dependable Stevens Quality. 


J. STEVENS ARMS COMPANY 

Dept. L ll 

Division of Savage Arms Corporation 


CHICOPEE FALLS 


MASS. 


STEVENS 
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DISSTON TURNS 
COMPASS SAWS INTO 


Here Disston works out another Better-Value, Popular-Priced, Quick-Sale, 
Saw Display Stock for you! Almost every tool user needs new Compass Saws 
or Blades. Needs to be REMINDED of it—and the big values you can give him! 
That, exactly, is the job this Disston New No. 236 Unit will do for you—with the 
man passing your windows . . . with the customer at your counter! Here you 


get KEYSTONE— Made By Disston sales punch. You get quality and price to me^ 
competition. You get the compass-saw sales and make a business-like marj 


What you get, your cost and YOUR MARGIN 


Number 

Quantity 

Contumer 

Value 

Your 

Cott 

yi Doz. K-302 12" Compatt Saws 

3 @ 49^ ea. 

$1.47 


yi Doz. K-302 14" Compatt Sawt 

3 @ 54^1 ea. 

1.62 


}^Doz. K-304 12" Compatt Sawt 

3 @ 49^ ea. 

1.47 


yi Doz. K-304 14" Compatt Sawt 

3 @ 54^ ea. 

1.62 


y^ Doz. K-30412" Compatt Saw Bladet 

6 @ 22^ ea. 

1.32 


^Doz. K-30414" Compatt Saw Bladet 

6 @ 24^ ea. 

1.44 


)^Doz. 402 12" Compatt Sawt 

6 @ 33^ ea. 

1.96 


J^Doz. 402 14" Compatt Sawt 

6 @ 33^ ea. 

1.98 


J^Doz. K-300 Nett of Sawt 

2@1.25ea. 

2.50 


yi Doz. 400 Nett of Sawt 

2 @ 66^ ea. 

1.32 


Totalt. 

$16.72 

$11.20 


Your Margin $5.52 

Shipping Weight Complete Unit, Approximately 2S Ibt. 



THIS DISPLAY is an attractive lit 

graph in yellow and black. It is made 
heavy, scored for center panel and two 
panels, and equipped with easel for standing i 
window, on counter or floor. 

It carries one each of the ten items of this Unit.' 
To each saw is attached a consumer price tag- 
keystone shape, printed in yellow and black on 
the Keystone Saws; diamond shape in green 
and white on the Quaker City Saws. 

Display with saws mounted, packed in a 
specially designed container. Additional saws 
making up the Unit are packed in three boxes. 
The display container and three boxes of saws 
are, in turn, packed in a shipping container. 

HENRY DISSTON & SONS, Inc. 

PHILADELPHIA, U. S. A. 


ORDER FROM YOUR JOBBER. USE CORNER COUPON FOR RUSH DELIVERY 


KEYSTONE AND QUAKER CITY 
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GRASSELLI DEALER HELPS 


will help turn your stock of insecticides more rapidly . . . 


• In stocking and handling the Grasselli line of spray 
and dust materials, you are offering your trade an 
established brand that is well and favorably known 
among orchardists, gardeners, potato growers, vege¬ 
table growers from East to West and North to South. 

Leading national, sectional and state horticultural 
and farmers’ magazines, as well as a large number 
of local newspapers, are carrying messages con¬ 
cerning the superior merits and results-getting 
qualities of Grasselli Spray Products. 

To tie in with this national advertising program, 
we offer to supply our dealers with Dealer Helps, 
in the form of descriptive folders, spray charts, 
counter cards, attractive signs, window streamers, 
electros, etc. These dealer helps are conveniently 
packed in what we term ^^Advertising Units.” 

By handing out this literature to consumers of insec¬ 
ticides and fungicides in your locality and also by 
putting up display signs, counter cards and window 
streamers prominently in your place of business, 
you will be advertising your stock—without cost and 
right at the point of sale. Write for full information. 

THE GRASSELLI CHEMICAL CO., INC. 

Founded 1839 

CLEVELAND, OHIO 





GRASSELLI 





DISEASES . 

EATINO INSECTS 




SPRAY AND DUST PRODUCTS 


Arsenate of Lead 
Bordeaux Mixture 
Calcium Arsenate 
Dr^' Lime Sulphur 
Dutox* 

Lime Sulphur Solution 
Loro* 

Manganar* 


NuRexform* 
Paradichlorobenzine 
Sulphate of Nicotine 
Sulforon* 

Zinc Sulphate 
and many others 

(* Trade Mark Reg.) 
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J Kow that inventory’s finished 
its time we made up an order for Upson 


It’s going to be 
a good order, too, be¬ 
cause Upson makes the 
most complete line of 
headed and threaded 
products of any manu¬ 
facturer in the country. 

UPSON NUT DIVISION 

Republic 5teel 

CORPORATION 

GENERAL OFFI C E S • • C LE V£ LAN D. OHIO 









REPUBLIC 


When writing Republic Steel Corporation (or Steel it Tubes, Inc.) for further information, please address Department HA 


KEBRUARY IS, 19S6 
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Ingersoll Shovels now embody an extra value which 
surely must challenge your interest. This great 
improvement is in the steel, which goes into the 
blades, and therefore, is quickly evident in the hands 
of the user. We call this new steel development— 




INGERSOLL PROCESS STEEL 

Its outstanding characteristic is an interlocking 
mesh-grain structure, which makes splitting almost 
impossible. It is also surprisingly tough, light in 
weight, free-scouring and holds its cutting edge un¬ 
usually well. 

With all these extra advantages, you will find Inger¬ 
soll Shovel prices competitive with other shovels of 
similar types and grades. Your customers get these 
added values, without any added cost. 

Send for new Ingersoll Shovel Catalog. Distributors 
are finding the Ingersoll Sales Franchise is increas¬ 
ingly valuable. 

Write for further information. 

Address Dept. HA 

INGERSOLL STEEL & DISC CO. 

Division of Borg-Warner Corporation 

New Castle, Indiana 

New York Repreeentativee: Dunn & Bryan, 44 Murray St.. New 
York. N. Y. 

New England Regreeeniative: Walter H. Jenke, 110 State St, S04, 
Boston. Mass. 

Midwestern Representative: C. E. Bullock. Box 9, Morrison, III. 
Southern Representative: G. M. Baird A Co., 564 Randolph Bldg., 
Memphis. Tenn. 

Pacific Coast Representative: John F. Kegley A Son, 7S7 Terminal 
St. Los Angeles, Calif. 




I'!? 




I :• 


Ingersoll Shovels 

are available in all types and grades 
for every purpose, and in a price range 
to meet all competition. Round or 
square point, black or polished finishes. 
(The Alloy, A and B grades, heat- 
treated). 



INGERSOLL 


\\ 


T H E 
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LINE' 
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16 Pads to the 
Package 
7 Grades— 
Every Grade 
Uniform 


SUN RAY 
Pound 
Package 


Patent 

No. 1,988,335 


SUN RAY 

Floor Machine Wooler 
for cleaning and 
polishing floors 


JEX 

the popular 
seller for 
household use. 




—the Name that Means Quality 
and Economy to YOUR Customers 


Sell Sun Ray Layer-built pads— 
for quicker, belter work in rub¬ 
bing out paint, varnish, shellac 
and wax finishes. The layers un¬ 
wind—a new, fresh working sur¬ 
face in every layer! 


Q uality, plus economy—that^s the winning com¬ 
bination—and SUN RAY Steel Wool has a 
nation-wide reputation for both. 

SUN RAY is the line for you if you want bigger steel 
wool sales in 1936. It’s a complete line, including 
steel wool for every purpose. And it’s nationally 
advertised year after year. SUN RAY is the big name 
in steel wool, known in every community to painters, 
decorators and contractors — woodworkers and 
metalworkers—industrial users—and the big home 
market. 

Stock the SUN RAY products shown on this page. 
All of them will be included in Sun Ray advertising 
in The Saturday Evening Post, starting next month. 
Order now—from your jobber. 


THE WILLIAMS CO. 

London, Ohio 


Specify SUN RAY 
for AIX Your 
Steel Wool Needs 


FEBRUARY 13, 1936 


Digitized by ^ooQle 


37 









YOU Cmn Simptiiy Your Stock Tmhing 

with this NEW mnd CONDENSED 
Hardware Age Inventory Form 


W E asked 1000 leading retail hardware 
merchants to help us design this new 
HARDWARE AGE INVENTORY REG 
ORD SHEET* Here is the result, a new sheet, 
a new size, a new form and a NEW LOW 
PRICE—$1 for 200 sheets. As these are 
printed on both sides, this means $1 for 400 
pages of inventoiy record sheets. Each page 
takes 28 items, one to a line. Your dollar in¬ 
vestment provides inventory entry space for 
1,200 items. 

In the past thousands of retail hardware 
merchants and wholesalers have used millions 


of the HARDWARE AGE INVENTORY 
SHEETS, because they were simple, con¬ 
venient and handy to use. The new form of 
sheet is even more simple, more convenient 
and easier to use. Our entire effort was di¬ 
rected toward making annual hardware in¬ 
ventories an easier job. 

The new HARDWARE AGE INVENTORY 
SHEETS will fit the standard HARDWARE 
AGE INVENTORY BINDER used by thou¬ 
sands of dealers. Send your dollar with your 
order for 200 of new inventory sheets to 




>£29 SUSA' 
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I |iiiiiijii;|;wi;iiMti^»^ii>|^y»|^ 


--,4i5*4lH*jll|Hi5*IMii«< 

nr{ilitii{iii;»ii|>WlHini»j^;ijtii««M(jrtj^^ 


FENCE 




mtkkmd 


# The American Home is coming back! Lawn and garden con¬ 
tests gain momentum each year. Proud owners want to protect 
flowers and grass from playful feet and short-cut paths. Maybe 
they don’t realize—but you can tell them—that they want fence. 
Wake up this market for ORNAMENTAL LAWN AND GAR¬ 
DEN FENCE, flower bed borders and trellis—display them— 
talk them—feature them in your local advertising. 

Show them Continental, the lawn fence that protects without 
offending; that you can sell at a fair price and make a fair profit 
to yourself. Show them how the Flame-Sealed process adds years 
more of fence life before ugly rust appears; how the carefully 
tempered, copper-bearing, open-hearth steel wire has excep¬ 
tional strength that makes the fence hold its shape better and 
longer. 

CONTINENTAL STEEL CORPORATION 

General Offices: Kokomo, Indiana. Plants at Canton; Kokomo, Indianapolis 

flames flows the heavier 
zinc coating evenly and 
j without thin spots around 

the wire—seals the mi- 
m Sb croscopic pores-pre- 

vents rust, and corrosion 
^^ from attacking the steel. 

C Continental farm and 

^ultry fences are Flame- 


A LINE YOU CAN SELL AT A PROFIT . . . 



GET 

INFORMATION 

TODAY 


Make money in 1936 on Continental fence, steel 
roofing, siding and kindred products. Mail coupon 
today for our new book giving details of dealer 
profit program. 

Name . 

Street. .. 

City . State . 
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CASTER SALES CAN be MADE 


from this CONDENSED PACKAGED LINE 


Faultless keeps pace with modern merchandising by introducing this condensed line of packaged 
casters. Ask your jobber to show you the new Faultless 4>page catalog illustrated above—or 
write for your copy. You’ll see at once how Faultless has taken M the confusion, needless stock 
and profitless bother out of caster selling. 


All Faultless Packaged Casters are now so plainly labeled that each type and size can be identified 
at a glance. From the standpoint of stock keeping and easy selling, the advantages are obvious. 


'^New Star Seller 

Faultless now offers the first Double Ball 
Bearing Household Caster ever available at 
popular prices. Marvelously smooth running 
and easy swivelling . . . lowest over-all height 
for this type of precision construction . . . 
dustproof design . . . hard or cushion tread 
wheels and many other quality features. Ask 
your jobber for this caster at once—^it’s a 
money-maker! 


For wood and metal furniture, there are popular ball 
bearing casters, packed 1 set to a box, and competi¬ 
tively priced casters, packed 6 sets to a box. Casters 
are offered in a selection of composition, wood and steel 
wheels. The new condensed line also includes complete 
floor protection equipment for offices. You’ll be inter¬ 
ested, too, in the new Faultless Caster Dollies for dis- 
plajdng stoves, refrigerators, etc. 


Sell Packaged Faultless Casters and youVe put your caster business on a more profitable basis 


FAULTLESS CASTERS 

FAULTLESS CASTER CORPORATION 

Deft. H«2, EVANSVILLE, INDIANA 

Brtmek Ofgemat Clde^o, Detroit, Grand Rapids, New York, High Point, 

Lot Angeles, St. Louis. Cmnmdimm Fmet^i Stratford, Ont., Canada. 
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PITTS BUKGH J" 

PLATE CLASS COMPANY iuw 

Manufaetiar*rs of Wallhido, Watorspar. Florhido 

and othor nationally known paint prodnots. Cit y 

FEBRUARY 13, 1936 


PITTSBURGH PLATE GLASS COMPANY, Brush Division, Dept. H-2, Baltimore, Md. 
Please send me full information about your dealer proposition. 
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And just in case you don’t already handle Gold 
Stripe Brushes, mail in the coupon below for 
full information about our dealer proposition. 
No obligation, of course. 


START OFF YOUR BRUSH SALES WITH THIS 

OVER-THE-COUNTER ATTACK 














No Loss Leader Items Here 

All Popular Quality Profit Makers 


V^T HY invest your money in off 
" ” brands when with the same money 
you can stock standard high-grade saws 
of quality made by Atkins. 

Atkins SILVER STEEL Nests and Com¬ 
pass Saws, like our Handsaws, Cross¬ 
cuts, Hacksaws, Trowels and other items 
SELL and at a PROFIT too. In fact 
while the per cent of profit may be the 
same when selhng cheap goods, the 
DOLLARS and CENTS PROFIT will 
be greater on each sale of quality saws 
.... SELL ATKINS Silver Steel and 
PROFIT. 


Order Atkins Saws from your job¬ 
ber .... if he cannot supply you 
write to us and we will 80C that you 
are supplied promptly. 

ATKINS 


IVa I Nest . . . ronvenient. 

pneUcal and good 
•allar. 1 each SILVER STEEL 
12" keghola. 14" compass. 18 
pruning blades. Uniform temper, 
filed, aet. Interchangeable in 
carred and lacquered beech handle. 
Packed dozen. Dealers net per 
dozen $16.15. 




No. 3. 


Nest 


eadt 8ILTEB STKKL 12" 1^- 
hole. 14" eo m paaa, 18" nail blades. 
Well made blades, ready to use. 
Cut at 8 different angles; inter- 
cbangMble carved and laeqoered 
beech handle. Packed H dozen. 
Dealers net per dosen 818.85. 



Compass — SILTBR 
IN Wo iFo 8TEBL.16xl7*auge. 
9 point filed and set. For heavy 
work as required by plumbers, 
steam fitters, etc. Interchangeable 
carved beech handle. Packed Mt 


Length, in. 10 18 14 16 

Dealers Net 

per Doa. 17.00 $7.15 $7.50 17.73 


IVa 1 Compas s—SILVER 
i^Wo R4o qtkkL. 16 X 17 
gauge for heavy work. Toothed 
on end 13 pt. for nail cutting, 
balance toothed 9 pt. Filed and 
set. Carved and lacquered beech 
handle. Packed H doeen. 

Length, inches - 18 14 

Dealers Net per Doz. 18.00 $8.50 




STEEL 17 X 18 


gauge, adjusts to 3 different cut¬ 
ting angles. Carved beech handle, 
fully lacquered. Packed H dozen. 


Length. In. 10 12 14 1(> 


Dealers Net 

per Doz. $6.63 $7.00 $7.35 $7.70 


SMOOTHER SALE-IIVG 

This free merchandising book tells how you 
can sell Atkins Saws—if you have not re¬ 
ceived your copy ask for it—contains hun¬ 
dreds of valuable sales hints. 


E. C. ATKINS AND COMPANY 

Home Office and Factory, 410 South Illinois St., Indianapolis, Ind. 

—BRANCHES— 

Atlonta, 6a. Memphis, Tann. Naw Orleans, La. Son Froneisee, Calif. Seattle, Wash. 

Chicoge, III. New York, N. Y. Klamath Falls, Ore. Portland, Ore. Poris, Fronee. 
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watch the 

FENCE 
SALES do 



More farmers will 
buy fence than any 
other single item of 
equipment in the 
next few mon ths 


Fq 


rmers are 


fe 


In a recent survey of farm buying activities in thir¬ 
teen states, farmers were asked in a questionnaire 
to indicate their purchases during the preceding 
and following six months. 37% of the farmers indi¬ 
cated that they had just bought or would soon buy 
FENCE. This was the highest percentage for any 
one item. The next highest was 18% (cultivators). In 
other words, more farmers are planning to buy fence 
than any other item of farm or household equipment! 


nee conscious 


Ev«ry £enc« d«al«r can get his share of this growing fence business by 
making the proper effort. Begin now by putting in a reasonably complete 
stock of Pittsburgh Fence in various styles and gauges. Pittsburgh Fence 
offers the most popular styles and weights and moves quickly because the 
name is favorably known to farmers everywhere. 

PITTSBURGH STEEL GOMPENT 

UNION TRUST BLDG. • PITTSBURGH. PA. 

New York Detroit Chicago St. Louis Philadelphia Memphis 
S3rracuse Houston Los Angeles San Francisco 
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PRODUCT 


CLOTH'APPLIED VARNISH. Not • polioh, nor wtx, but « fine qutlity vnrnieh 
that'* applied with a cloth. Its bakelite content gives it longer wearing qualities. 
Resists alcohol, acid, water, strong soap or hot liquids. Dries in 2 hours with a 
hard glossy surface. Four sizes: 20c, 35c, 65c and $1.20. Spectacular action 
display (operates for 30 days on dry' cell) given FREE with small assortment. 


Combimation Cmms 
GOLD OR SILVER 
PAINT 

Brilliant bronze pow* 
der, heatproof bronzing 
liquid and mixing dish 
—all in one package. 


ALUMINUM PASTE. An improved aluminum finish—in a much handier form— 
and an improved bronzing liquid. For radiators, fixtures, picture frames, etc. 
Gives much smoother results. Won’t spill or scatter like powder. Simply dilute 
to necessary consistency and apply. Patented Duo-Jar package uses paste for 
Aluminum Enamel and powder for Gold Enamel, and makes every bit of material 
usable. Four sizes: 15c, 25c, 40c and 70c. 


KLEEN-A-BRUSH 
One-third more for the 
money. Biggest value 
on market. Top qual¬ 
ity. 10c seller. Attrac¬ 


tive Display Carton. I 


I 25c. 40c, 70c, $1.25 and 



Improved 

WOODFIX 


Does everything other 
wood pastes do—BET¬ 
TER. No nitrocellu- 


SCREEN ENAMEL. New Sheffield formula keeps it from clogging meshes. Dries 
with gloss. Weatherproof. Rustproof. Long lasting. Four sizes: 15c, 25c, 
35c, 55c. 


Other fast Sheffield sellers are: S-Star Floor Cleaner, Crack Filler^ Nu-Way 
Liquid Wax, Bronzes in Glass Vials, Iron Enamel and Iron Cement. 

Order from Your Jobber Now. Jobbers—Write for Discounts. 


SHEFFIELD 

BRONZE POWDER & STENCIL CO. 


$2.25. 


PURE OIL COLORS 
Triple ground in pure 
linseed oil. All popular 
colors. 10c size and 



lose. Waterproof. 10c, 
20c, 25c and 75c. 


"The Specialty House of Top Values" 

3000 Woodhill Rood 


Cle 


nd, Ohio 


Painter’s Economy Size. 
FREE display. 
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With Taylor thermometers and weather instruments 
in your window, sales start marching into your store 


O UT in Oakland, California, this 
window attracted wide atten¬ 
tion and interest. It told a story 
about temperature and weather. It 
dramatized thermometers and 
weather instruments. It brought 
substantial returns to the dealer. 
And it illustrated a fact that has 
been proved often: 

A hardware merchatU can profit 
from increcuted sales of thernunneters 
and weather instrumeniSy if he displays 
and promotes the Taylor line. 

WHY TAYLOR INSTRUMENTS? 
BECAUSE 15 out of 16 people say they 
consider Taylor Instruments the most 


accurate they can buy. ICs easier io sell 
merchandise your customers trust. 

BECAUSE Nearly % out of every 4 peo¬ 
ple interviewed in ithe same survey knew 
Taylor Instruments by name—several 
times as many as knew any others. IVs 
easier to sell merchandise your customers 
know. 

BECAUSE Taylor makes a full and varied 


line of all types of thermometers and 
weather instruments your customers 
want—indoor and outdoor, roast meat, 
candy and jelly, oven and deep-frying 
thermometers, and instruments for fore¬ 
casting and measuring the weather. 

BECAUSE The name ''Taylor” on any 
instrument means "guaranteed against 
everything except breakage.” 



/ INSTRUMENTS 


TAYLOR INSTRUMENT COMPANIES 

Rochester, N, Y. • Toronto, Canada 


FEBRUARY 13, 1936 


Digitized by ^ooQle 


45 





District 

Of 

Columbia — 
Glimpses of 
Life at the 
National 
Capital — 

A 

Fashionable 
Roller 
Skating 
Rink — 


"By Covrteay of Harpor*» Weekly’* 


From a 
Sketch 
By Miss 
Georgie 
Davis. 

Taken from 

Frank 

Leslie’s 

Illustrated 

Newspaper 

Of 

April 10, 
1880. 


Read this Interesti^ News Item Published Over 55 Years Ago 


“On three evenings of the week, during the present sea¬ 
son, very attractive gatherings have been held at the 
Roller Skating Rink on Fourteenth Street, and alike to 
lookers-on and to the members of the class' themselves, 
the roomy, well lighted hall has been one of the pleasant¬ 
est of resorts. From six to eight the professor of this 
graceful art holds class, and the thirty or forty pupils, 
picturesque in pretty skating costumes, wheel and turn, 
march, countermarch, and flash on the smooth rollers 
through all sorts of bewildering and entangled figures. 


obedient to the signals of their leader. The rink is large 
enough for a regimental drill-room, and under the 
bright lights and over the polished asphalt floor, the 
crowd of swaying, swinging and gliding figures have the 
prettiest possible effect. Nearly all the class are good 
skaters, the exercise is a delightful one, the scope for 
dainty display in the way of costumes is infinite, the 
opportunity for mild flirtations boundless; and what 
more—always providing that you are a woman and 
eighteen—^would you or could you desire?” 


Today Millions of People Are Roller Skating 

Society people, movie stars, college students, business men, school children and 
debutantes are roUer skating as never before. Skating parties, dances, teas, 
races, and carnivals are being held almost everywhere. The increasing demand 
for Roller Skates in general and for— 

Union Hardware Roller Skates 


in particular attests the growing popularity of this great outdoor and indoor 
sport. Just as Roller Skating has “Carried On” with people of all ages —so have 
Union Hardware “Carried On” with improvements that make Roller Skates 
stronger and safer and easier to propel than ever. The latest Union Ball-Bearing 
Extension Models are sold by aU leadii^ Jobbers and by thousands of Dealers 
who swear by “The Union Line” for profitable sales and steady 
turnover. Check up on your stock for Spring trade. 

Your Jobber will supply you. 


HARDWARE COMPANY 


J7£C. U. S. f»A T. OFF. 


ESTABLISHED 1654 


TORRINGTON. CONN. 

NEW YORK OFFICE 151 CHAMBERS STREET 



No. 130 
For Men 
No. 130 L 
For Women 
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' Tako a wire +o 
+h IS dealer, please, 

5orr^, bui can ship 
only half your order 
. from stock* 



f 



capital turnover 
prevents the loss 

0^ lyta^ltaUe ^aie^ 



In the heavy selling season of the hardware 
trade, delivery time is the essence of the 
manufacturer's sales opportunities. What one 
firm can't ship, some competitor probably 
can — and not only profits and prestige, but 
customers are at stake. 

Commercial factoring is the effective, modem 
business instrument to help manufacturers 
make the most of their market opportunities. 



It widens sales opportunities by advancing 
cash as shipments are made and thus reducing 
the average outstanding sixty to ninety day 
account to a cash basis. 

Now is the lime to investigate. 

COMMERCIAL FACTORS 
CORPORATION 

TWO PABI AVENUE HEW YOSE 
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Just 

Among 

Ourselves 

By CHARLES J. HEALE 

Editor^ Hardware Age 


Largest Payroll— 

Nearly ten million persons re¬ 
ceived Government paychecks in 
the United States during 1935. 
This makes a Federal payroll of 
more than five billion dollars 
(15,000,000,000) yearly. This is 
the world’s largest payroll both in 
dollars and number of persons 
employed. It places every fourth 
employed person in this country 
on the direct Government payroll. 
Add to this at least another mil¬ 
lion employed by firms or con¬ 
tractors producing materials for 
Federal government use. Then in¬ 
clude several hundred thousand 
hired by private contractors doing 
Government work or handling 
PWA projects and the total stag¬ 
gers even the most calloused 
imagination. 

Adolf Garner- 

Various new and old games for 
adults have enjoyed wide and 
profitable sale during the Christ¬ 
mas gift season now drawing to a 
close. The one outstanding adult 
game continues to be bridge, both 
auction and contract, with con¬ 
tract gaining according to the 
latest data at hand. The Associ¬ 
ated Press estimates that 20,000,- 


000 Americans play bridge regu¬ 
larly. This means en average of 
one out of every six of the entire 
population, almost half of the 
entire adult population. The pop¬ 
ularity of bridge offers the hard¬ 
ware trade two basic sales chan¬ 
nels—the sale of playing cards, 
tallies, score cards, card tables 
and chairs and the almost unlim¬ 
ited opportunity for selling prize 
items. In addition to bridge and 
other card games are the many 
new games formerly considered 
suitable only for children. During 
the winter or indoor season the 
game demand will continue active. 
In every community there are 
groups of families who meet regu¬ 
larly for playing cards and more 
simple games. It is a market 
worth seeking as it includes both 
equipment for playing and prizes 
for the winners. A table, an oc¬ 
casional window display and some 
advertising of your assortment of 
games and prizes would be par¬ 
ticularly appropriate at this time. 

Withheld Digcounts— 

In several basic lines distrib¬ 
uted through hardware channels 
a “withheld discount” for good 
behavior might prove a very effec¬ 
tive curb on demoralization of 


price structure on well known 
merchandise. It is doubtful if 
this procedure has complete legal¬ 
ity as it implies an agreement be¬ 
tween producer and distributor to 
maintain a price. If in the legis¬ 
lative efforts seeking some form 
of legalized price control a “with¬ 
held discount” plan could be in¬ 
cluded it would definitely help. 
It is quite clear that a jobber get¬ 
ting an extra 5 per cent on volume 
at the end of the year, providing 
he has not demoralized the mar¬ 
ket, would have an extra bonus 
to look forward to—this should 
prove very attractive and in many 
cases more attractive than any 
imagined benefits from price cut¬ 
ting. A discussion of the subject 
is certainly not illegal as long as 
no agreement is made. The “with¬ 
held discount” has possibilities 
and should be studied by the hard¬ 
ware industry. 

Major Items— 

The retail hardware business is 
necessarily chock full of small 
sales. There are countless items 
in the average and proper hard¬ 
ware stock that sell for 5, 10, and 
25 cents and other amounts less 
than one dollar. This is unavoid¬ 
able and is also a good factor 
maintaining and developing store 
traffic. These small amount sales 
must be offset by sales of larger 
unit price items, such as washers, 
refrigerators, stoves, vacuum 
cleaners, etc. This year, more than 
ever before, I am very conscious 
of the hardware dealer’s oppor¬ 
tunity to sell major items made by 
the leading makers. Looking over 
jobbers’ promotion plans and 
their exhibits this thought is 
driven home. The rollcall of 
manufacturers of these major 
items who are now seeking hard¬ 
ware distribution encourages the 
belief that hereafter the hardware 
trade is in an enviable position to 
obtain the best volume in these 
lines. This imposes an obligation 
on the hardware trade to justify 
their opportunity, for, if they do 
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not there will again be a mess of 
specialty stores and other compet¬ 
itive retailers springing up to 
handle major item sales. 

Toivnsend Plan— 

Murray C. French says: “For 
the life of me I cannot understand 
why the people who discuss the 
workability of the Townsend plan 
always talk in billions of dollars, 
sums which nobody c£m compre¬ 
hend. Why not talk in individual 
figures instead of national totals? 

“For instance, here is a man 
earning at present $100 a month. 
He buys now (for easy figuring) 
100 various things at $1 each. 
Suppose we enact a 2 per cent 
sales tax to fintmce the Townsend 
plan. Each item then costs him 
$1.02. For his $100 he can then 
buy 98 items instead of 100. Na¬ 
tional production is decreased by 
two items. 

“The $2 he has paid in Town- 
send-tax goes to an aged person. 
With that $2 he can buy approx¬ 
imately two items, thus increasing 
national production back to its 
original 100 items as before. 
There is no increase in produc¬ 
tion; there is merely a transfer of 
ownership of a part of the produc¬ 
tion. 

“In many states we now have 
a 2 per cent sales tax to finance 
relief. That money is invariably 
spent immediately by the recipi¬ 
ents. Yet nobody claims this 
procedure increases business. It 
retards business, and this is ad¬ 
mitted on all sides. 

“The fact that the purposes of 
the Townsend plan are laudable 
does not set aside the laws of 
third-grade arithmetic. A dollar 
spent by John Smith *sets in mo¬ 
tion’ just as much business as does 
a dollar spent by Sam Jones, re¬ 
gardless of the age of either per¬ 
son. What applies to one dollar 
applies also to one billion dol¬ 
lars.” 

Fifty-Fifty— 

At Minneapolis, A. C. Raymer, 
from Austin, Minn., told a most 
interesting and instructive story on 
handling outside sales on major 
items. Mr. Raymer charges 50 
per cent of all “trade in allow¬ 
ances” to the salesman making the 
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deal. Should service work, re¬ 
placement parts, etc., be required, 
the salesman is again charged 
with a complete half of the total. 
When the sale of the recondi¬ 
tioned appliance is made the sales¬ 
man receives credit for fifty per 
cent. This idea has doubled bar¬ 
rel worth. It keeps the salesman 
from being uneconomic in his 
generosity in handling “trade in” 
items and makes it possible for 
him to realize an extra income if 
he watches and controls, sanely, 
the amount of money offered for 
trade ins and the costs put into re¬ 
conditioning. Mr. Raymer also 
has his outside salesmen specialize 
in major items so that in prac¬ 
tically every major item his store 
has the benefit of expert knowl¬ 
edge on each item. This idea also 
helps build a prospect list. When 
an unknown prospect shows en¬ 
couragement the salesman who 
has the matter in hand introduces 
the prospect to the specializing 
salesman and in doing so may 
properly say “I want you to meet 
our Mr. Swanson who specializes, 
etc., etc. What is your name, 
please?” This is a fine idea for 
obtaining prospects' names which 
might otherwise be unavailable as 
it is often difficult to obtain names. 
But when going through the mo¬ 
tions of giving the interested 
prospect a little extra service, ob¬ 
taining the name for a proper in¬ 
troduction works out very well. 

Auto Supplies— 

There is obviously much resist¬ 
ance from dealers when whole¬ 
salers try to promote auto ac¬ 
cessory and supply departments. 
This is an outstanding difficulty 
with those wholesalers who are 
definitely making it possible for 
dealers to stay in the competitive 
picture. There is such a marked 
reluctance of the retail hardware 
field to get into the auto supplies 
field that some comment appears 
appropriate. The strongest, most 
annoying, most persistent compe¬ 
tition hardware dealers face has 
come and continues to come from 
chain and mail order firms whose 
basic lines are auto accessories. 
This fact alone should encourage 
hardware men to enter the auto 
supply field. If only to retaliate, 
hardware stores should certainly 


tackle the motorists’ trade. In¬ 
creasingly, the sale of auto sup¬ 
plies is becoming part of a busi¬ 
ness and can no longer (not even 
in the major metropolitan areas), 
continue to be a specialized busi¬ 
ness. That’s another reason why 
practically every auto accessory 
chain (and the mail order stores) 
are featuring so many lines of 
merchandise which are commonly 
known as hardware store lines. 
Hardware stores should immedi¬ 
ately get into the auto supply and 
tire field which is definitely on 
the increase and, on the right 
basis, C£m be an important traffic 
builder at a profit. 

Surprige— 

Those who attended the recent 
Minnesota convention were treated 
to a surprise feature. B. Christian¬ 
son was the surprise. For the 
past four years he has been a mer¬ 
chandising executive for Sears, 
Roebuck & Co., working out of St. 
Paul with 108 stores under his 
direction. All hardware men will 
recognize Chris as the former 
secretary and fieldman of the Wis¬ 
consin Retail Hardware Associa¬ 
tion. Prior to that he was a suc¬ 
cessful retail hardware merchant 
in the Northwest. His unusual 
message was different because he 
has a natural and inborn sym¬ 
pathy for the hardware merchant: 
yet, through his eyes, with four 
years’ mail order chain store ex¬ 
perience, he sees the competitive 
picture more clearly than most of 
us do. His message is published 
in full elsewhere in this issue. We 
recommend that every reader give 
full and complete attention to 
every word that Chris uttered at 
Minneapolis. Particular attention 
is called to that part of his talk 
where he discusses chain store 
managers. He stressed the point 
that these men are not allowed to 
be failures. They either succeed 
or get out of the way for men who 
can succeed. Naturally, they have 
to be active in their selling jobs, 
whereas independent merchants 
have the disadvantage of being 
able to be as lazy or as indifferent 
as they please because they are in¬ 
dependent—perhaps too indepen¬ 
dent. 
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Electric Washer Sales for 1936 
Forecast at 37 per cent Increase 


By 

HOWARD E. BLOOD 


President, Norge Division 
Borg^Warner Corp. 


T he electric washer was the 
Rrst major home appliance 
to sweep into its sales ex¬ 
pansion period. Since then, it has 
pointed the way in distributive 
methods, merchandising practises 
and resale activities. Many of 
the appliance industries, particu¬ 
larly electric refrigeration, owe it 
a debt of gratitude, because by the 
adaptation of successful methods 
discovered by the washer indus¬ 
try they have avoided many of the 
problems, and as a result their 
expansion has been spectacularly 
fortunate. 

Before giving you the benefit 
of the findings from the nation¬ 
wide Norge marketing study 
among 34,866 women and nearly 
2000 dealers handling all makes 
of washers in 397 cities, permit 
me to discuss briefly the market¬ 
ing background upon which the 
interpretation of these findings 
rest. On January 1, 1935, there 
were 9,439,600 washers in use 
among the 20,520,870 wired 
homes in the United States; estab¬ 
lishing a saturation point of 47 
per cent. But the washer industry 
was well out of its expansion 
phase and quite permanently lo¬ 
cated in its replacement period. 
I mean by that, it seems evident 
that only about one-half of the 
families of the country ever want 
to possess any strictly utilitarian 
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product of this kind and, there¬ 
fore, with saturation at 47 per 
cent the industry must look for its 
volume from the replacement of 
worn-out washers and among fam¬ 
ilies who have been accustomed 
to its use. 

The washer industry, in spite of 
its high saturation point, has 
shown amazing virility during the 
depression; in fact, next to electric 


refrigeration, it showed itself most 
depression-proof. This was un¬ 
doubtedly caused by the fact that 
depression conditions forced cer¬ 
tain families into the ownership 
of an electric washer for economi¬ 
cal living reasons who normally 
preferred not to do their laundry 
at home. As a result, 1,121,137 
units were sold in 1934, an in¬ 
crease of 11.5 per cent, while, in 
1935, 1,209,176 units were sold, 
or an increase of 8.5 per cent. The 
volume of 1930 to 1933 indicated 
that this new class, thrown into 
the market by the depression, were 
buying cheaper washers, for, dur¬ 
ing those years, the average retail 
price declined severely. But in 
1934, this began to correct itself 
—the increase in retail dollar vol¬ 
ume was 12 per cent, or slightly 
greater than the 11.5 per cent in¬ 
crease in unit volume. In 1935, 
the retail value of $78,665,786 
represented a 7.5 per cent increase 
or slightly more than the increase 
in units, indicating that the aver¬ 
age retail price was slightly less 
but still had stabilized to the point 
where we can conclude that from 


Based on nation-wide study of buying intent among 
34f866 women, Mr, Blood predicts active selling 
market on replacements of obsolete machines and 
on strictly new business. Expects greater efficiency 
of new models to encourage replacements of both 
old machines and those very low priced washers sold 
in recent years. 
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now on a “selling up” trend is 
evident. In fact, the average price 
in the fall of 1935 was around 
$64, with approximately one- 
quarter of the total business in 
washers selling at about $90. 

The important consideration to 
keep in mind is that a large per¬ 
centage of the volume in the past 
four years has been absorbed by 
this new class of buyers who, 
probably, will give up launder¬ 
ing as soon as better business con¬ 
ditions maintain. The increase, 
therefore, cannot be interpreted as 
a replacement of washers to the 
working classes who have been 
the backbone of the market for so 
many years. Great numbers of 
these have an unfilled need for a 
new washer and, although it is the 
most necessary and useful appli¬ 
ance they own, they have contin¬ 
ually repaired the old washer 
rather than buy a new one be¬ 
cause of lowered income during 
the depression. Now, however, 
thousands of such washers have 
been so frequently repaired as to 
be beyond repair, thus we notice 
a greater buying intent in the 
market in 1936. 

Some conception of the dimen¬ 
sions of this market can be gained, 
first of all, by analyzing the num¬ 
ber of washers still in use which 
were purchased prior to 1930. 

Gaging Buying Intent 

Another way to analyze the out¬ 
look is by gaging the buying in¬ 
tent uncovered in this nation-wide 
survey. From the first angle, it is 
interesting to know that 6,541,833 
washers were purchased prior to 
1930, largely by those working 
classes to whom laundry was a 
necessity. Of this number, 2,420,- 
633 were purchased prior to 1925. 
Certainly those still owned that 
were bought prior to 1925 have 
reached a bad state of disrepair 
and the majority need replace¬ 
ment, particularly when one con¬ 
siders that so many improvements 
have been made in later models. 
Likewise, since those between 
1925-30 were cheaper models, it 
can be safely concluded that at 
least 50 per cent of these should 
be replaced to gain the greater 
convenience and economy of pres¬ 
ent washer models. All told, then, 
it can be concluded that approxi¬ 


mately 3,700,000 old-style, worn- 
out washers exist which should 
and could be replaced, if the fam¬ 
ilies owning them were reached in 
their homes and the benefits of 
the latest models demonstrated to 
them. 

That, as I see it, is the market¬ 
ing background which must be 
understood in appreciating the 
1936 outlook and in laying plans 
to capitalize upon the buying in¬ 
tent which is evident. 

Some Still Using 
Hand Methods 

Among the 34,866 women in¬ 
terviewed by telephone in 397 
cities, reflecting market conditions 
as of November 15, 1935, the 
washer saturation among such 
telephone subscribers, admittedly 
a more intelligent and higher in¬ 
come class, was 58.2 per cent. It 
is interesting to know that 21 per 
cent used the public laundry 
while, somewhat amazing, 20.8 
per cent still used hand methods. 

Of this total number whose 
opinion relating to refrigerators, 
kitchen ranges and oil burners 
was also being researched, 7392 
women were isolated as to their 
buying intent for a new washer in 
1936. In the first place, it was 
found that 18.6 per cent had wash¬ 
ers on which repairs were badly 
needed. When asked if they in¬ 
tended to buy a new washer in 
1936, these 7392 women showed 
a total buying intent of 30 per 


cent. This permits four impor¬ 
tant conclusions: 

(1) The total buying intent for 
1936 (30 per cent) as compared 
with that discovered by like re¬ 
search means for 1935 (21.7 per 
cent) shows an increase of 8.3 
per cent more, compared to that 
of the previous year, an actual 
buying interest about 37 per cent 
greater. Of course, the industry, 
in the past few years, has been 
set up to depend more upon vol¬ 
ume from store sales than from 
outside selling, as formerly. This 
has been caused, of course, by 
the decline in the average retail 
price which has not provided the 
margin required for outside spe¬ 
cialty selling efforts and, in addi¬ 
tion, the high saturation which 
has made it difficult to find suf¬ 
ficient prospects per block with 
the hold-back tendency of the con¬ 
sumer during the depression. If 
the average washer dealer can 
change his methods and realize 
that in 1936 he faces a re-expan¬ 
sion opportunity which justifies 
outside selling so that he will 
reach a greater number of people 
in their homes who might not ex¬ 
pose themselves to his store, it 
can be concluded that because of 
this 30 per cent buying intent 
(which is 37 per cent stronger 
than that of last year), the washer 
industry faces a very fortunate 
year. 

(2) This buying intent for 
{CofUinued on page 113) 


Factors that 7392 women declared would 
most control their buying decision in 1936. 
They are: 


Cleansing .15.5% 

Durability .14.2% 

Convenience.11.3% 

Speed .11.6% 

Easy on clothes. 9.9% 

Use saving. 9.0% 

Reputation of maker. 7.0% 

Safety features . 6.3% 

Price . 4.0% 

Dealer reputation . 3.8% 

All other reasons. 7.2% 
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Prize-Winning List of Tools 
for the Homeworkshop 

Prize-winning list of tools and equipment provides answer to 
the question: “How would you invest $150 to start a work¬ 
shop?*^ The keen interest in the subject was exemplified by 
the thousands of carefully compiled entries in the contest. 

Dealers can use the list to splendid advaniage in many ways. 


H andicraft enthusiasts 

themselves have selected 
what they consider the 
most ideal outfit of tools and 
equipment for starting a home- 
workshop. For the best answer 
to the question—“How would you 
invest $150 to start a workshop?” 
one of the leading homecraft 
magazines recently awarded 
prizes having a total value of 
$200. The first prize was a $150 
workshop, the second prize $35 
worth of workshop tools, and the 
third prize $15 worth of work¬ 
shop tools. Entrants were asked 
to list the tools they would pur¬ 
chase with $150 which would 
give them the most practical, effi¬ 
cient and complete workshop they 
could buy for the money. 

For Best Equipped Shop 

It was understood that the 
prizes were to be awarded for the 
lists which best equipped a shop 
to meet the varied needs of the 
average craftsman. It was also 
understood that such a list, in¬ 
volving a maximum outlay of not 
more than $150, could not be ex¬ 
pected to fulfill the more diverse 
and exacting requirements of 
many experienced and highly 
skilled home craftsmen, who fre¬ 
quently invest several thousand 
dollars in their shop equipment. 

The winning list (published on 
the opposite page) is believed to 
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be a very excellent one for those 
who have but recently become in¬ 
terested in home handicraft, and 
who are just starting to buy their 
shop equipment, or for those who 
have a few tools and wish to 
equip their shops more complete¬ 
ly. For such purposes, the prize 
winning list should prove to be 
a very efficient and helpful guide, 
and the listed tools and other 
articles will form an excellent 
nucleus for a shop that can be 
enlarged as desired. 

Know Tools 

It was readily apparent from 
the entries received that most 
home craftsmen have a very close 
acquaintance with tools, as well 
as an intimate knowledge of tool 
specifications, brand names, and 
prevailing prices. Among the vo¬ 
cations and professions repre¬ 
sented among the entrants were 
doctors, lawyers, clergymen, farm¬ 
ers, miners, engineers, teachers, 
dentists, movie cameramen, chauf¬ 
feurs, lobster fishermen, and 
others employed in a wide range 
of occupations. Entries were also 
received from several women. As 
many as 200 separate items were 
listed on some entries, and 171 
tools and articles of ^op equip¬ 
ment were included in the prize¬ 
winning list. It is estimated that 
the value of the tools listed in the 
entire contest was more than one- 


third of a million dollars, which 
is a good indication of the large 
potential demand for merchandise 
of this character. 

Judges of the contest were Rob¬ 
ert G. Weyh of the Bureau of Vo¬ 
cational Activities, Board of Eklu- 
cation. City of New York; H. B. 
Burnett, president of The Home 
Craftsman Magazine, New York 
City, and MacDonald Witten, as¬ 
sociate editor. Hardware Age, 
New York City. In selecting the 
prize-winning lists, the judges 
took into consideration that the 
homeworkshop should certainly 
be equipped to serve a practical 
purpose in the home, while at 
the same time providing the equip¬ 
ment to enjoy handicraft as a 
pastime or hobby. Tlie prize¬ 
winning list, therefore, includes 
the tools that are essential in mak¬ 
ing the ordinary repairs about 
the home. John R. Scheib, of 
Pittsburgh, whose list won first 
place, sounded the keynote of the 
comments made by many of the 
entrants when he said: “It was 
not difficult for me to keep in 
mind that this workshop was not 
to be stocked with specialized 
tools, but rather with an array of 
general tools and supplies, the 
like of which makes the confirmed 
handyman’s heart beat in an 
alarming fashion. . . . With the 
tools selected I could*build the 
finest of furniture, and yet be pre- 
{Continued on page 148) 
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The $150 List of the Contest Winner 


N». Qmb. Artki« DescriptlMi 1 

1 1 HamiiMr (nail).16 os.—18 in. handle. 

2 1 Haauner (ball-pain).8 ox.—18 in. oTerall. 

8 1 Hammer (magnatie).4 in. head—11^ in. handle 

4 1 Hatchet (half).19 ox.—18 in. handle. 


Hatchet (half).. 
MaUet (rubber). 

Saw (rip). 

Saw (eroee-cnt) 
Shw (back).... 


.2 in. dia.—4 in. head. 

.6 pt.—28 in. 

.8 pt.—26 in. 

.12 in. 


Sbws (next of).Keyhole, etc. 

Saw (back)..AdJ. frame and 2 extra 

blades. 

Saw (keyhole hack).Pistol-grip—8 in. 

Plane (jack).14 in. long. 

Plane (block).6% in. long. 

Bit brace.....Ratchet—8 in. sweep. 

Auger bits.Sixes 4, 6 and 8. 

Anger bits.Sixes 10 and 12. 

Auger bits.Sizes 14 and 16. 

Bit (expanaiye).1 in. to 1% in. 

Bit (gimlet).8^ in. long. 

Auger bit gauge.Adjustable—2% in. long.. 

Drill (hand).*4 in. chuck—9% in. 

Drill ariector (8 drills).... See item No. 168 

Drill (push).8 drills incl. 

Serew driTor (spiral).9^6 in. closed. 

Screw driver.6 in. 

Screw driver.5 in. 

Screw driver.4 in. 

Screw driver (electric)...8 in.—insulated to tip.... 
Screw drivers (nest of)... Model makers sizes. 


Chisel (wood).% in. x 9% In. 

Chisel (wood).% in. x 9H in. 

Chisel (wood).1 in. x 9^ in.. 


Wood calling tools.6 tools. 

Buie (sig-sag).6 ft. 

Rule (flexible steel).6 ft. 

Rule (combination).T sq.. Try sq., etc. 

Square (try and mitre)... 12 in. 

Bftarking gauge. 

Level and plumb.24 in. 

Calipers .Inside . 

Calipers .Outside . 

Dtviders . 

Drafting board and tools. .(Compass. T sq. prot., angles 

Pantograph .Enlarging plans, etc. 

File (sHm ta^).11/82 in. x 6 in. 

Pile (slim taper).16/82 in. x 8 in. 

Pile (mill).8 in. . 

Pile (mfll).12 m. 

Pile (half round).6 in. 

Pile (round).6 in. 

Wood rasp (half round)...8 in. 

Pliers (combination).6 in.—mech. and elect.... 

Pliers (long nose).6 in. 

Pinchers.6 in.—^with wire cutters.. 

Wrench set.10 sixes—^ in. to 1 in... 

Wrench (adjustable).6Vb in. 

Wrench (ph^).10 in. 

Tbps and dies.Std.—6 sizes, % in. to Vi 

in. tap wrench, die stock 

Pipe threader.Complete with dies. 

Pipe cutter. 

Pipe vise.See item No. 66 

Somring iron.Electric . 

Soldering iron.Electric—modelmakers size 

Solder.Acid core. 

Tin snips.10 in. 

Vise (bench).4 in.—pipe jaws and anvil 

Vise (bendi).1% in. modelmakers size. 

Bench screw.To make wood vise. 

Hand screws.10 in. 

G clamps...2—2 in., 2—4 in. 

Ripping bar. % x 18 in.—gooseneck... 

Countersink .Wood or metal —% in. x 

4% in. 

NaU set.2/82 in. 

Center punch.6/64 in. 

Chisel (cold).% in. x 6 in. 

Awl (scratch).8% in. blade. 

Cornering tool.1/16 in. and % in. cutters 

Spoke shave. 

W^ scraper.IH in. blade. 

Pocket knife.8 blades. 

Scissors .6 in. 

Raaor blade holder.Width depth gauge. 

Bench stone.Combination 7x2x1... 

(Bass cutter. 

Putty k^e.2 in. blade. 


No. Qmuu 
86 1 box 


89 1 pkg. 

90 1 

91 1 roU 

92 1 can 


96 1 pint 

97 1 tube 

98 Itube 

99 1 lb. 

100 1 zoU 

101 1 roll 

102 1 roll 

103 1 box 

104 1 box 

106 1 box 

106 1 box 

107 Ibox 

108 1 box 


111 Ibox 

112 2 lb. 

118 2 lb. 

114 Vilb. 

116 Ibox 

116 2 1b. 

117 1 lb. 

118 llot 

119 1 lot 

120 .... 

121 

122 1 pint 

128 % pint 

124 1 pint 

125 6% pts. 

126 % pint 

127 7 pkgs. 


181 8 

182 1 pint 

183 1 pint 

184 1 tube 

185 1 pkg. 

136 1 

187 1 box 

188 1 box 

139 1 cake 

140 H pt. 

141 1 roll 


165 Idos. 


Article 

Glaziers points. 

Putty . 

First aid kit. 

Bandages . 

Flashlight . 

Friction ti 4 >e. 

Oil . 

Glue. 

Glue. 

Glue pot. 

Water glass. 

Liquid solder. 

Rubber cement. 

Plaster of Paris. 

Wire (soft). 

Wire (piano). 

Wire (copper). 

Washers (iron). 

Washers (lock). 

Washers (faucet). 

(hotter keys. 

Chair rung fasteners. 

Corrugated fasteners. 

Pencil . 

Pencil . 

Chalk . 

Nails (conunon). 

Nails (finishing). 

Brads . 

Tacks . 

Screws . 

Bolts . 

Lumber. 

Dowels . 

Home Craftsman Magazine. 
Popular Science Magazine. 

Varnish . 

ShelUc . 

Aluminum . 

Enamel (4-hour). 

Paint remover. 

Water stain (powders)- 

Paint brushes. 

Paint brush. 

Paint brush. 

Paint brushes (camel hair) 

Turpentine . 

Linseed oil. 

Wood filler. 

Sandpaper . 

SSandpaper holder. 

Steel wool. 

Pumice (powdered). 

Wax . 

Wax . 

Cheese cloth. 

Lathe . 

Cup center. 

Faceplate. 

Chisel . 

Chisel . 

Parting tool. 

Chisel . 

Arbor .. •.. 

Drill chuck. 

Grinding wheel. 

Sanding disc. 

Wire wheel. 

Cloth buffer. 

Bench saw . 

Mitre gauge. 

Drill press . 

Drill selector. 

Adapter . 

Shaper cutters. 

Collrt chuck. 

Mortising attachment. 

Sanding drub. 

Jig saw . 

Jig saw blades. 

Sabre blade. 

Motor . 

Motor pulley. 

Motor base. 

V belt. 

V belt. 


Description Price 

. 10 

.16 

Complete kit.10 

Adhesive bandages.06 

2 cell—focusing . 1.25 

.10 

Spout on can.25 

Waterproof .10 

Liquid .80 

Complete with glue. .20 

. .16 


18 gauge.10 


20 gaim. 

AsoorCbd sixes... 
Assorted sixes... 
Assorted sixes... 
Assorted sixes... 
80 assorted sixes. 


Grade H B. 


Assorted colors.06 

Assorted .10 

Assorted .10 

Assorted .06 

No. 6.06 

Assorted . .20 

Assorted .1 .20 

Scrap pieces.Gratis 

Scrap pieces.Gratis 

12 months subscription... .80 

12 months subscription... 1.50 

4 hour.46 

White.86 

Primer coat.60 

6 assorted colors.60 


7 assorted colors. 1.00 

1 in.—free offer.Gratis 

2 in.26 

8 in.26 

Assorted artist's sixes.... AO 


Assorted sheets.. 
Metal hand block. 

Medium . 

4 oz. 

For lathe work... 

Liquid . 

6 irards. 


80 in. bed—6 in. swing... 4.60 

Small turnings.80 

6 in.66 

Skew.56 

douge. A6 


1 in.—gouge.55 

For grinder. 1.10 

VL in. 60 

H in. X 4 in.40 

(j^plete.86 

4 in.66 

6 in.60 

7 in. saw—2^ in. cut.... 0.86 

. 1.00 

6% in. capaci^.10.96 

Incl. 8 drills. 1.40 

For shaping.86 

Set of three. 1.60 

For routing.86 

> Ownplete . 2.60 

1 in. X 1% in.86 

14 in.11.60 

6 in.—20 point.40 

6 in.— 9 point..10 

% hp. 7.96 

4 in.—4 st^.66 

Floating type. 1.60 

24 in.60 

42 in.76 


TOTAL.1160.16 
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By B. CHRISTIANSON 

Divisional Merchandiser^ 
Montgomery Ward & Co., 
St. Paul. Minn. 




I' 


Four years in Chain Store 
Work have tausht me that many 
independents and the syndicate 
stores are not so far apart in 
their methods. The main dif¬ 
ference is that the chain stores 
do things better. They have to 
do things well for they do not 
dare do otherwise. 

— -B. Christianson 

Addressing ihe Convention of 
Minnesota Retail Hardware 
Association^ at Minneapolis^ 
Minn^^ Jan, 23,1936, 


T his is not a talk in defense of the chain 
store or in condemnation of the indepen¬ 
dent dealer. I have known chain stores I 
would not defend, and I have also enjoyed the 
acquaintances of independent dealers whom I 
am not competent to criticize. 

It has been my good fortune, as some of you 
know, to number among my acquaintances some 
of the finest, brainiest hardw^are merchants in 
the United States. It is far from me to under¬ 
rate the thought, the energy—the long hours of 
lime, as wtII as the ability and experience which 
have been poured into their business. Success 
has come to these men because they merchan¬ 
dized better than the average. 
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Chain store managers must operate efficiently 
ond profitablyf must make changes in display and 
selling practices or lose their jobs. Are not permitted 
to stay unless successful. Would be fired if they ran 
store like many independent dealers, says Mr. Chris¬ 
tianson. They reduce inventories and obtain turn¬ 
over. Displays encourage sales and store traffic. 
Concentrate on selling job. 


When I suggested discussing 
this topic under “Why Chain 
Stores Sell More,” I did so be¬ 
cause 1 am confident that such 
methods as they use will produce 
more business. After aU, it is 
“more business” that spells the 
difference between success and 
failure. You all know what an 
additional “gross” (or margin if 
you wish to call it) would mean 
to your business if it was obtained 
without any additional expense. 

Another known factor is that 
margin comes from sales. If one 
store or one kind of store sells 
more, they have that much addi¬ 
tional income in their business to 
cover their expenses and to put 
by as profit at the end of the year. 

Training Needed 

Today for various reasons, the 
business of retailing has become a 
risky complex vocation demand¬ 
ing scientific training and study. 
Lacking this training and not giv¬ 
ing time to analysis or much 
thought to his problems, any mer¬ 
chant is in a precarious position. 

If you think I am overstating 
this, all you have to do is to look 
at the profit and loss figures of 
numerous retail organizations to 
appreciate the fact that retailing 



is not merely buying a lot of mer¬ 
chandise, making it available to 
the public, and then waiting for 
them to come and take it away. 
That is not the way business is 
done—^that is the way it was done. 

Of course no one can learn to 
run a store successfully by simply 
reading a book or listening to a 
talk like this. But where is there 
a merchant who cannot profit 
from an enumeration and an 
analysis of the “good points” 
(call them fundamentals if you 
wish) which are the planks in the 
platform of the successful mer¬ 



chant. These “good points” are 
working for money-making mer¬ 
chants. They have worked for 
them, and are working for them, 
and will work for you who have 
not tried them, if you will give 
them a chance. 

Four years in chain store work 
has taught me that many indepen¬ 
dents and the syndicate stores are 
not so far apart in their methods. 
The main difference is that the 
chain stores do things better. They 
have to do things well for they do 
not dare do otherwise. 

Many a chain store manager 
has lost his position because he 
did his job in about the manner 


Editor's note:—Mr. Christianson delivered this address at the Minnesota 
Convention, Minneapolis, Minn., Jan. 23, 1936. He is well known through¬ 
out the hardware field, having been a merchant and for many years the 
secretary of the Wisconsin Association. He has been with Ward's four 
years and brought to the convention the unusual and highly valuable view¬ 
point of a former hardware merchant and hardware secretary with the 
opportunities to study at first hand chain store operations. 
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that some merchants operate their 
stores. They think their way of 
doing is good enough. This is not 
any reflection on the dealer who 
is doing a good job, but rather 
on the one who isn’t, and the 
trouble with the one who is not 
succeeding is that he doesn’t 
always know it. 

Right here we have another 
reason for the syndicate stores 
doing a better job. When they 
are not doing well, and they dorCt 
know ity there is someone in the 
organization who does and who 
will not hesitate to tell them so. 

So it crystallizes itself into this, 
that first one must know he isnU 
doing well and, second, he must 
be able through his own abilityy 
or that of others, to correct that 
which is wrong in the methods 
and practices within his business. 
Again we have the need of diag¬ 
nosis, and then a prescription 
based upon knowledge of tried 
methods, which can be depended 
upon to effect a cure. 

About six months ago, I was 
asked by a well-known merchant, 
a man who has made more than 
an ordinary success of his busi¬ 
ness in the past, but who is now 
finding it increasingly more dif¬ 
ficult to make a profit, just what 
the independent store must do to 
be able to survive the competitive 
pressure of the large syndicate 
groups. 

Praise is Desired 

This was not an easy question 
to answer. I could have given 
one kind of an answer, but I 
didn’t. Remember it is always 
easy to be popular with any man 
or any group by agreeing with 
the questioner’s viewpoint. It’s 
human to crave endorsement of 
one’s opinions and practices, and 
frequently questions are asked 
just to get someone to concur with 
your views. 

But not so with this merchant, 
who inquired in all sincerity. If 
you think this man was unduly 
exercised over this, you should 
know the facts before passing 
judgment. Less than two weeks 
after this conversation, a hard¬ 
ware store of the mail order type, 
was opened up in this city. This 
store will do $60,000 volume a 
year in hardware, auto acces¬ 


sories, tires, paint, roofing, house- 
wares and farm equipment. Sixty 
thousand dollars taken away from 
this merchant and other like 
stores. So I answered his ques¬ 
tion to the best of my knowledge 
by setting up five different things 
that I felt would go far in bring¬ 
ing the independent dealer up to 
chain store efficiency. 

Required for Efficiency 

I will give these to you one by 
one, and discuss each in the light 
of my experience as a retail hard¬ 
ware merchant, as association 
Secretary, and finally as a Mer¬ 
chandiser of hardware, paints, 
implements and auto accessories 
for a large group of stores (108 
in number) located in 8 states 
in the Nordiwest 

1. Reduce inveniatieM to Staples 
or Near Staples^ as AH That Store 
Should Carry, 

My first reaction when entering 
the chain store field was the mea¬ 
ger assortment of merchandise 
carried in the various lines 
whether hardware, paint, farm 
equipment, or others. I could 
not conceive that the stores in 
which I had to work were not 
losing much business from in¬ 
complete assortments and from 
short lines. 

I could see myself boosting the 
company’s sales volume imme¬ 
diately by leaps and bounds by 
adding to the lines both sizes and 
kinds not carried in stock at that 
time. This would have meant in¬ 
creasing the store inventories 
by 25 to 50 per cent, and thus 
cutting down the profit possibili¬ 
ties, unless increased sales re¬ 
sulted. 

Since then I have learned that 
this would have been done much 
to my sorrow. I would have run 
into many of the various compli¬ 
cations arising from slow move¬ 
ment of merchandise, which by 
the way has a most unwholesome 
effect on profits. 

The steadying influence, the 
stabilizing so to speak, in the high 
officials of the firm, who persisted 
in asking **why” at every turn, 
soon put me on the right track, 
and I in turn began questioning 
my own suggestions before mak¬ 
ing them. 


Today 1 can go into an average 
hardware store and cut out at 
least 20 per cent of their inven¬ 
tory, and do more business and 
make more money after this was 
accomplished. And why not? 
Money is made by selling mer¬ 
chandise, not by carrying it 

I wonder if you have a ready 
answer for the “why” of every¬ 
thing you do. For instance, why 
do you carry seven price lines in 
hammers i^en three will take 
care of your various classes of 
trade, and so on? There is much 
in every store in the way of mer¬ 
chandise, and methods, that 
wouldn’t stand up under the 
searching analysis involved in 
finding an answer to that little 
pest of a word, “why.” 

Finally I won approval of a 
considerable number of items to 
add, several hundred to be accu¬ 
rate, which were immediately 
placed at the disposal of the 
stores. My guesses were fairly 
well made in many of these. Other 
items suggested I found moving 
much more slowly than I antici¬ 
pated. Some of these were finally 
removed from stock, and the 
stores did not lose business there¬ 
by. Remember that all the time 
I was far within the limits of the 
assortments, and items, carried by 
an average hardware store as I 
had known them. 

Meeting Demand With 
Four Sizes 

Here is one item that vrill illus¬ 
trate what I mean to convey. I 
was much disturbed over the lack 
of tin pot covers in the various 
stores. I knew every hardware 
store had loads of ffiem in all 
sizes from 6% up to 13% or 
larger. 

I secured the listing of an as¬ 
sortment in about fifteen sizes 
with a display rack to fit Sev¬ 
enty-two stores were instructed 
to stock these covers, and then I 
began to check on reorders to 
see iriiat sizes were selling best 
Experience soon proved that four 
sizes took care of about 90 per 
cent of all demand, and now our 
stock in each store consists of 
these four selling sizes only. The 
present stock turns rapidly, and 
contributes its share to the profits. 
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but “Oh, what a headache” in get¬ 
ting rid of the superfluous sizes. 

Right here 1 want to make a point 
which will come up for further dis¬ 
cussion later, and that is: This pot 
cover episode happened one and a 
half years ago. Today there are no 
slow moving pot covers in these 72 
stores. Those that did not sell had 
to be moved at any cost. There was 
no choice. My instructions were 
specific. So I got rid of them. 

May 1 ask you this question? 
When you find an item that is not 
moving, do you immediately set out 
to get rid of it, or do you just push 
it over on the shelves and leave it 
there expecting that through some 
miracle it will finally create its own 
demand, and sell out? 

That is not merchandising. It is 
playing store. If you had to move 
them, you would. But with no one 
to wield the big stick, it is easy to 
let things go from day to day. Now 
is it not? 

Point number 2 has a wide bear¬ 
ing upon profit making rather than 
any increase in sales. 

Right here I want to bring out 
this thought. To be a successful 
merchant, you must merchandise 
well and operate well. These are 
two separate duties and both must 
be given equal attention. 

In spite of this, only one side 
seems to have been recognized in 
the past by you merchants when 
you have been dealing with meeting 
chain or syndicate store competition. 

You have placed all the emphasis 
on merchandising—especially pric¬ 
ing. Right merchandise and right 
prices are fundamental. It is a 
good place to begin, but you must 
go further. You must operate ef¬ 
ficiently and economically. 

You can take a lesson from the 
chains, and that is why I will talk 
on some phases of operating such 
as seem to have the greatest bearing 
on profit-making. 

2. Set Payroll Percentages Beyond 
Which Your Store Must Not Go, and 
Then Live Up to Them, 

By this I mean setting a figure 
covering all your selling and non¬ 
selling help as a percentage on 
sales, such as you know you can 
afford, and still leave enough for 
other expenses, as well as a profit, 
out of the margin you get on your 
merchandise. 

Payroll (you caU it salaries) is a 
big item in your expenses. It can 
be controlled even if sales fluctuate. 
Unless it is controlled as sales go 
up and down under pressure of sea¬ 
sons, and varying demand, you can’t 


help but lose money every time your 
sales go down. What do you think 
of a total payroll expense as low as 
5% per cent and from there on up 
to 7 or 8 per cent? That is the kind 
that produces profit. From 10 per 
cent and up it becomes dangerous. 
That does not mean equalized over 
the year, but whenever it reaches 
a high point of this figure. 


When the independent 
merchant pays about as 
much for the same, or iden¬ 
tical merchandise, as the 
chain store is selling it for, 
then something is radically 
wrong. I do not imply that 
the chain store pays too little 
or the independent too^ 
much, considering the condi¬ 
tions which surround the dis¬ 
tribution of merchandise, 
through these two channels, j 
Both are justified, under 
their present set-up. The two 
methods are not competi¬ 
tive, however. 


If 10 per cent was your maximum 
beyond which you could not go, and 
if you had records which showed 
you each week just what the rela¬ 
tion of this very important figure 
was to your sales, what would you 
do if the figures began to creep up 
beyond this and you knew you were 
losing money? Maybe losing a little 
one week wouldn’t be so bad, if it 
wasn’t for the fact that this loss 
might equal your next week’s profit, 
so at the end of the two weeks you 
would not have anything left. Surely 
you would not sit there and do 
nothing about it. 

Chain stores do not allow store 
managers to have many Icwing 
weeks. If the payroll goes np until 
the percentage to sales is too higfau 
it is brought in line. Again, there is 
no choice. Figures coming into the 
central oflice must show that some¬ 
thing is being done about it. A re¬ 
organization of personnel is made, 
if necessary. Cutting down the force 
or bringing in new men at a lower 
figure may be resorted to. Again, 
payroll is brought under control and 
the store continues to show profit. 
The important part of this is that 


it is done. There is always a way 
when you have to do a thing. 

I know what many of you are 
thinking about—^“Those cold-blood¬ 
ed corporations—^They can do it but 
I can’t.” There is no such a thing 
as carCt—if you must. It would be 
more heartless for a merchant or a 
corporation to continue losing 
money until they were broke, leav¬ 
ing a group of faithful employees 
without any way of making a living. 
Is it not better to reduce their earn¬ 
ings somewhat and be able to as¬ 
sure them of an income in the 
future, even if slightly less than 
their present earnings? 

I have watched this controlling of 
payroll percentages so as to keep 
them below the danger point for 
several years, in over 100 stores, 
and I know it can be done and with¬ 
out any great sacrifice on the part 
of the employees. I wouldn’t care 
to employ a man who was indiffer¬ 
ent to my success—^who did not care 
whether the business that was con¬ 
tributing his earnings was losing 
money or not. By analysing your 
expenses weekly and bringing them 
in line with your sales, you wiU 
have taken the first real forward 
step towards making a profit in your 
business. 

Number three has to do with 
Up a Markup by lines Sttch as Will 
ResuU in the Necessary Gross Mar^ 
gin Needed to Cover Expenses and 
Shaw a Profit as Well.** 

It is too well known to need any 
argument that you can’t mark all 
merchandise so as to carry the same 
gross. But you can equalize it by 
lines with an occasional variation by 
items. Just so the gross on your 
housewares, for instance, remains at 
a certain figure. 

How to do this is very simple. 
Every merchant has enough com¬ 
petitors so he does not need to 
worry about what he is going to ask 
for merchandise. He can’t get any 
more than the dealer across the 
street, whether it is a mail order 
store or a private owned chain. If 
he is a smart merchant, he will not 
attempt to set prices that are higher 
than his competitors. It does not 
do any merchant good. Sometimes 
we are out of line until some cus¬ 
tomer points out to us that we are 
higher than someone else. 

After figuring the markup needed 
in each line to bring you in the 
necessary gross, all you have to do 
is to deduct this amount from your 
selling prices, and the balance is 
all you can afford to pay for the 
merchandise. 

Listen to this: If you are a good 
{Continued on page 108) 
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Aggressive Policy Adopted 
by Philadelphia Hardware 



Interchangeable table tops enable entire table displays to be moved about as 
desired without disarranging the displays 


T he new Madway’s Hard¬ 
ware Store, at 5712 North 
Broad Street in Philadel¬ 
phia, has been open for business 
less than a year and a half. Yet this 
establishment is already being en¬ 
larged by 2500 square feet of floor 
space, to more adequately fill the 
needs of its many customers. 

The secret of this tremendous 
success in such a short period may 
be relegated into two principal fac¬ 
tors. The first is the location. The 
store is situated in a new and thor¬ 
oughly modern business section 
that has sprung up near the termi¬ 
nal of the Philadelphia Broad 
Street Subway. Not only is this a 
thickly populated district in itself, 
but the thousands of commuters 
from the outlying suburbs, who use 
the subway to and from the city, 
must change at this point for their 


buses or surface cars that take them 
beyond the end of the subway 
line. Accordingly, all these 
people are potential customers of 
Madway’s. 

Policies 

The second, and most important 
factor leading to the business suc¬ 
cess of the Madway store are the 
clever and unique merchandising 
policies for which this store has 
become known. Meyer D. Madway, 
who nms the business, keeps the 
name of Madway constantly before 
his potential customers. In fact, 
the name of Madway has reached a 
great many more people than the 
immediate territory, having re¬ 
ceived excellent publicity in even 
the New York City newspapers. 

When his store was first opened, 
Mr. Madway installed large pla- 


Madways Noticed by 
Newspapers in New York 
and Philadelphia 

card ads in the subway cars. These 
were not small signs lost among 
the many near the roofs of the 
cars. Instead, his placards were 
placed on the walls near the doors, 
at eye level. This advertising was 
run for several months, so that the 
subway rider is very unobserving 
indeed who is not familiar with the 
name of Madway. 

To supplement these car ads, 
Mr. Madway placed extensive 
newspaper advertisements. In ad¬ 
dition he distributed 100,000 com¬ 
plete catalogs in all the sections 
from which hfs store w'ould draw'. 
As a consequence of this extensive 
and well-placed advertising, Mad¬ 
way’s jumped before the public 
eye with a bang. 

Then the store itself presents an 
appearance that speaks the last 
word in modernity. The blue and 
silver front borders three large 
show w'indows and two main en¬ 
trances. As would be expected, 
these show windows are changed 
weekly, and are used to remind of 
seasonal trends. 

The ins’de of the store consists 
of one large rectangular room 
with 5000 square feet of floor area. 
There are no columns or wall off¬ 
sets to mar this area. Practically 
all the displays are on flat tables 
and in low wall cabinets. Mr. Mad¬ 
way does not believe in keeping a 
cellar full of stock. Except for 
strictly seasonal merchandise. 
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*^The Evolution of Tools** a mural by Bertram Goodman^ an outstanding feature of the Madway Store in Philadelphia 


every bit of his stock is in the store 
on display. Such vast displays 
lead to an increased turnover and 
facilitate keeping records for re¬ 
stocking. 

Another factor that has in¬ 
creased customer purchases is the 
policy of keeping all floor displays 
below eye level. Thus a customer 
in any part of the store has a clear 
view of every section. A display in 


the farthermost corner may catch 
his eye and lead to an add tional 
sale. 

Display Tables 

An interesting feature of the 
store are the display tables. These 
were built from Mr. Madway’s own 
design. The glass facing that ex¬ 
tends around the edge of each table 
is set in a groove, so that a com¬ 


plete view of the articles displayed 
can be seen. This is in contrast to 
the tables used by many stores 
where a wooden shoulder extends 
up to hold the glass, thereby cut¬ 
ting from sight a good section of 
the display. 

An even more interesting fea¬ 
ture of the tables, however, is the 
fact that all table tops are inter¬ 
changeable. For instance, if it is 
desired to move a table display 
from the rear of the store to the 
front, it is unnecessary to tear 
down any part of the display. In¬ 
stead, the entire top of the table is 
lifted out and carried to the other 
table, the display moving undis¬ 
turbed. What a timesaver this is 
can be well appreciated by the 
dealers who must completely dis¬ 
mantle all table displays that they 
move. 

The wall cabinets are of the 
modern type, built low so that lit¬ 
tle of the displays are above the 
eye level. The tool and hardware 
section extends half the length of 
{Continued on page 150) 



Plenty of window display space helps call attention to Madway*s. 
The front is blue and silver. 
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Spring is Just Around the 


F orewarned is forearmed, 

and advance ideas that you 
can use for luring the cus¬ 
tomer’s dollar into your hardware 
store are doubly valuable. When 
the first buds are beginning to 
show on the trees will be too late 
to begin planning your spring 
windows. Now — during these 
long winter evenings—is the time 
for the display man to be turning 
over in his mind the “knockout” 
displays that will seem to be last- 
minute ideas that appeal to the 
home owner who is looking for 
needs and wants in the hardware 
store. True, he will come to you 
for those items that demand sup¬ 
ply at the time, but your job is to 
present so many and varied items 
that he will buy far more than he 



Here are the interchangeable fix^ 
tures for these displays ready for 
the merchandise. 



had any idea of purchasing. That 
is the whole idea of display as 
practiced by those big competi¬ 
tors who seem to get the public 
in the habit of shopping in their 
stores. 

You can build up the habit of 
shopping in your hardware store 
by anticipating the seasons, spe¬ 
cial events and holidays and 
working them into your window 
displays. This department of 
Hardware Age is designed for 
just that purpose, so that you 
may, without undue time and ef¬ 
fort spent in planning ideas, pre¬ 
sent your seasonal goods in the 
most appealing way that our ar¬ 
tist-display man is capable of. 
With this issue we have advanced 
the suggestions so that you will 
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Corner-Get Ready Now 



Excelsior Springs (Mo.) Hardware Co. using Hardware Age interchangeable 
fixtures. 


have time to plan their arrange¬ 
ment and, in addition, you will 
find the HARDWARE Age inter¬ 
changeable display fixtures a 
great help in cutting down the 
time required to dress these win¬ 
dows. Here are presented the 
skeleton arrangements so that you 
may see them as they appear be¬ 
fore the merchandise is placed 
upon them. They, of themselves, 
form a good composition and the 
merchandise appears at its best 
when presented with the fixtures 
as a background. You can ob¬ 
tain a set of instructions for build¬ 
ing these fixtures without any 
obligation if you are a reader of 
Hardware Age. Thousands have 
already obtained these* instruc¬ 
tions and there are ample sup¬ 
plies available. If you have not 
sent for yours, do so today. 
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A Simplified Method of Layout Design 


By E. H. BROWN 


I. Triangles in Layout Construction 


T he layout bears the same 
relation to an advertisement 
that the foundation does to a 
house. If the layout is well de¬ 
signed and substantial, the struc¬ 
ture erected upon it will withstand 
the storms of competitive adver¬ 
tisements, will attract and hold the 


reader’s restless eye, and, other 
things being equal, will result in 
drawing customers to the adver¬ 
tiser’s place of business, in creat¬ 
ing additional sales. Conversely, 
if the advertisement is built upon 
a poorly designed layout or upon 
none at all, it is liable to be like 


the house built upon the sands— 
disappointing in its results, to say 
the least. 

Outside of advertising circles, 
layouts appear to be a deep mys¬ 
tery, or, if the term is understood, 
it is often assumed to be merely a 
technical term invented to disguise 
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a really simple process, just as 
morbillium is the Latin word used 
by physicians for the old familiar 
measles. 

Layout, however, is not quite so 
simple as that. True, it is the 
skeleton upon which the flesh of 
the advertisement is hung, but as 
the framework is good or bad so 
will the final advertisement be 
weak or strong. The prime func¬ 
tion of the layout is to get the read¬ 
er’s attention. Getting attention is 
the first step toward selling, the 
object of all advertising. 

Basically, the layout is concern¬ 
ed solely with design. It has 
nothing to do with the language 
used in the headlines or text: by 
design and arrangement it does at¬ 
tempt to show the proper and most 
efiFective locations for those head¬ 
lines and text, as well as for the 
illustrations. It does not enter into 
the selection of what shall or shall 
not be advertised: it does try to 
display the chosen merchandise or 
service most attractively. It has 
nothing to do with the prices at 
which the commodities shall be of¬ 
fered: it does aim to bring those 
prices effectively to the attention 
of the readers. 

There have been almost as many 
methods advanced for the con¬ 
struction of good layouts as there 
have been solutions offered to the 
problem of what to do with used 


safety razor blades. All of these 
methods are excellent so far as 
they go, but most of them are so 
complicated that the layman finds 
difiBculty in mastering them and 
applying the knowledge. Further, 
many of these methods aim solely 
at layouts for large advertisements 
or magazine advertisements, thus 
having comparatively little value 
for retail merchants and other non- 
national advertisers. Hence the 
subject, instead of having been 
clarified, is for the vast majority 
of users of advertising space still 
shrouded in the original veil of 
mystery. Advertisements continue 
to be prepared in a hit-or-miss 
fashion with little regard for basic 
principles of design. 

A.B.C. of Layout 

The method of constructing lay¬ 
outs presented here is offered in 
the hope that the subject may be 
made as simple as A.B.C. The 
author admits that the experienced 
advertising man rarely resorts to 
geometrical forms in designing his 
advertisements. This is not, how¬ 
ever, because those forms are 
wrong, but because the advertising 
expert knows instinctively the 
proper places in the advertisement 
for effective display. The reader 
who masters the simple method 
presented here will soon find him¬ 


self possessed of that same in¬ 
stinctive facility. 

Many beautiful and effective 
layouts may be designed which 
will not conform to this method of 
construction. But these are excep¬ 
tions, and it must be pointed out 
that every advertisement built 
upon the geometric system will 
result in a well-balanced adver¬ 
tisement attractively displayed— 
whether it is prepared by the pro¬ 
fessional advertising exi>ert or by 
the layman. In addition to its 
simplicity and its unfailing suc¬ 
cess, the geometrical method is 
applicable to all types of adver¬ 
tising— magazine, newspaper, 
trade paper, booklets and cata¬ 
logues: in fact, to the entire 
gamut of printed advertising. 

Whether consciously planned or 
not, practically all effective adver¬ 
tisements follow a geometrical pat¬ 
tern of some description. The 
pattern may be simple or complex, 
it may leave the realm of figures 
and enter the world of the “steel¬ 
yard balance,” but almost invaria¬ 
bly it is there. Whether the adver¬ 
tisement runs long on white space 
and short on text, or whether the 
reverse is true; whether the adver¬ 
tisement is generously illustrated 
or is without pictures; if the adver- 
{Continued on page 122) 
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The Danger of 
Direct Buying 


By H. A. CHURCH* 

General Manager^ Lux Visel, 
Inc.y Elkharty Indiana 

D uring 1935 , national in¬ 
come in America was 
over 7 billion dollars 
“short” of a normal prosperous 
year, according to available statis¬ 
tics. 

Compared with a nine billion 
dollar shortage in 1934, and an 
eight billion dollar shortage in 
1933, the past 12 months have re¬ 
flected a substantial improvement 
in general business and economic 
conditions. 

Yet, compared with a shortage 
in national income of nearly six 
billion dollars in 1932, the past 
three years have proven to be 
more troublesome, than any sim¬ 
ilar period in the entire economic 
history of America. 

During no other similar 3-year 
period has national income fallen 
short of normal requirements by 
the grand total of nearly 24 bil¬ 
lion dollars. Neither have we, 
as a nation, tried so many experi¬ 
ments with economic distribution 
and credit, as during the past 15 
years. 

Back in 1920, we decided to 
experiment with the distribution 
of merchandise and eliminate the 
middleman (jobber) by deliver¬ 
ing goods from the producers 
direct to retailers, as a means 
of saving money for the consum¬ 
ing public. In simple terms, we 
were told that items selling for 
$3 could be cut to only $2 and 
we could put the $1 saved in 

*From an address to the Iowa Retail 
Hardware Association. 
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stocks and bonds and live hap¬ 
pily on the interest from our 
savings ever after. 

Rather than carry this saving 
around in their pockets, and to 
show their appreciation, the con¬ 
suming public decided to “invest” 
its potential surplus funds in sub¬ 
divisions, apartment houses, and 
stocks and bonds beginning in 
1925, making their first acquain¬ 
tance with the bond salesman and 
stock broker. 

Logically enough, if the nation 
could live and prosper on the 
interest from its own savings, why 
not use paper “credit” to buy 
more stocks and bonds on mar¬ 
gin, and thereby get rich more 
quickly. That opened the way 
for the next economic experiment, 
beginning in 1927, using the peo¬ 
ple’s “bank deposits,” as a means 
of private credit. 

Apparently, not every person 
in America had been benefited by 
the new experiment with direct 


buying and free credit, so in 
1933 we decided to do something 
for the forgotten man. 

If we could have prosperity by 
eliminating the middleman (job¬ 
ber), why not eliminate or cur¬ 
tail the hours of labor; the pro¬ 
duction of wheat, cotton, corn, 
hogs and other livestock; and 
have a greater abundant life. 

Because the middleman had 
previously closed up his place 
of business, moved out and joined 
the unemployed classification, 
without receiving rent for the 
property he vacated, that was no 
good reason why the farmer 
should do likewise. He demanded 
pay for his part of this new kind 
of prosperity. 

Since the consuming public was 
supposed to benefit by the first 
experiment, they- should not ob¬ 
ject to an extra tax on everything 
they now buy, including food, 
clothing, shelter, fuel, transpor¬ 
tation, water and the air they 
breathe to raise the money farm¬ 
ers demanded as rent for their 
curtailed crops and idle lands. 

As in all untried new economic 
experiments, the consuming pub¬ 
lic usually suffers. Instead of 
saving money by eliminating the 
middleman and buying direct, 
the American public lost over 40 
per cent in wages and profits; 
went broke sometime during the 
past 15 years; and now need 
help to pay their rents and taxes, 
too. 

Now, let us apply a few sound 
business principles to prove that 
to be a fact, using the most sim¬ 
ple form of elementary arithmetic. 

Since distribution is simply the 
“converting” and “transporting” 
of natural resources from the 
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farms, mines and factories, into 
tangible and usable commodities, 
we as a nation of people* must 
live and prosper not from what 
commodities cost, but from what 
they bring. 

For 106 years, from 1814 to 
1920, according to commercial 
history, with the exception of only 
four short periods, our national 
income was about “three times” 
the value of our farm products, 
minerals and productive wages. 

Almost everything we possess; 
every highway; every railroad; 
every home; every building; and 
all of our national wealth was 
created under a “three times 
prime cost” distributing system, 
and how can it be otherwise? 

Normally, there are approxi¬ 
mately 25 million “prime” pro¬ 
ducers in America, engaged 
largely in the operation of farms, 
mines and factories. (The 1928 
Government figures quoted the 
total as 24,675,000.) 

The same source of information 
quoted approximately 50 million 
“non-prime” producers, including 
the housewives not otherwise en¬ 
gaged, government and railroad 
employees, real estate operators, 
bankers, brokers, merchants and 
professional people; including 
school teachers and domestic 
help. 

By simple addition, 25 million 
“prime,” plus 50 million “non¬ 
prime” producers, equals the 75 
million adult population of the 
United States of America. Like¬ 
wise, three times 25 equals 75. 

Does that not prove that three 
times the prime cost of everything 
produced in America must be 
the average retail price, otherwise 
someone must go hungry? 

Sets Up ‘‘Twe-Times 
Prime Cost” 

Securing merchandise direct 
from the producer in drop-ship¬ 
ments, but invoiced at the job¬ 
ber’s bulk lot cost, or less, natu¬ 
rally eliminates the wholesaler 
and his employees from any part 
of the retail price that such “di¬ 
rect shipment” might bring, and 
sets up a “two times prime cost” 
distributing system. 

This means, for example, that 
an article costing $1 to produce 
(prime labor and material cost) 


must retail for $3 (three times 
prime) . . . the distributing sys- 
t^ that buys direct and brings 
in only $2 for the items (two 
times prime) naturally deprives 
someone of the other |1 as wages; 
cuts national income by one-third; 
and creates unemployment. 

That is the direct buying method 
by which thousands of retail 
stores found it possible during the 
past 15 years to feature adver¬ 
tising slogans, such as . . . “we 
sell for less ... be thrifty . . . 
trade here and save,” . . . yet, 
the more the public saved, the 
poorer the public got. 

Prime costs during 1935 in¬ 
cluding the “value” of the farm 
products, minerals and producing 
wages, total about 19 billion dol¬ 
lars. 

Multiply that by a factor of 
“3” and national income during 
1935 should have been 57 billion 
dollars. 

National Income Cut 

Yet, national income last year 
was cut to less than 50 billion 
dollars, which was 7 billion 
short, because about 40 per cent 
of our commodities were dis¬ 
tributed through the “two times 
prime cost” direct buying system. 

Since this shortage in national 
income during 1935, represented 
the needed funds to give 10 mil¬ 
lion people regular jobs (wagra) 
we simply borrowed the equiv¬ 
alent to feed them, through AAA, 
TVA, CWA, PWA and WPA 
projects, and burdened the inde¬ 
pendent retailers with the job of 
collecting all forms of new taxes, 
in the hope of recovering the. 
difference. How can we pay taxes 
to maintain governments plus the 
cost to support a vast army of 
unemployed, and still have pros¬ 
perity? We can’t, and here is 
the proof. 

In 1935 it cost about 22 bil¬ 
lion to provide food, shelter and 
clothing for America; 19 billion 
for prime costs; and 16 billion 
taxes to maintain our Federal, 
State, school, city and town gov¬ 
ernments. Add that together, and 
it totals 57 billion dollars. 

Since we received 1^ than 50 
billion as national income, forc¬ 
ing us to borrow the difference, 
does that not prove that the “two 


times prime cost” direct buy¬ 
ing system must go, or we must 
decide to pension, not the old 
folks alone, but the younger folks, 
too. 

It differs little on what stand¬ 
ard we set the value of the dollar, 
money inflation could give only 
temporary relief; the “two times 
prime cost” direct buying system 
could only force national income 
to a lower ratio regardless. The 
direct buying system makes it 
much more difficult to earn a new 
dollar and keep it. In fact, it 
actually takes dollars out of cir¬ 
culation by cutting the retail 
price, which in the end only cuts 
national income. 

Happily, the business cycle 
turned when the index basic com¬ 
modity cost increased over 30 per 
cent greater than the price differ¬ 
ential formerly enjoyed by the 
“two times prime cost” direct 
buying system. No longer can 
that system compete with inde¬ 
pendents who draw their mer¬ 
chandise from the wholesaler’s 
low cost warehouse stocks. 

Proof of that comes from a 
press report dated December 23, 
1935, crediting the president of 
the A & P with a well thought out 
program that will help solve much 
of the difficulty. He says in part. 

“The fairest and most workable 
plan would be to sell our stores to 
local managers in states where dis¬ 
criminatory taxes are passed, and 
enter into the wholesale food busi¬ 
ness.” 

Should Pay An 
Equalization Fee 

Almost 350,000 retail stores in 
America operate on the “two 
times prime cost” direct buy¬ 
ing system, with annual sales 
totaling almost 16 billion dollars. 
Since ^ese stores are directly re¬ 
sponsible for the 7 billion short¬ 
age in national income during 
1935, which created more unem¬ 
ployment, they should be willing, 
in the spirit of patriotism, to pay 
an equalization fee of not less 
than a 10 per cent tax on their 
sales which would help recover 
one-fourth of the shortage. 

Going into the wholesale busi¬ 
ness will, of course, better solve 
the problem for possibly 50 thou¬ 
sand of the “direct buying” stores. 

(Continued on page 118> 
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How They Like It! 


What readers say about the 
Hardware Age Catalog and 
Directory Number 


Standard Ready 
Reference 

Portland, Me. —^The Directory 
was received in perfect condition, 
and is exceedingly useful for a 
quick reference. It is kept in the 
file of catalogs used every day, 
and has become a standard with 
us as a ready reference. 

J. H. Day, Vice-President, 
Emery-Waterhouse Co. 


Valuable Asset 

Fort Wayne, Ind. — It is al- 
ways a pleasure to receive the 
Directory issue of the Hardware 
Age, as it has proven a very valu¬ 
able asset to us. 



This particular issue is used 
several times a day in our busi¬ 
ness, and we find that it has saved 
us several days time in getting the 
necessary information on a num¬ 
ber of articles, particularly those 
pertaining to special or repair 
items that we are called upon to 
furnish from time to time. 

We hope you will continue to 
publish this issue and keep us on 
your mailing list. 


Thanking you for the coopera¬ 
tion, we are 

0. M. Woods, 

Merchandise Manager, 
Wayne Hardware Company 


Marvelous 

Houston, Texas —My copy of 
“Who Makes It?” received in 



good order and it is a marvelous 
edition. I use it very often. 

H. W. WiLK, 

H. W. Wilk Hardware 


Best to Date 

Decatur, Ind. —^This issue of 
The Hardware Age Directory 
will be kept close at hand during 
the balance of 1935 and during 
1936 until the next Directory issue 
is completed by you. Your Sep¬ 
tember 26th issue appears to be 
the most complete that you have 
compiled to this date, and it con¬ 
tains much information of value 
to the hardware wholesaler, as 
well as to the hardware retail mer¬ 
chant. 

Of especial interest to us is the 


table of manufactured hardware 
values and of iron and steel 
values. For the retail dealer, the 
price charts on screen wire, rope 
and sash cord will be of direct 
value. 

The Harmony Color Chart will 
be a sales assistant to every paint 
department if used properly. 

Every retail hardware store and 
every jobber and wholesaler 
should consider your September 
26th issue as an important book 
of reference. 

The Directory reached us in 
first class condition; and, we as¬ 
sure you that we are glad to own 
a copy of it. If, by chance, you 
have a surplus supply of these 
records, we should like two addi¬ 
tional copies. 

A. H. Gerberding, 
The Schafer Company 


Arrived in Good 
Condition 

Lowell, Mass. —^We wish to 
say that we received our copy 
of “Who Makes It?” in good con¬ 
dition. 



We find it very useful in locat¬ 
ing manufacturers and consider 
it one of the best sources of in¬ 
formation that we have in our 
files. 

E. P. Parkhurst, President, 
Bartlett & Dow Compmy 
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Buyers Benefit 

Pittsburgh, Pa. —Please be in¬ 
formed we have received the Di¬ 
rectory of “Who Makes It?” is¬ 
sued by the Hardware Age, dated 
Sept. 26, 1935, and have turned 
same over to our purchasing de¬ 
partment for their attention. 

This book is put up very nicely 
and is full of information, and we 
believe our buyers will benefit by 
receiving this copy, for which 
please accept our thanks. 

M. E. Golomb, 

Treas. & Gen. Mgr., 

/. A. Williams Company 

Condensed 

Chillicothe, Ohio — It ap¬ 
peals to us because it is condensed, 



contains only Hardware and 
kindred items. Thanks. 

A. E. Herrnstein, 
Chillicothe Hdwe, Co. 


In Right Hand Drawer 

Baton Rouge, La. —Have re¬ 
ceived the Directory issue. The 
writer thought so much of it that 
he placed it in the right hand 
drawer of his desk so he could 
reach for it any moment. I filed 
the last issue and replaced it with 
the 1935 issue and I am sure it is 
going to be most helpful; in fact, 
when one gets accustomed to a 
Directory of this kind, he is lost 
without it. 

Words are inadequate to ex¬ 
press our appreciation of how 
much we are pleased with our 
copy of this Directory. 

John K. Dyer, 

Doherty Hardware Co., Ltd. 


Everything in One Book 

Lake Forest, III.—^The “Who 
Makes It?” issue of Hardware 
Age is everything in one book. We 
use this handy volume about a 
dozen times a day and feel that it 


is a valuable asset to the daily 
routine of business. 

Neill Hardware Company 


Complete 

Pueblo, Colo. —This will ac¬ 
knowledge receipt of the Hard¬ 
ware Age Directory number, ti¬ 
tled “Who Makes It?”. The book 
has the appearance of being rather 
complete and will undoubtedly be 
of help in finding the manufac¬ 
turers of certain items. 

Assuring you of our apprecia¬ 
tion of the book, we are 
J. M. Holmes, 

Holmes Hardware Company 


Complete, Compact 

Duluth, Minn. —I can readily 
see after quickly looking through 
the Directory, that it is going to 
prove very useful, and I think that 
you and your associates are to be 
congratulated on the completeness, 
the compactness and general ex¬ 
cellence of this issue. 

I prefer to reserve until later 
any suggestions or further com¬ 
ments, as I have not had an op¬ 
portunity to consider this as close¬ 
ly as I want to later on. 

P. M. Cowan, 

Mgr. Gen. Hdwe. Dept., 

Kelley-How-Thomson Company 


An Improvement 
Over 1934 

Fayetteville, Ark. —We have re¬ 
ceived the “Who’Makes It?” issue of 
Hardware Ace, in very good shape 
through the mail. 



We think very much of the issue, 
and use it very much. We think it a 
very complete piece of work and 
shows very much well-centered ef¬ 
fort on the part of Hardware Age. 
It is an improvement over the 1934 
issue, and hope we get to receive 
the 1936 issue next year. 

Bert Lewis, 
Lewis Bros. Co. 


Has First Call 

Green Bay, Wis. —It is used al- 
most daily and because of its con¬ 
venient size has the first call when 
we are looking for information. 

R. E. St. John, 

Morley-Murphy Company 


Used Frequently 

Hackensack, N. J. — A very 
useful book. We use it frequently 
looking up manufacturers. 

Romaine Hardware Co., Inc. 


Used Daily 

Calumet, Mich. —^We find the 
Directory very valuable and use it 
almost every day. 



Trusting that you will continue 
to put out this directory, we are 
0. W. Keckonen, President, 
Keckonen Hardware Co. 


Beneficial 

Detroit, Mich .—'We appreci- 
ate this Directory very much in¬ 
deed, and think that it is very 
creditable to the Hardware Age 
to publish a Directory of this 
kind. It certainly should be very 
beneficial to every one engaged 
in the hardware business, and we 
thank you very much indeed for 
furnishing us with this informa¬ 
tion. 

A. H. Nichols, 

Buhl Sons Company 


Every Store Needs It 

St. Louis, Mo. —^Wish to advise 
you that we received the book 
“Who Makes It?” in very good 
condition. 

We have the opportunity of 
using this book often, and think 
it is a very fine publication—^it 
should be in every hardware 
store. 

Bernard G. Gude, 

South End Hardware Company 
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Hardware 

Fifty-Year 


Age 

Club 


M en who have given a half a century or 
more of service to the hardware business 
merit some special recognition, as well as 
the acclaim of the entire industry. The Hardware 
Age FIFTY-YEAR CLUB is dedicated to that 
purpose. There are no dues, obligations, rituals, 
conventions, or assessments, and men who entered 
the hardware business prior to 1885 are eligible. 
Hard WARE Age salutes these half-century veterans 
and will welcome additional members: 


GEORGE HOUSTON 
HARPER entered the hard¬ 
ware business in May, 1893, 
and has since become one of 
the best-known hardware men 
in the country. As a salesman 
for the National Enameling & 

Stamping Co., with his head¬ 
quarters at 1901 Light St., Bal¬ 
timore, Md., he has always 
taken an active interest in trade 
conventions, and has a record 
of attendance at such gather¬ 
ings that has few equals. He 
was present when the American 
Hardware Manufacturers Assn., 
was organized at Cleveland, and GEORGE H. harper 
has missed only one meeting of 

the National Wholesale Hardware Assn., and but two con¬ 
ventions of the Southern Hardware Jobbers Assn. He 
served for many years as chairman of the Entertainment 
Committee’s of all three associations. His name is in¬ 
scribed on the Roll of Honor of the Old Guard of the 
Southern Hardware Jobbers Assn., of which organization 


(Old Guard) he is a past president. Most of the more 
than 50 years he has been affiliated with the hardware 
industry have been spent with Nesco. An article published 
some years ago in a New York magazine stated that the 
phrase “Let George Do It” was coined for him. On the 
occasion of his golden anniversary in the hardware busi¬ 
ness, a friend expressed the belief that George knew more 
hardware jobbers than any one in America. At 66, Mr. 
Harper’s hobby has been and is “selling goods.” 


EMIL G. CLESS, city sales¬ 
man for the Luthe Hardware 
Co., wholesale, Des Moines, 
Iowa, entered the hardware 
business in 1885 as invoice 
clerk for J. D. Seeberger, who 
was then a Des Moines hard¬ 
ware jobber and dealer. Dur¬ 
ing the 14 years he remained 
with that company he served 
as a general salesman in the 
retail department, and later as 
a traveling salesman for the 
wholesale department. Leaving 
the company in 1899, Mr. Cless, 
in partnership with his brother, 
opened a retail hardware store 
at Lenox, Iowa. After operat¬ 
ing the business for 11 years, the store was traded for a 
farm in 1910, and Mr. Cless returned ta Des Moines to 
become assistant sales manager for the Luthe Hardware 
Company. After remaining in that position for 10 years, 
he assumed his present position, at which he has been 
engaged for the past 15 years. When the company was re¬ 
incorporated in 1918, Mr. Cless purchased some stock in 
the firm, which he has continued to retain. He has gone 
through all of the chairs in the Masonic Blue Lodge, and 
is a district Masonic lecturer, as well as treasurer of his 
lodge. He is also a member of the M. E. Church, and has 
been on the official board of the Church for 25 years. 
His family consists of his wife, three grown sons, and a 
granddaughter. At 68, his greatest pleasure is in meeting 
his customers and in making sales, and his hobby is 
listening to the music of good symphonic orchestras. 


EMIL G. CLB88 
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Who Makes It? 


Information resardtns oonrceo of snpplT as provided readers 
of Hardware Atfe by the Who Makes Itr editor Is here pre¬ 
sented as an aid to others In the trade who may be seefcinit the 
same articles. The Inqnlrles reprodneed have been selected be- 
eanse of their general Interest to hardware merchants and bny- 
ers. This editorial feature In each Issue supplements the ser¬ 
vice rendered hy the <<Who Makes It?” Issue published on Sept. 
26, 1986. When writing to the firms mentioned, state that you 
saw the product listed In Hardware Aae «Who Makes Itf” sec¬ 
tion or Issue. 


Greenwood, S. C.: Where can we 
get repairs for the stoves formerly 
made by the Rathbone-Sard G>., 
Albany, N. Y.?—Gambrell Hard- 
ware Co. 

ANSWER: Standard Gas Equip¬ 
ment Corp., 18 E. 41st St., New 
York City. 

• ♦ * * 

Middletown, N. Y.: Who makes 
revolving brass window ventilators 
for installing in the glass of win¬ 
dows?—^Ayres & Galloway Hardware 
Co., Inc. 

ANSWER: Protective Ventilator 
& Screen Corp., 17 E. 129th St., 
New York City. 

« * « 

Saucerttes, N. Y.: Where can we 
purchase a printing press that can 
be retailed for about $10—P. C. 
Smith & Son. 

ANSWER: Sigwalt Mfg. Co., 2011 
N. Lawndale Ave., Chicago, HI. 

* * * 

Grant Pass, Ore.: Who makes 
the Vasculator glass coffee maker? 
—^Rouge River Hardware Co. 

ANSWER: HiU-Shaw Co., 3112 
Desplaines St., Chicago, Ill. 

* * * 

Chattahoochee, Fla.: Furnish 
name and address of the maker of 
a machine designed for cutting up 
old automobile tires in forms suit¬ 
able for use in making door mats. 
—I. Kwilecki’s Sons. 

ANSWER: Fabrix, Inc., 325 W. 
Huron St., Chicago, Ill. 

* * * 

Temple, Texas: Who makes the 
Ruxton Multi-Vider rule?—^Temple 
Hardware Co. 


ANSWER: Ruxton Multi-Vider 
Vider Corp., 420 Lexington Ave., 
New York City. 

« « « 

Auburndale, Fla. : Provide 
names and addresses of several 
makers of excelsior manufacturing 
machinery.—Auburndale Hardware 
and Paint Co. 

ANSWER: R. R. Howell & Co., 
Malcolm Ave., S.E., Minneapolis, 
Minn.; Indianapolis Excelsior Ma¬ 
chinery Co., 421 W. South St., In¬ 
dianapolis, Ind., and Crescent Ex¬ 
celsior Machinery Co., East Pratt 
St., Indianapolis, Ind. 

« * « 

Poughkeepsie, N. Y. : Who makes 
rubber suction gadgets such as hold 
small devices onto windshields and 
glass surfaces?—D. D. Davis. 

ANSWER: Elastic Tip Co., 368 
Atlantic Ave., Boston, Mass. 

* * * 

Hutchinson, Kan.: Where can 
we buy a double dial clock?—The 
Frank Colladay Hardware Co. 

ANSWER: Twinface Qock Co., 
551 Fifth Ave., New York City, and 
Concord Watch Co., 10 West 47th 
St., New York City. 

» * * 

Jersey City, N. J.: Who makes 

Carbola, used as a whitewash and 
disinfectant? — Finkelstcin’s Hard¬ 
ware, Inc. 

ANSWER: Carbola Chemical Co., 
Natural Bridge, N. Y. 

* * « 

Far Rockaway, N. Y.: Furnish 

address of the manufacturer of 
Ericson Hi-Speed sanders. — Gem 
Hardware, Inc. 


ANSWER: Ericson Speedmatic 
Co., Inc., 339 East 23rd St., New 
York Gty. 

« « « 

Berwyn, III.: Where can we ob¬ 
tain repairs for Ives toy railway 
trains?—^Tom Jansky Hardware. 

ANSWER: Lionel Corp., 15 East 
26th St., New York City. 

« « « 

Dubuque, Iowa: Where can we 
purchase a punch suitable for 
punching catalogue pages for a 
Kalamazoo catalogue binder? — 
Kretschmer-Tredway Co. 

ANSWER: Remington-Rand, Inc., 
205 East 42nd St., New York City. 
« * * 

Creston, Iowa: Where can we 
get repairs for a Newport .410 ga. 
shotgun?—Mahan Hardware Co. 

ANSWER: This is a special brand 
of Hibbard, Spencer, Bartlett & 
Co., wholesale, 211 East North 
Water St., Chicago, Ill. 

« « « 

Mansheld, Ohio: Furnish names 
and addresses of several manufac¬ 
turers of miners’ hats and caps.— 
The Wagner Hardware Co. 

ANSWER: Mine Safety Appli¬ 
ance Co., 230 N. Braddock Ave., 
Pittsburgh, Pa.; Wilkes-Barre Cap 
Mfg. Co., Wilkes-Barre, Pa., and 
Hardscog Mfg. Co., Ottumwa, Iowa. 
« * * 

Ridgewood, N. J.: Who makes 
Furn-X? — Ridgewood Hardware 
Co. 

ANSWER: Acme White Lead & 
Color Works, Detroit, Mich. 
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ADVANCES BECOMING EFFECTIVE 

Door Checks Perfection Oil Gates 

Plumbers’ Oakum Pottery Plumbing Ware 
Star Expansion Bolt Anchors, Etc. 

DECLINES BECOMING EFFECTIVE 

Cotton Sash Cord Oiled Clothing 

Micklin Corners Seine Twine, Ell6. 

Safecote Rubber-covered Wire 

ADVANCES BEING ANTICIPATED 
Builders’ Hardware Sweat Pads 


February 

13th 

1936 


Star Expansion Bolt Company 
have issued a new discount sheet, 
effective February 17, including sev¬ 
eral advances in the prices of bolt 
and screw anchors and shields, the 
second mark-up from the October, 
1932, levels. New prices to the 
trade are as follows, with lists un¬ 
changed : 

Tampin Machine Bolt Shields—60 per 
cent, formerly 65 per cent. 

Loxin Galvanized Shields—65 per cent, 
formerly 66-10 per cent. 

Sebco and Starlas Lag Shields—76 per 
cent, formerly 72V4-20 per cent. 
Semin Screw Anchors—72% per cent, 
formerly 75 per cent. 

Other changes were made on less 
staple items, but prices were not 
changed on Slugin bolt anchors, con¬ 
crete inserts, Dryvin nail anchors, 
Springin toggle bolts, or on drill 
points. 

* « * 

The price-drop on cotton sash 
cord, mentioned in a previous issue, 
has varied from one cent per pound 
on competitive grades, to four cents 
per pound. The well-known Sam¬ 
son Spot and Silver Lake sash cords 
were reduced four cents, which rep¬ 
resents the approximate amount of 
the former processing tax. Whole¬ 
salers have received mark-downs of 
about 10 per cent on seine twine, 
trot lines, and staging twine. Oiled 
clothing has been reduced about 10 
per cent. Quotations on plumbers’ 
oakum were raised 10 per cent. 

« • « 

In line with the admnee^ re¬ 
cently reported, of 10 per cent on 
plumbing enameled ware, a similar 


mark-up is now in effect on pottery- 
ware items. 

« « « 

All leading manufacturers of 
door checks or closers have an¬ 
nounced a 10 per cent price increase, 
effective February 10, following the 
mark-up which occurred last year. 
There is a very firm price tendency 
throughout the builders’ hardware 
market. 

« « « 

A 10 per cent advance was 
placed in effect February 1, on Per¬ 
fection oil gates. 

* * * 

Makers of rubber-covered 
wire, operating under Safecote li¬ 
censes, placed in effect on February 
1, reductions ranging from 5 to 13 
per cent below the previous printed 
schedule. This was a defensive 
move against the price-cuts which 
had been offered by certain non- 
licensed manufacturers, and which 
had been weakening the regular 
price structure. There is still a 
continuance of the price war on out¬ 
let and switch boxes and covers, 
which is causing some below-cost 
quotations on certain items. 

« « « 

Sweat pad makers and their 
jobbers have been through a recent 
very low price period on pads, re¬ 
ported by some sellers as causing 
serious losses to those who were try¬ 
ing to meet all competition. Quo¬ 
tations are still very low, but are 
steadier, and higher prices are said 
to be in prospect. Material costs are 


higher, the decline in the cotton cov¬ 
ering fabrics being more than offset 
by a sharp rise in the cost. 

« * « 

The Micklin Mfg. Co^ Oma¬ 
ha, Neb., manufacturer of Micklin 
self-squaring comers for window 
screen frames, etc., has announced 
a price reduction which places this 
product in the competitive field for 
the first time. At the same time the 
G>mpany has made a counter display 
and other dealer helps available to 
retailer. 

* * * 

Bicycle sales for spring de¬ 
livery have been very heavy, and 
while cold waves have lessened the 
urgency of immediate calls, makers 
are preparing for another increase 
over last year’s gains. 

« * * 

Quotations on denatured alco¬ 
hol, of regular grades, wece reduced 
four cents per gallon on January 31. 
There was no change at that time 
on Super-Pyro, or other special 
grades. 

« * * 

Hardware stores in some 
areas do a large supply business 
with neighboring fur farms—partic¬ 
ularly on heavy nettings, hardware 
cloth, and fence posts. The fur in¬ 
dustry is very active, and is account¬ 
ing for large tonnages of these sup¬ 
plies. The agricultural department 
has lately reported that silver fox 
farms will produce more pelts this 
year than last Last year the total 
for which the pelts were sold by fox 
farmers came to within almost half 
a million dollars of the 1928 total, 
but they had to sell almost three 
times as many pelts for the price. 
Last year 170,000 silver fox pelts 
were sent to market. They brought 
fox farmers $7,114,500, compared 
with $7,719,600 paid for 60,000 pelts 
in 1928. New uses for the fur, and 
a steady consumer demand have 
made the raising of foxes in captiv¬ 
ity an important industry. About 
half the pelts are produced in Wis¬ 
consin, Minnesota and Michigan, but 
foxes are raised in most northern 
states. 

• • * 

Hardware stores with efficient 
heating and plumbing departments 
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are watching the fast-growing popu¬ 
larity of air-conditioning installa¬ 
tions, and are getting into line for 
a share of this new money. Manu¬ 
facturers participating in the Inter¬ 
national Heating and Ventilating 
Exposition at Qiicago, recently pre¬ 
dicted a $750,000,000 business this 
year for the heating, ventilating and 
air conditioning industry. They 
based their prediction on the sales 
made during the show, the growing 
interest in air conditioning for home 
and industrial use, and the fact that 
most of the large makers of heating, 
ventilating and refrigerating equip¬ 
ment are entering the air condition¬ 
ing field. General Motors have re¬ 
cently organized a special division, 
{Continued on page 142) 
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Hardware Collections 

CHICAGO—The per cent of change 
from December, 1934, in wholesale 
hardware accounts oustanding was 
plus 17.7 per cent; collections 
were plus 24.7 and the ratio of ac¬ 
counts outstanding to net sales 
was 183.0 per cent. 

ST. LOUIS — General collections 
during December reflected the high 
record of efficiency which has 
marked the past eighteen months. 
Representative interests re^rted 
on December collections as follows: 
fair, 42.2 per cent; good, 51.0 per 


cent; excellent, 4.8 per cent, and 
poor, 2.0 per cent. 

SAN FRANCISCO—The percent¬ 
age of wholesale hardware collec¬ 
tions during December to the total 
amount due from customers (out¬ 
standing) on first of month was 

50.3 per cent in December, 1935, 
and 45.5 per cent in December, 
1934. 

DALLAS—The ratio of wholesale 
hardware collections during De¬ 
cember to accounts and notes out¬ 
standing on Nov. 30, 1935, was 

52.4 per cent. 
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NEW YORK — The per cent of 
wholesale hardware charge ac¬ 
counts outstanding Nov. 30, 1935, 
collected in December, was 49.4 per 
cent in 1935, and 48.4 per cent in 

1934. 

RICHMOND — The percentage of 
Dec. 1, 1935, wholesale hardware 
receivables collected during the 
month was 47.8 per cent. 

KANSAS CITT—Wholesale hard¬ 
ware outstandings on Dec. 31, 1935, 
were plus 4 per cent as compared 
with Dec. 31, 1934, and minus 5.9 
per cent as compared to Nov. 30, 

1935. The amounts collected in 
December, 1935, were plus 13.5 per 
cent as compared to December, 

1934, and plus 14.2 per cent as 
compared to November, 1935. 

PHILADELPHIA — The ratio of 
collections to receivables in De¬ 
cember, 1935, was 39; in November, 

1935, was 45, and in December, 

1934, was 38. 

CLEVELAND —The Federal Re¬ 
serve Bank of Cleveland does not 
collate information on either gen¬ 
eral wholesale or wholesale hard¬ 
ware collections. 

MINNEAPOLIS —The percentoge 
of wholesale hardware accounts 
and notes receivable on Dec. 31, 

1935, was 99 per cent of those on 
the same date in the preceding 
year. 

ATLANTA — The collection ratio 
in wholesale hardware was 41.7 in 
December, 1935; 41.7 in November, 
1935, and 40.8 in December, 1934. 
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READ IT IN HARDWARE 


News of Retailers^ Jobbers 
and Manufacturers and 
Salesmen 


CARLISLE BALDWIN RETIRES AS HEAD OF CABINET 
LOCK DIVISION OF THE AMERICAN HARDWARE CORP. 


Completing a half-century of 
service in the lock and hardware 
business, Carlisle H. Baldwin has 
retired from active participation 
in the affairs of the Corbin Cab¬ 
inet Lock Co. division of The 
American Hardware Corp., New 
Britain, Conn. At the time of 
his retirement Mr. Baldwin was 
general manager of the Cabinet 
Lock unit and second vice-presi¬ 
dent of the parent corporation. 
He has long been an outdoor en¬ 
thusiast, and he and Mrs. Bald¬ 
win are planning to enjoy the 
Florida climate for the remainder 
of the winter. 

Mr. Baldwin's association with 
the Corbin Cabinet Lock Co. be¬ 
gan in 1899, when he joined the 
firm as assistant to George W. 
Corbin, general manager at that 
time. He was elected secretary 
of the company in 1904 and treas¬ 
urer in 1905. When George W. 
Corbin, president, retired in 1907, 
Philip Corbin reassumed the 
presidency for a year, and Mr. 
Baldwin became vice-president 
and treasurer. In 1908 he be¬ 
came president and treasurer, 
serving in that capacity until 
1912, when the firm was taken 
over by The American Hardware 
Corp. Mr. Baldwin was then 
elected a director and vice-presi¬ 
dent of the latter corporation and 
manager of the Cabinet Lock Co. 
division, which offices he has 
since held. 

Mr. Baldwin writes us that 
intimate acquaintance in service 
under the founders of the busi¬ 
ness has always been cherished 
by him as an exceptional privi¬ 
lege and guide to the perpetua¬ 
tion of policies that have made 
the house of Corbin great, and 
in commenting upon his retire¬ 
ment, he adds: “Fifty years of 
constant application to business 
is a long period in the life of 
any man, and its conclusion jus¬ 
tifies the desire for greater per¬ 
sonal relaxation than is afforded 
by the demands of efficient man¬ 
agement, particularly in these 
strenuous times. 

“Although personal ownership 
of a business makes gradual re¬ 
tirement possible and easy ac¬ 
cording to the desires of the 
owner, in highly organized 
corporate ownership these desires 
can only be realized by more 


sudden changes and definite shift¬ 
ing of responsibility to those who 
must carry on. This line of 
thought prompted my retirement 
at this time and provides greater 
opportunities for those who as¬ 
sume the released responsibili¬ 
ties.” 


GEO. L. EARLE HEADS 
NORTH WAYNE TOOL CO. 

At a meeting of the directors 
of the North Wayne Tool Co., 
Oakland, Me., George L. Earle 
was elected to succeed his father. 



GEO. L. EARLE 


the late H. S. Earle, as president 
and sales manager. John R. 
Earle, a grandson, was elected 
treasurer and assistant sales man¬ 
ager, succeeding his father, 
George L. Earle. 


WELFELD HEADS 
CONSOLIDATED STORES 

Louis Welfeld was elected 
president of the Consolidated 
Hardware Stores, Baltimore, Md., 
recently. Other officers elected 
were: John Rafferty, vice-presi¬ 
dent; Benjamin Gorfine, treas¬ 
urer; Louis Schilling, secretary; 
and Carroll Reed, chairman of 
the merchandise committee. 


EAGLE HDWE. STORES 
ELECT OFFICERS 

Seventy-four members of the 
Eagle Hardware Stores met in 
Cleveland, Jan. 10, to hear of¬ 
ficers’ reports for 1935 and to 
elect officers and a board of trus- 


NEWS OF 


tees. J. C. Blaser, president; 
A1 Gould, vice-president; Louis 
Manthey, secretary, and George 
Eisenberg, treasurer, were re¬ 
elected. The following were 
reelected members of the board 
of trustees: Robert Bubna, Harry 
Kozman, Sylvester Betz, and J. 
G. Scheurerman. Newly elected 
to the board were: S. J. Carroll, 
J. S. Barr, John Smolin, Joe 
Nemeth, and Harold Neiditz, 


SUPPLEE-BIDDLE ADDS 
TO SALES FORCE 

The following salesmen have 
been added to the sales organiza¬ 
tion of the Supplee-Biddle Hard¬ 
ware Co., Philadelphia, extend¬ 
ing their activities in the Metro¬ 
politan district: Morgan Morris, 
Sidney W. Smith and S. Zielstein. 


SAVOGRAN CO. ELECTS 
VERNON VICE-PRESIDENT 

At the recent annual meeting 
of the board of directors of the 
Savogran Co., in its home office, 
Boston, Franklin Vernon was 
elected vice-president. Mr. Ver¬ 
non has been manager of the 
company’s Washington, D. C., 
office for the last eight years and 
will continue in that capacity in 
addition to his new duties. 
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UNCOLN-SCHLUETER CO. 
EXPANDS FACIUTIES 

Increased sales have made it 
necessary for the Lincoln-Schlue- 
ter Floor Machinery Co. to ex¬ 
pand its production and office 
facilities. The company’s offices, 
at 213-221 West Grand Ave., 
Chicago, are being enlarged; 
more space for factory operations 
has been acquired, and new high¬ 
speed production machinery is 
being installed. The expansion 
program will enable the com¬ 
pany, which is celebrating its 
fortieth anniversary this year, to 
keep up with the growing de- 
I mand for its floor sanding, wax¬ 
ing, polishing and scrubbing 
machines. 

In commenting on the expan¬ 
sion program, Mrs. G. A. Schlue- 
ter, president, said that it was 
due not only to actual require¬ 
ments, but also to confidence in 
further improvement in the near 
future. 

Following the death of her 
husband. Max L. Schlueter, in 
1925, control of the company was 
assumed by Mrs. Schlueter, and 
the steady progress that has 
since been made is attributed to 
her business acumen in the man¬ 
agement of the company’s affairs. 


1 DEMONSTRATION OF ELECTRIC RANGES 



In the hoMement of Atkinson*s hardteare storey Brooklyny N. Y., this group 
of women saw electric ranges demonstrated. The store cooperated with 
the Brooklyn Edison Company in showing this large group of housewives 
the advantages of electric cooking methods. After the demonstration the 
invited guests were served coffee, cake, etc., prepared on the electrie 
range while they listened to the demonstrator* 
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PAINT MANUFACTURER 
TO OPEN RETAIL BRANCH 

Lowe Brothers Co., paint and 
varnish manufacturer of Dayton, 
Ohio, is planning to open a 
branch retail store, about April 
1, in the Smith block at 211 and 
213 College St., Burlington, Vt. 
Renovation of the store space will 
begin soon. A hydraulic lift will 
be installed to facilitate transfer 
of supplies to the basement. New 
electrical fixture of modern in¬ 
direct lighting design will be 
added. 

MALLEABLE IRON FIRM 
NAMES NEW GEN. MGR. 

Cal. C. Chambers has been 
appointed general manager of 
The Southern Malleable Iron Co., 
East St. Louis, UL, succeeding 
V. S. Durbin. Herman N. Brien 
has joined the firm’s staff as sales 
engineer. 

A plant laboratory equipped 


with modern facilities for the 
testing of materials and manu¬ 
facturing has been installed with 
Charles S. Bunting, metaUurgist 
and chemist, in charge. The 
company has also made major 
improvements in foundry equip¬ 
ment and methods of manufac¬ 
ture. 

ECKLAND HEADS DFPT. 
FOR MOREHOUSE & 
WELLS 

H. W. Eckland of Paducah, 
Ky., has been placed in charge of 
the industrial department of 
Morehouse & Wells Co., 805 
North Morgan, Decatur, Ill., gen¬ 
eral and heavy wholesale hard¬ 
ware firm. The company antici¬ 
pates a heavy demand for 
replacement and maintenance 
supplies of all kinds now that 
industrial activity in most lines 
is more pronounced. Formerly 
this type of business has been 


handled through the firm’s regu¬ 
lar salesmen, but it is felt that 
the new plan will be more result¬ 
ful and profitable. 

DAVENPORT ADDRESSES 
PITTSBURGH ASSN. 

Edward Davenport of the 
Stevens Davis Hotel, Chicago, 
was guest speaker at the Jan. 24 
meeting of the Pittsburgh Retail 
Hardware Association at the 
Fort Pitt Hotel. Twenty-four 
members attended the dinner and 
the total attendance was 38. Pres¬ 
ident L. S. Kelso presided. 

The subject of Mr. Davenport’s 
address was, “Sales—How pro¬ 
gressive dealers close them.” 
Ernest Johannesen, secretary of 
the Baltimore Retail Hardware 
Association was also present. He 
announced the program of the 
PASHA convention and urged as 
many as could to attend. 


BROOKLYN ASSN. SENDS 
DELEGATION TO CAPITAL 

A committee to go to Washing¬ 
ton to insure the continuation of 
FHA financing of major electrical 
appliances was selected at the 
monthly meeting of the Electrical 
Appliance Dealers Association of 
Brooklyn, N. Y. The meeting 
which was held Jan. 22, on the 
roof garden of the Hotel St. 
George, was attended by 260 
dealers. 

Herbert L. Carpenter, FHA 
chairman of the Brooklyn district 
and Percy Peters and Louis 
LeWinter, prominent business 
men and association workers, 
composed the committee which 
left for Washington during the 
week of Jan. 27. The association 
also advised all connected with 
the electrical industry to take 
prompt action on this phase of 
the FHA by getting in touch with 
their representatives. 



HALL CONVENTION WILL BE HELD 

IN NEWLY ENLARGED COMPANY BUILDING 

The newly enlarged building of 
the Hall Hardware Co., Minnea¬ 
polis, Minn., will be the scene of 
the Hall convention, Feb. 18, 19 
and 20, which will occupy the 
entire seventh floor. The build¬ 
ing, which will be dedicated 
Tuesday morning, Feb. 18, is ex¬ 
pected to draw large crowds. 

In all, the new quarters afford 
272,000 square feet of floor space. 

The main office, which is on the 
eighth floor, is 64 x 150 feet and 
has an acoustic ceiling, extra 
large windows fitted with Vene¬ 
tian blinds, allowing a large 
amount of natural light to enter. 

Indirect high wattage lamps 
supply artificial light. The floor 
is covered with battleship lino¬ 
leum and the entire office is com¬ 
pletely air-conditioned. 

Also on the eighth floor is an 
auditorium vrith a seating capa¬ 
city of 600 and with accordion 
doors on two sides, permitting an 
attendance of up to eight or nine 
hundred people. A demonstra¬ 
tion or experimental store, com¬ 
plete with a store front, occupies 
30 X 64 feet of this floor. Here 
all new displays, merchandising 
ideas, together with the actual 
change of seasonable merchan¬ 
dise will be carried through in 
the same manner as it should be 
done in a regular retail store. 


The newly enlarged builds 
ing of the Hall Hardware 
Co,, Minneapolis, Minn,, 
where the annual Hall 
convention ivill be held 
Feb. 18, 19 and 20. The 
photo below shows a por~ 
tion of the office quarters 
of the company. 


FEBRUARY 13. 1936 










PHlLADELPmA HDWE. MERCHANTS AND MFRS. ASSN. 
CELEBRATE 50TH ANNIVERSARY AT BANQUET 


Some four hundred members 
and guests of the Hardware Mer¬ 
chants and Manufacturers* As¬ 
sociation of Philadelphia sat 
down to the fiftieth annual ban¬ 
quet of the organization at the 
Bellevue-Stratford Hotel in that 
city, Thursday evening, January 
30th. Being the golden anni¬ 
versary of the association, the 
committee on arrangements, 
headed by L. Brewster Jack- 
son, of Wickwire Bros., had pre¬ 
pared several unusual features in 
addition to the customary good 
dinner and profusion of gifts. In 
its span of fifty years, the organ¬ 
ization has had 24 presidents. 
Messrs* Paul A. Griffith, Fay¬ 
ette R. Plumb, Jr., E. C. Gris¬ 
wold, S. Horace Disston, E. J. 
McAleer, Sr., E. E. Chandlee, 
Joseph M. Hottel and Harry D. 
Moore. Eight of these are still 
living, and seven of them were 
at the banquet. Several years 
ago, the Association inaugurated 
the practice at these annual 
banquets of selecting some out¬ 
standing hardwareman who had 
distinguished himself and the 
industry he served by conspicu¬ 
ous public service and awarded 
him a gold medal. Four out of 
the five “gold medallers** were 
at the banquet, seated at the 
speakers’ table and wearing their 
decoration — Saunders Norvell, 
Robert H. Treman, C. J. Whip¬ 
ple and A. J. Bihler. Colonel 
Fred H. Payne was unable to 
be present. 

This year, the banquet com¬ 
mittee selected the living past 
presidents for decoration and ac¬ 
claim. To each was awarded a 
golden key as emblematic of the 
esteem and affection in which 
the association held them. Three 
of the past presidents were sons 
of former presidents, and to these 
three men—Horace Disston, Paul 
Griffith and Fayette Plumb, a 
special word of appreciation and 
praise was expressed by the 
speaker for so worthily following 
in the footsteps of their respec¬ 
tive fathers. Leslie M. Stratton 
of Memphis, president of the Na¬ 
tional Wliolesale Hardware As¬ 
sociation, made the awards to the 
past presidents, and he dis¬ 
charged the task in graceful 
thought and words, accompanied 
by an intimate knowledge of the 
personalities and careers of the 
respective recipients. 

The Association also presented 
a golden key to George A. Fcm- 
ley, permanent and perpetual sec¬ 
retary of the organization. Mr. 
Stratton requested Mr. Femley 
to approach the speakers’ table 
and to remain standing while he 
paid a tribute to Mr. Femley’s 
father, the late “T. J.” for his 
many and devoted years to the 
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service of the hardware industry. 
He reminded the audience that 
the Philadelphia organization had 
had only two secretaries in its 
fifty years* existence, and they 
were father and son. He also 
stressed that the same measure 
of faithful and efficient service 
had been rendered by the Fern- 
ley family to the National Whole¬ 
sale Hardware Association, and 
hoped the family tradition would 
be carried on. As the two sons 
and nephew of George were pres¬ 
ent at the banquet and heard the 
tribute to their fathers and 
grandfather, the audience lost no 
time in expressing its apprecia¬ 
tion for the thoughtful and kind¬ 
ly words of Mr. Stratton. 

John S. North, of North Bros. 
Mfg. Co., succeeded Harry D. 
Moore as president for 1936. 


GALLAGER HEADS 
THE NUTMEGGERS 

Charles F. Gallager was 
elected president of The Nutmeg- 
gers at their Jan. 8 meeting. 
City Gub, Hartford, Conn. 
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George Ellis and Stanley Mott 
were elected first and second 
vice-presidents respectively, and 
E. C. Sullivan, secretary and 
treasurer. Directors elected were: 
past president H. F. Sullivan and 
E. C. Paddock; directors for 
three years, H. M. Knapp, W. 
W. Woodruff, F. B. Atwood and 
H. W. Murray. 

A new resolution was passed 


and took effect immediately, 
namely, that the executive year 
would start with the calendar 
year and not at the February 
meeting as has been done. The 
annual get-together and Nutmeg- 


gers party will take place at the 
Hotel Bond, Hartford, on March 
4. It will be a joint party of 
The Nutmeggers, Inc., and The 
Connecticut State Hardware 
Dealers Association. 


SESAMEE CO. MAKES CHANGES IN PERSONNEL 

William J. Mundhenk, former -1 manufacturing in ConnecticuL 
ly in charge of eastern sales for In briefly outlining the firm’s 
Trupar Mfg. Co. of Ohio, has merchandising plans, Mr. Mund- 
been appointed sales manager of | henk said, “Our program is built 
The Sesamee Co., Hartford, around the strong use of point- 
Conn., manufacturer of Sesamee of-sale material, designed to 



Keyless Locks. A graduate of 
Ohio State University, Mr. Mund¬ 
henk was for several years asso¬ 
ciated with the Duro Pump Co., 
Dayton, Ohio. 

William B. Green, Jr., of West 
Hartford, Conn., has been elected 
vice-president and general man¬ 
ager and also a member of the 
board of directors. Mr. Green has 
had several years’ experience in 


speed up dealers’ sales. Our re¬ 
sponsibility, and this holds true 
of all manufacturers selling 
through dealers, is to get the 
merchandise off retail counters 
and into the hands of the con- 
I sumer. We have been studying 
that problem closely and have 
been doing considerable testing 
before announcing our sales pro¬ 
gram this spring.” 


HDWE. BOOSTERS PLAN ANNUAL ENTERTAINMENT 


The Hardware Boosters at 
their monthly meeting, Jan. 25, 
at the Hardware Qub, New York 
City, decided to hold another an¬ 
nual banquet and entertainment 
this year. The Boosters’ “Night 
Out” has been recognized as one 
of the high spots of interest in 
the New York Metropolitan hard¬ 
ware trade for many years. 

The speakers of the evening 
were two prominent members, 
Frederick Pfeifer, The Payson 
Co., and Fred Scholl, Long Island 
Hardware Co. Mr. Pfeifer, who 
was introduced as a member of 
the Hardware Ace 50 Year Qub, 
contrasted the conditions under 
which salesmen work today with 
those of his earlier years. His 
reminiscences of the bliz^d of 
1888 and of the Johnstown 
flood, which he narrowly escaped, 
were particularly interesting. Mr. 
Scholl delivered a practical talk 
on the relationship between 
traveling salesmen and their cus¬ 
tomers. He pointed out that 
very frequently the salesman is 


not as well known to the buyer 
as he thinks he is and Mr. Scholl 
emphasized the value of using 
the business card even where the 
salesman thinks his name and 
his line are thoroughly known. 

A change of meeting date from 
the last Saturday of each month 
to the last Friday evening of each 
month was discussed and it was 
decided to proceed with the steps 
to alter the by-laws to make this 
change possible to go into effect 
with the first fall meeting. 

A suggestion was made and dis¬ 
cussed that an organization he 
formed in New York City that 
would include members from all 
branches of the hardware trade. 
Four new members were re¬ 
ceived into the Boosters. They 
were H. J. Strugnell, New York 
district sales manager of the Rem¬ 
ington Arms, Inc.; Daniel Werth, 
Star Elxpansion Bolt Co.; Louis 
W. Api^, Heiz & Heiz, Inc., 
Brooklyn, and MacDonald Wit¬ 
ten, associate editor. Hardware 
Ace. 
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GOODRICH CO. NAMES 
NEW CLEVELAND 
MANAGER 

L. C. McGinley has been ap¬ 
pointed Cleveland district man¬ 
ager for The B. F. Goodrich Co- 
Akron, Ohio, succeeding Roy J. 
Devereaux, who has been named 
tire sales manager of Canadian 
Goodrich Co., Ltd., Kitchener, 
OnL 

Mr. McGinley has been asso¬ 
ciated with the firm since 1919. 
He was division credit manager 
supervising the work of his de¬ 
partments in the Cincinnati, De¬ 
troit, Buffalo, Pittsburgh and 
Cleveland districts at the time of 
his promotion. 

Mr. Devereaux was first em¬ 
ployed by Goodrich in 1914. He 
had been branch manager in 
Worcester, Mass., and Grand 
Rapids, Mich., before his Qeve- 
land appointment, and previously 
held a number of Goodrich sales 
positions in the New England 
states, the Middle West and 
Canada. 


ALABAMA DEALERS VIEW 
F. M. REFRIGERATORS 

Wimberly & Thomas Hardware 
Co., Birmingham, Ala., distribu¬ 
tor of Fairbanks-Morse Con- 
servador Refrigerators, held a 
formal showing of the new “C* 
line of refrigerators at the Tut- 
weiler Hotel, Birmingham, Jan. 
24. The meeting was well at¬ 
tended by dealers from all parts 
of Alabama who expressed en¬ 
thusiasm for the new line. 

W. A. Thompson, manager of 
the appliance department of 
Wimberly & Thomas, conducted 
the meeting. W. R. Ceperly of 
the Home Appliance Division of 
Fairbanks, Morse & Co., Chicago, 
spoke about the firm’s back¬ 
ground, the establishment of a 
new factory at Indianapolis, and 
the future which the refrigerator 
business holds for Fairbanks- 
Morse dealers. The sales plans 
and advertising promotion ac¬ 
tivities of Fairbanks-Morse were 
also discussed. 


OMAHA CLUB 
REDUCES DUES 

In an effort to enlarge its mem¬ 
bership, the Omaha Hardware 
Qnb at its Jan. 18 meeting at 
the Hotel Paxton, Omaha, Neb., 
reduced the dues for all new 
members. President J. Hardy 
presided over the meeting which 
was attended by 18 members. 


DATE SET FOR 
NJELELA. CONVENTION 

The 37th annual congress of 
the National Retail Hardware As¬ 
sociation will be held at Atlantic 
City, N. J., July 20-23, 1936, it 


was announced by H. P. Sheets, 
managing director, 130 East 
Washington Bldg., Indianapolis, 
Ind. Headquarters will be the 
Hotel Haddon Hall-Chalfonte. 


THE FEDERATED SALES 
SERVICE INCORPORATES 

The Federated Sales Service, 
729 Boylston St., Boston, Mass., 
has incorporated under the name. 
The Fedeiated Sales Service, Inc. 
The corporation officers and di¬ 
rectors are: Walter A. Allen, 
president; John M. Sweeney, 
vice-president and treasurer; 
Irene L. Kelley, secretary. 

The firm was founded in Janu¬ 
ary, 1933, and is engaged in all 
phases of marketing, especially 
that of building national sales 
organizations of manufacturers’ 
representatives for manufactur¬ 
ers. 


BORG CORP. OPENS 
SALES OFnCE IN MART 

The George W. Borg Corp., 
Chicago, has opened a sales of¬ 
fice at 1402 Merchandise Mart, 
in that city, in charge of R. D. 
Mock, sales manager of the scale 
division. The firm has been ex¬ 
hibiting at the House Furnishing 
Show, the Borg Precision bath¬ 
room scale, the first of a series to 
be announced by the company, 
all based on the new coined beam 
principle. 


SALES CONVENTION OF 
SOUTHERN HDWE. CO. 

The Southern Hardware Co., 
Charleston, W. Va., held its an¬ 
nual sales meeting and dinner at 
the Hotel Daniel Boone, Jan. 24. 
The principal speakers included 
Waldo C. Henson, general man¬ 
ager; Harold T. Johnson, adver¬ 
tising manager, and W. M. Stu¬ 
art, vice-president and general 
manager, both of the Martin- 
Senour Paint Co., Chicago. 


LEASE HUEY & PHILP 
RETAIL SITE 

J. S. North and A. C. Bell have 
leased for five years practically 
all of the ground and mezzanine 
floors in the Texas & Pacific 
Bldg., Dallas, which were for¬ 
merly occupied by the retail divi¬ 
sion of the Huey & Philp Hard¬ 
ware Co., in that city. Huey & 
Philp now operate on an exclu¬ 
sive wholesale basis. 

Mr. North was formerly presi¬ 
dent of that firm and was asso¬ 
ciated with it for more than 25 
years. Mr. Bell was also con¬ 
nected with the company for 
more than 20 years. In addition 
to general hardware lines, the 
new store will also handle sport¬ 
ing goods, refrigerators and 
stoves. 



Fifty years of married life were 
celebrated Jan. 13 by Mr. and 
Mrs. Thomas J. Usher of the 
Plaisance Hotel, 60th St. and 
Stony Island Ave., Chicago. They 
were married in Brooklyn, N. Y., 
Jan. 13, 1886, after which they 
moved to Lincoln, Neb. Since 
1904 their home has been in Chi¬ 
cago. Mrs. Usher is the former 


Jessie Van Valkenburgh. Two 
children are living, Harold L. 
Usher and Thomas J. Usher, Jr. 
Mr. Usher has been active for 55 
years in his business connections 
with the Russell & Erwin Mfg. 
Co., New Britain, Conn. Com¬ 
memorating the anniversary a 
dinner was held at which 36 rela¬ 
tives and friends were present. 


FINLEY NAMED V-PRES. 
OF UNION FORK AND HOE 

Leonard P. Finley was ap¬ 
pointed vice-president of The 
Union Fork and Hoe Co., Co- 



L. P. FINLET 

lumbus, Ohio, it was announced 
by Edward Durell, president. Mr. 
Finley will assist H. F. Zulaof, 


vice-president and sales director, 
in general sales work and will 
also devote special attention to 
sales promotion, dealer mer¬ 
chandising assistance and adver¬ 
tising. He will be located at the 
firm’s general offices in Colum¬ 
bus. Mr. Finley was formerly 
sales manager of the Vaughan & 
Bushnell Mfg. Co., Chicago, and 
has had wide experience in the 
hardware field. 


W. L. COKES NOW 
WITH SHERWIN-WILUAMS 
W. L. Cokes, Jr., who has been 
outside salesman and paint de¬ 
partment manager for the North- 
cutt Hardware and Furniture Co., 
Longview, Tex., for the past four 
and one-half years is now with 
The Sherwin-Williams Co.’s new 
wholesale and retail store in 
Longview, as outside salesman. 
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SQUARE CLUB ELECTS 
OFFICERS FOR 1936 

At the Jan. 21 meeting of the 
Hardware Square Club, No. 675, 
held in the Masonic Temple, 71 
W. 23d St., New York City, the 
following were elected officers: 
Lewis M. Edwards, American Saw 
& Mfg. Co., president; George 
Carstens, Topping Bros., and 
Harry Komrumph, Long Island 
Hardware Co., first and second 
vice-president respectively; Ralph 
S. Allen, Diamond Expansion Bolt 
Co., secretary; Albert Westphal, 
Corbin Screw Co., treasurer; 
Frederick Berg, Francis Keil Co., 
sentinel; and Fred A. Scholl, 
L.D. Hardware Co., trustee. Re¬ 
tiring President Scholl was pre¬ 
sented with a chair. 

Announcement was made that 
the annual shore dinner would 
be held in May. The next meet¬ 
ing, Feb. 18, will be an open 
meeting to which all men in the 
hardware trade are invited. The 
high-spot of the evening will be 
a bridge party for the champion¬ 
ship of New York City, arrange¬ 
ments for which are in the hands 
of the chairman of the entertain¬ 
ment committee, Roy Fowler of 
the Franklin Hardware Co. The 
game will start at 9 p.m. in the 
club’s meeting room, 1601, and 
for those who do not play bridge, 
there will be poker, pinochle, 
monopoly, bingo, and other 
games. 


WATERS-GENTER 
TRANSFERS MUNGER 

J. K. Munger, who has been 
in charge of the territory includ¬ 
ing Michigan, Indiana, Ohio, 
Kentucky and western Pennsyl¬ 
vania for the Waters-Genter Di¬ 
vision of the McGraw Electric 
Co., Minneapolis, has been trans¬ 
ferred to the Middle Atlantic 
seaboard territory. He will make 
his headquarters in Philadelphia. 

J. P. Bosk will take over that 
territory and will make his head¬ 
quarters in Detroit. Mr. Bosk 
was formerly with the General 
Electric Co., and more recently 
sales manager of the South Bend 
Electric Co. 


DETROIT REX OPENS 
CHICAGO OFFICE 
W. W. Davidson, vice-president 
and sales manager of Detroit 
Rex Products Co., 13006 Hill- 
view Ave., Detroit, Mich., has 
announced the opening of an of¬ 
fice at 201 North Wells Street, 
Chicago, Ill., to serve Wisconsin, 
Illinois and Missouri. C. P. An- 
stiss, S. B. Crocks and C. L. 
Jung have been placed in charge 
of this territory. 

Frank P. Cox has been placed 
in charge of Alkali cleaners and 
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strippers. From his Detroit of¬ 
fice he will supervise their sales 
and service throughout the coun¬ 
try. George W. Walter, formerly 
editor of Metal Cleaning and 
Finishing, has been appointed ad¬ 
vertising manager for the com¬ 
pany. 

During the past year the firm, 
formerly known as Rex Products 
and Mfg. Co., has increased its 
sales and engineering forces. Its 
line of cleaning equipment has 
been expanded and its service in 
the metal industries has been 
extended. The company makes 
Defrex degreasers and solvent 
machines. Triad and Perm-A- 
Clor non-inflammable solvents, 
and Triad Alkali cleaning com¬ 
pounds. 


E. E. BALDWIN, SALES 
MGR. FOR CORBIN UNITS 

Ernest E. Baldwin has been 
appointed general sales manager 
of the Corbin Cabinet Lock and 



EHNEST B. BALDWIN 


the Corbin Screw divisions of 
the American Hardware Corp., 
New Britain, Conn. He had for¬ 
merly been manager of the Cor¬ 
bin Screw division. 


RETAIL ASSN. FORMED 
IN LONG ISLAND, N. Y. 

Thirty dealers from 13 villages 
in Nassau County, Long Island, 
N. Y., met at East Rockaway, 
there, to organize the Nassau 
County Hardware Dealers Asso¬ 
ciation. Edward A. Talfor, Lyn- 
brook, was elected president; 
George Winter, temporary sec¬ 
retary, and Herbert Levinson, 
temporary treasurer. 

There are, it is estimated, 110 
hardware firms in the county, 
and it is expected that all will be 
enlisted in the new organization 
within three months’ time, when 
permanent quarters for the group 
will be engaged. A committee 
has been designated to draw up a 
set of by-laws. 


NORTON CO. CELEBRATES 50TH ANNIVERSARY 

AS MANUFACTURER OF ABRASIVE EQUIPMENT 

The Norton Co., Worcester, ♦ “ " 


Mass., for half a century one of 
the foremost manufacturers of 
grinding machines, recently cele¬ 
brated the 50th anniversary of 
its founding in 1885. From a 
business so small in 1880 that 
only one man devoted his time 
to the making of emery wheels, 
the Norton Co. has grovm until 
today it has attained world-wide 
distribution for its products, with 
plants in six countries and thou¬ 
sands of employees. 

The early growth of the com¬ 
pany, which dates back to 1876, 
when Mr. Norton took out his 
patents covering the vitrified 
emery wheel, was retarded by 
the reluctance of the manufac¬ 
turers of the day to accept as 
practical and necessary machines 
for grinding. It was not until 
1882, when new machinery was 
being introduced and metals were 
becoming harder and harder, that 
the emery wheel division of the 
Norton business began to contact 
men who could see the future 
field which was in prospect for 
emery wheels. 

Milton P. Higgins and George 
I. Alden of the Worcester Poly¬ 
technic Institute were two of the 
men who became interested in 
this new business, and, following 
negotiations with Mr. Norton, 
were made president and trea¬ 
surer respectively of the new 
Emery Wheel Co., incorporated 
in June, 1885. Charles L. Allen, 
who was made general manager 
at that time, is the only man who 
has had a hand in the manage¬ 
ment continuously during the en¬ 
tire life of the company. For 48 
years he held the position of gen¬ 
eral manager and has held at 
various periods the offices of sec¬ 
retary, treasurer and president. 
He was elected chairman of the 
board in 1933 and holds that posi¬ 
tion today. 

In celebration of the anniver¬ 
sary, the company issued a spe¬ 
cial 57-page issue in booklet form 
of the regular company publica¬ 
tion, “The Norton Spirit.” This 
issue contains brief sketches of 
the firm’s history and lists achive- 
ments the organization has con¬ 
tributed to the industrial world. 


HONOR H. D. HUDSON 
ON BIRTHDAY 

As a tribute to H. D. Hudson, 
founder of the H. D. Hudson Mfg. 
Co., Chicago, executives of the 
firm arranged a telenhonic birth¬ 
day party “attended” by all em¬ 
ployees in twelve offices from 
New York to San Francisco. 
With loudspeakers in the various 
offices, each branch manager sent 
greetings to Mr. Hudson in Chi¬ 
cago, who 31 years ago had be¬ 


gun to manufacture and sell 
sprayers on a small scale. Since 
then the company has entered 
other fields, with such products 
as poultry and farm equipment, 
garden tools, pumps, electric 
water systems, etc. Mr. Hudson 
has been active president of the 
firm since its beginning. 


DENVER ASSN. TO TRY 

GROUP ADVERTISING 

The Hardware Dealer’s Pro¬ 
tective Association of Denver, 
Colo., at its Jan. 27th meeting at 
the Morey Mercantile Co^ de¬ 
cided to try group advertising 
in the Denver Post for a period 
of three months. Reports of the 
Mountain States Hardware & 
Implement Association convett^ 
tion were made by Mr. Troxel, 
Troxel Bros. Hdwe*, Mrs. Coflfee 
and Mr. Pierce, Englewood 
Hdwe. Co., and Mr. Kelly of the 
Kelly Hardware. There was 
also a discussion on neighbor¬ 
hood groups and associations. 
Mr. Spoulster, South Pearl Hdwe. 
Co., presided at the meeting. 


WIRE CLOTH FIRM NAMES 
TEXAS REPRESENTATIVE 

The Newark Wire Cloth Co., 
Newark, N. J., manufacturer of 
high-grade wire cloth and wire 
cloth products, has appointed 
Robert H. Brinton, 1640 Castle 
Court, Houston, Tex., as its rep¬ 
resentative in Texas. Mr. Brin- 
ton’s mail address is P. 0. Box 
1970, Houston. 


PYRENE PROMOTES 
BOUCHER AND MALONEY 

The Pyrene Mfg. Co., Newark, 
N. J., manufacturer of fire ex¬ 
tinguishers and tire chains, has 
announced the appointment of 
George H. Boucher, formerly as¬ 
sistant general sales manager, to 
the position of general sales man¬ 
ager. J. P. Maloney, also for¬ 
merly assistant general sales man¬ 
ager, has been named general 
field sales manager. As was pre¬ 
viously announced in Hardware 
Ace, Charles G. Durfee, who has 
been manager of the Systems De¬ 
partment, has been appointed as¬ 
sistant to the vice-president in 
charge of sales. 


WISHES TO REPRESENT 
AMERICAN MFRS. 

J. & R. Lenaers, 9, Ave. Louis 
Bertrand, Brussels, Belgium, in¬ 
vites correspondence from Amer¬ 
ican manufacturers of machinery 
supplies and equipment who wish 
representation in Belgium and 
Luxembourg. The firm can fur¬ 
nish references in this country. 
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WISCONSIN RECOVERY 
ACT IS CONSTITUTIONAL 

The Wisconsin Supreme Court 
on Jan. 7, declared constitutional 
the 1935 Wisconsin Recovery Act. 
According to the decision, the 
governor may proceed to author¬ 
ize codes so long as their provi¬ 
sions “bear a reasonable relation 
to the elimination of unfair meth¬ 
ods and practices.” The codes 
may not, however, go so far as 
to “deal with the whole subject” 
of establishing hours of labor, 
wage scales and working condi¬ 
tions. 

The court’s decision permits 
the continued survival of the 11 
codes governing industries in 
Wisconsin. Other industries have 
expressed a desire to codify them¬ 
selves but have been awaiting 
the court’s decision. 

It was declared by Fred M. 
Wylie, who represented the state 
as a special counsel, that only in¬ 
dustries doing an intrastate busi¬ 
ness will come under the provi¬ 
sions of the WRA. He declared 
for the most part that manufac¬ 
turers will not come under the 
act as interstate competition is 
involved in all manufacturing ac¬ 
tivities of the state of any conse¬ 
quence. 


DISTILLATE BURNER 
MFRS. ELECT OFFICERS 

At the annual meeting of the 
Distillate Burner Mfrs. Associa¬ 
tion held at Worcester, Mass., 
Jan. 15, the following officers 
were elected: President, F. H. 
Van Blarcom, Lynn Products Co., 
Lynn, Mass.; vice-presidents, R. 
M. Sherman, Silent Glow Burner 
Corp., Hartford, Conn., G. F. 
Williams, Petroleum Engineering 
Corp,, Springfield, Mass.; trea¬ 
surer, E. T. Isaac, Hoben Mfg. 
Co., Waltham, Mass.; and sec¬ 
retary, H. H. Morse, Florence 
Stove Co, Gardner, Mass. 

All the members present re¬ 
ported business increases in ex¬ 
cess of their expectations and in 
their opinion, the 1936 volume of 
business would be greater than 
in 1935. 


NEW ENGLAND IRON AND 
HARDWARE^ASSN. DINNER 

The New England Iron and 
Hardware Association held its 
forty-third annual dinner, Jan. 
23, at the Hotel Somerset, Bos¬ 
ton, which was attended by many 
prominent personalities in both 
fields. J. Frankland Miller, 
buyer for the Bigelow & Dowse 
Co., Boston, and president of 
the association, made the wel¬ 
coming address. 

Professor Sumner H. Slichter, 
Hazard School of Business Ad¬ 
ministration, addressed the group 
on “Problem of Economic Se- ' 


curity” and Allen W. Rucker of 
Eddy Rucker Nichols Co., spoke 
on “Hidden Hazards in the Fed¬ 
eral Social Security Act.” 


PAINT, VARNISH ASSN. 
HOLDS DINNER MEETING 

The New York Paint, Varnish 
& Lacquer Association’s first 
dinner-meeting of 1936 was held 
Jan. 30, at the Hotel Biltmore, 
New York City, with 175 mem¬ 
bers and guests in attendance. 
E. S. Blackledge, Devoe & Rey¬ 
nolds Co., presided. The business 
session was brief and most of the 
evening was devoted to amuse¬ 
ment. 

A silent tribute was paid to 
the memory of the late Paul 
Uhlich of Paul Uhlich Co., dry 
color manufacturer and one of 
the association’s oldest members, 
who passed away recently. Homer 
Flynn of the National Paint, Var¬ 
nish & Lacquer Association staff, 
Washington, spoke briefly and in¬ 
vited the trade to a meeting of 
the industrial sales group, Feb. 
19, at a place to be named later. 
A talk on credits was to have 


been given by M. B. Wiley, E. 1. 
du Pont de Nemours & Co., but 
as he could not appear, copies 
of his paper were distributed at 
the meeting. 


INCREASED INTEREST 
SHOWN IN TOY FAIR 

Advance reservations for the 
American Toy Fair, April 20 to 
May 2, at the Hotel McAlpin, 
N. Y., have come with such an 
unprecedented rush that all avail¬ 
able space is expected to be sold 
before the opening date. Accord¬ 
ing to the Toy Manufacturers of 
the U. S. A., Inc., 200 Fifth Ave., 
registrations indicate that the 
greatest number of lines ever ex¬ 
hibited will be on display, and a 
greater number of buyers will be 
on hand. 

Reduced fares with the rail¬ 
roads have been arranged for all 
members of the American Toy 
Managers’ Association in connec¬ 
tion with their annual convention 
at the McAlpin during the Fair. 
A joint meeting of manufacturers 
and buyers will be held April 27, 
in the Green Room. 


DEMONSTRATING 



Paul CrisSf special representative for the Kelly Axe & Tool 
Division of the American Fork & Hoe Co., Cleveland, Ohio, 
performing at the recent Western Convention in Kansas City, 
Mo. For the past 25 years Mr. Criss has been working in the 
woods with an axe and is known in hundreds of logging camps 
as the ‘‘human sawmilV* due to his speed and ability to handle 
a large volume of work with an axe. During the past three 
years he has demonstrated and taught axe work, forest fire 
fighting, etc., in more than 251 CCC camps and at leading uni¬ 
versities. He has been featured “at work** in practically all the 
major news reels and has earned as high as $25 a day hewing 
ties with an axe. Paul is a real woodsman and has broken and 
maintained many chopping records in competition with other i 
choppers or against the stop watch. 


RETAIL SEEDSMEN MEET 
AT STATIE college, pa. 

A representative body of seeds¬ 
men attended the Retail Seeds¬ 
men’s Conference at State 
College, Pa., Jan. 9 and 10. 
Business sessions w6re held 
Thursday afternoon and Friday 
morning. Speakers and their sub¬ 
jects were: E. J. Walter, exten¬ 
sion agronomist, “Varieties of 
Com, for Grain and Silage, 
adapted to various Pennsylvania 
conditions”; Dr. C. F. Noll, sta¬ 
tion agronomist, reported on the 
Experiment Station tests of 
wheat, oats, barley, and soy-beans 
at State College; J. B. R. Dickey, 
extension agronomist, reported on 
variety demonstrations of wheat, 
oats, and barley in various sec 
tions of Pennsylvania; Prof. H 
B. Musser, station agronomist, 
“Strains and Sources of Red 
Clover and Alfalfa Seed in Ex 
periment Station Tests”; Mr. 
Dickey also reported on demon 
strations on growing legumes in 
Pennsylvania; Dr. E. M. Gress, 
State Department of Agriculture. 
Harrisburg, Pa., “The Pennsyl 
vania Seed Law Regarding Ger 
mination and Purity.” Dr. F. V. 
Grau reported on pasture grasses, 
pasture mixtures and factors in- 
fluencing their adaptation and 
lawn maintenance, liming, fertili 
zation and weed control. Prof. 
Musser led a discussion of fine 
turf grasses and mixtures for 
various conditions. 


METAL POLISH FIRM 
NAMES SALES AGENT 

G. Fialla & Son, exporter and 
commission merchants at 59 
Pearl St., New York City, have 
been appointed exclusive sales 
agents for the Matchless Metal 
Polish Co. of Glen Ridge, N. J., 
and for Reichard Bros., Brook¬ 
lyn, manufacturers of manifolds 
sales books. A sales promotion 
program has been arranged for 
the distribution of these products 
in Greater New York and for the 
foreign market. 


GIBSON CORP. NAMES 
TWO DISTRIBUTORS 

E. P. Johnston, representative 
in the Pennsylvania district for 
Gibson Electric Refrigerator 
Corp., Chicago, has reported the 
appointment of M. A. Hartley 
Co., 101 Carlisle St., Gettysburg, 
Pa., as authorized Gibson dis¬ 
tributor in that city. The firm 
will represent Gibson in the 
counties of York, Franklin, Cum¬ 
berland and Adams in Pennsyl¬ 
vania and in Maryland the coun¬ 
ties of Carrol, Frederick and 
Washington. 

Knerr, Inc., 1008 N. Third St., 
Harrisburg, Pa., has been named 
as distributor, covering thirteen 
counties in central Pennsylvania. 
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MarahaHWells Associates in Convention at Duluth, Minn^ Jan, 27^0, 1936. 

Marshall-Wells Associates 
Plan for 25 per cent 


M ore than 500 dealers, man¬ 
ufacturers and guests at¬ 
tended the annual Marshall- 
Wells Associates Congress at the 
plant of the Marshall-Wells Co., Du¬ 
luth, Minn., January 27 to 30, 1936. 
It was the joint convention of the 
company’s associated dealers and 
its selling staff. The convention 
was opened by Seth Marshall, pres¬ 
ident, and closed by George S. Mc- 
Quade, sales manager. The keynote 
of the convention was “Planning and 
working for a 25 per cent increase in 
business in 1936,” with Mr. Marshall 
sounding the keynote and reviewing 
the year’s progress between the 
house and its cooperating dealers. He 
told of efforts being made, at all 
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times, to keep dealers in competi¬ 
tion and to keep them posted on new 
merchandise and new ideas for mak¬ 
ing more retail sales. He urged a 
concentration of buying by dealers 
so that they would have greater time 
and energy for selling. He reviewed 
the program of the Associated Deal¬ 
ers’ plan for 1936 and introduced 
D. R. Mackenroth, the new man¬ 
ager, who spoke on retail store plan¬ 
ning and management. 

Analyzed Retail Trends 

Drawing from his extensive ex¬ 
periences in both department store 
and mail order chain fields, Mr. 


Dii 


Mackenroth analyzed retailing 
trends, giving particular emphasis 
to the competitive picture and the 
way it has changed in the past dec¬ 
ade. He urged a program of better 
retail store management and plan¬ 
ning that the convention’s objective 
of a 25 per cent increase might be 
realized. 

Warren Hartwell, director of the 
Associate division, presented the 
company’s 1936 advertising and 
merchandising plans, stressing the 
efforts to produce ways and means 
for inducing second sales on related 
items. He outlined and displayed 
the new advertising layouts, talked 
on the proposed new uniform store 
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and Selling Staff 
Increased Business in 1936 


front, the new road signs and elec¬ 
tric store front signs. He also urged 
a profit sharing basis for retail clerks 
and the kind of store arrangement 
which makes selling easier. 

Charles R. D’Olive, assistant to the 
president, Stewart - Warner Corp., 
Chicago, presented the 1936 electri¬ 
cal refrigeration line and its selling 
points. He had the full line of his 
company’s refrigeration on the plat¬ 
form and explained selling features 
to be stressed in the stores of Asso¬ 
ciated Dealers. His associate, Fred 
R. Cross, advertising manager, pre¬ 
sented the company’s advertising 
and other dealer helps. During a 
recess many of the dealers were up 
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on the platform for a closer look at 
the refrigerators. 

Walter Clark, manager of Mar¬ 
shall-Wells’ paint department, gave 
the highlights of the 1936 paint sell¬ 
ing program, its color cards, display 
ideas and general promotion ideas. 
He stressed the need for control of 
paint stock to permit turnover at a 
profit. 

Urges Quality 

C. W. Bischoff, treasurer and sales 
manager. Copper Clad Malleable 
Range Co., St. Louis, Mo., gave an 
outline on his line of stoves and put 
on a selling demonstration suitable 
for dealers to use in their stores. He 


urged quality stove sales effort which 
he said was essential as the hardware 
business needs the higher unit sales 
and that in the better grade lines the 
customer gets better value for his 
money. He said outside selling 
among the farm trade and town trade 
was the only way to build a volume 
on major items. 

Monday night, Hayes MacFar- 
lane, Chicago advertising expert, 
urged using newspaper advertising, 
saying papers were most effective 
media and that the small town mar¬ 
ket is the most important market 
available in this country. He stressed 
the need of the dealer concentrating 
on sales efforts, allowing his jobber 
to become the buyer. He called the 
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Associate plan the most modern mer¬ 
chandising program he had seen. 

Rivers Peterson, editor, Hardware 
Retailer^ said he no longer had any 
worry about the future of hardware 
retailing after attending the first 
day’s meeting of the Associates. He 
said dealers should accept the help 
offered by jobbers and that price, 
method and distribution costs were 
the three factors to be solved jointly. 
The largest management cost in 
hardware retailing, he said, was 
salaries and the next major expense 
was high inventory investment. 

M. J. Lacey, president. Peck, Stow 
& Wilcox Co., Southington, Conn., 
talked about meeting current tool 
competition and said that this could 
only be done with complete coopera¬ 
tion between producer and distribu¬ 
tor (both wholesale and retail) and 
that to meet competition meant low¬ 
ered margins on many individual 
items, which must be offset by pat¬ 
ronage in better grade and longer 
margin, less competitive items. He 
urged anticipation of purchases by 
dealers so that jobbers could buy in 
advance and factories prepare to 
make goods on the most economical 
basis. All these factors are impor¬ 
tant in keeping in the competitive 
picture. 

Roy Sorenson opened the Tuesday 
session with a talk on the auto ac¬ 


cessory and tire lines available in 
the 1936 program explaining his 
points with the help of table displays 
showing sample or model stocks in 
these lines. Ralph Carney, Coleman 
Lamp & Stove Co., Wichita, Kans., 
followed with his dramatic selling 
demonstration on quality automatic 
electric irons. He, too, urged closer 
wholesaler-retailer tie-ups with the 
jobber as buyer and the dealer as 
seller. 

J. A. Hensley, Congoleum-Nairn, 
Inc., gave an informative talk on 
floor coverings, how to stock them, 
display them and sell them and out¬ 
lined ideas for developing extra 
sales. 

Tuesday night, Harvey Sedgwick, 
credit manager, addressed the ban¬ 
quet on dealer credit problems, sug¬ 
gesting that installment plan buying 
be restricted to larger item sales and 
that dealers operate as much as pos¬ 
sible on the “cash and carry” basis. 
He also urged better budgetary con¬ 
trol, and stressed the importance of 
maintaining proper credit relations 
between buyer and seller. 

Wednesday morning, W. G. 
Butcher outlined the heating and 
plumbing lines, their competitive fea¬ 
tures, price range and selling points. 
He was followed by H. A. Dowe, who 
explained the new lines in cutlery 
and electrical table appliances. 


Thursday morning, George Ayre 
talked on oils, greases and stock 
spray, giving a selling demonstra¬ 
tion on both bulk and packaged lu¬ 
bricants, both of which he said were 
highly profitable and easily sold. 

Charles J. Heale, editor, Hard- 
WAtRE Ace, an honorary Associate, 
reviewed some of the highlights of 
the four-day program as an outside 
observer sees it. He stressed the 
need of selling more major appli¬ 
ances so that the higher unit prices 
they bring might offset the small 
amounts involved in too many hard¬ 
ware store sales. He also reminded 
the dealers that auto accessories and 
tires are the opening wedges of prac¬ 
tically all present-day competitors 
now chiseling in on the regular hard¬ 
ware lines. 

After the Thursday luncheon. 
Sales Manager George S. McQuade 
wound up the formal sessions with 
an inspirational message for both 
dealers and his sales staff. The re¬ 
sponsibility of store clerks, as well 
as the store personnel in general, to 
make proper contacts with more and 
more of the consuming public was 
stressed in his talk. Toward this 
end Marshall-Wells conducted a 
clerks’ selling school, the week after 
the Associates’ meeting, which plan 
Mr. McQuade outlined. He put it 
squarely up to the salesmen to mea¬ 
sure up to their jobs as helpers and 
advisers of the retailer-customers on 
merchandising problems and inven¬ 
tory worries, but made it quite plain 
that it was not up to the jobbers’ 
salesmen to actually take inventory 
nor to install displays in windows or 
on tables. He said salesmen should 
inspire dealers to take advantage of 
such helps in the Associate merchan¬ 
dising plan. 

On all four days lunch was served 
in the company’s lunch room near at 
hand to the gym where meetings 
were held. Joseph Benda, superin¬ 
tendent of the Marshall-Wells Co. 
branch at Minneapolis, was chair¬ 
man of all business sessions, a job 
which he handled with great skill. 

On each day the dealers were di¬ 
vided into four groups for special 
group meetings. These were held 
in two series. Ira Watson handled 
the housefurnishings lines and Art 
Johnson the tool lines. Jake Olsen, 
assistant sales manager, with M. R. 
Twiss, sales manager for Zenith 
Washer Co., handled major home ap¬ 
pliances and the merchandising 
clinic was under the direction of 
Warren E. Hartwell and York E. 
Langton. Mr. Olsen, assisted by 
Glen Shields and Mr. Watson, took 
care of the general farm supplies 
(Continued on page 140) 


D. A. Mackenroth, general manager; Geo. S. McQuade, sales manager, and 
Seth Marshall, president, MarshalhWells Co., Duluth, Minn., taken at the 
1936 Associates Congress. 
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CHARLES A. IRELAND 

Charles A. Ireland, 67, passed 
away at his home in Ionia, Mich., 
Jan. 23, after a yearns illness. 
He had been a hardware dealer 
and a past president of the Mich- 



CHAS. A. IRELAND 


igan Retail Hardware and the 
National Retail Hardware Asso¬ 
ciations. Mr. Ireland was also 
a prominent Mason and the first 
president of the Ionia Building 
and Loan Association. 


WILUAM B. HOTCHKISS 

William B. Hotchkiss, 68, ex- 
mayor and former hardware mer¬ 
chant of Waterbary, Conn., was 
found dead shortly after 10 
o’clock Saturday night, Feb. 3, in 
a snow-bank on Columbia Blvd., 
that city. Death was attributed 
to a heart attack. 

For many years prior to hb 
term as mayor, Mr. Hotchkiss 
was associated with ex-Gov. 
Charles A. Templeton in the hard¬ 
ware firm of Hotchkiss & Temple¬ 
ton. Shortly after his term the 
partnership was dissolved and 
Mr. Hotchkiss continued as the 
chief owner of the Hotchkiss 
Hardware Co. on South Main 
St., which he controlled until a 
few years ago. He leaves hb 
widow, a son, Berkeley, and two 
daughters, Catherine and Sylvia. 


JOHN C. WITOUSEK 

John C. Witousek, 66, a retail 
hardware merchant in Cedar 
Rapids, Iowa, for 35 years, died 
recently at a hospital there after 
a long illness. Mr. Witousek at 
the age of 17 entered the hard¬ 
ware business and was known as 
the youngest dealer in the state. 
During hb long business career 
he had two stores, on First St. 
and First Ave. In addition, he 
operated a large tin shop in con¬ 
junction with the First St. store. 
The firm name was J. C. Witousek 
& Co. and two brothers, Frank 
and W. W. Witousek, were as¬ 


sociated with him. Frank Witou¬ 
sek has since passed away. 

Surviving Mr. Witousek are his 
widow; a daughter, Julia M. 
Witousek; a son, Fred J. Witou¬ 
sek; a brother, W. W. Witousek; 
and a sister. Miss Jennie B. 
Witousek, all of Cedar Rapids. 


ROBERT P. CARR 

Robert P. Carr, 68, president 
of the U. S. Hame Co., Buffalo, 
N. Y., died at his home there, 
Jan. 23. He had been actively 
associated with the manufacture 
of hames for over 43 years. He 
first entered the business in 1892 
when he became associated with 
Baker, Carr & Co., Andover, N. 
H. In about 1896 the Consoli¬ 
dated Hame Company of Andover 
and Sunapee, N. H., was formed 
and Mr. Carr was placed in 
charge at Andover. When in 
1902 the Consolidated Hame Co. 
became part of the U. S. Hame 
Co., Mr. Carr, in 1905, went to 
Tell City, Ind., to have charge 
of the plant there. In 1911 he 
was transferred to Buffalo and 
shortly afterward was elected 
president of the firm. 

Mr. Carr was held in esteem 
throughout the horse and sad¬ 
dlery field and for many years 
was a director of the Horse and 
Mule Association. 


GEORGE G. ROBERTS 

George G. Roberts, 79, owner 
of the G. G. Roberts Co., Wollas¬ 
ton, Mass., manufacturer of tacks 
and nails for 50 years, died Jan. 
21. Mr. Roberts became asso¬ 
ciated with the Pennsylvania 
Tack Company in 1878, and with 
the Dunbar, Hobart & Whidden 
Co., Whitman, Mass., in 1889. He 
formed his own company in 1913, 
purchasing the Whidden plant, 
which was later merged into the 
Atlas Tack Corp. His widow 
and a daughter survive. 


WILUAM J. CADMAN 

William J. Cadman, for 35 
years with the Soo Hardware 
Co., Sault Ste. Marie, Mich., 
passed away Jan. 28, at a hospital 
there. He leaves his widow and 
two daughters. 

VINCENT TAUSCHE 

Vincent Tausche, 82, hardware 
dealer of La Crosse, Wis., died at 
his home there recently. He had 
been associated with the hard¬ 
ware business there for nearly 58 
years, first as an employee of 
Scharpf and Ring, and later as 
a partner of C. F. Scharpf. He 
was head of the V. Tausche firm 
since 1888. His widow, one son 
and three daughters survive. 


EARL L. RUDOLPH 

Earl L. Rudolph, for 30 years 
a member of the firm of the 
Arkadelphia Hardware Co., Arka- 
delphia. Ark., died suddenly at 
his home there, Jan. 27. Death 
was attributed to a heart attack. 
Mr. Rudolph entered the hard¬ 
ware business with his father and 
brothers in 1905. He was a vice- 
president of the local Chamber 
of Commerce and active in civic 
and religious affairs. A vridow, 
a son and two daughters survive. 


ERIK S. EKSTROM 

Erik S. Ekstrom, 48, president 
of the Mechanics Universal Joint 
Co., Rockford, Ill., died there re¬ 
cently. He was also a director of 
the Sundstrand Machine Tool Co. 
and a former president of the 
Rockford Chamber of Commerce. 


H. BIDDLE FITLER 

H. Biddle Fitler, 32, sales man¬ 
ager of the Edwin H. Fitler Mfg. 
Co., cordage firm of Philadelphb, 
recently passed away. He leaves 
his father, president of the firm, 
and his mother. Mr. Fitler was 
unmarried. 


S. M. JOHNSTON 

S. M. Johnston, manager of the 
Pratt - Gilbert Hardware Co., 
Phoenix, Ariz., was killed in an 
automobile accident in Los Ange¬ 
les. Mr. Johnston was formerly 
city manager of Phoenix. 


A. A. HORST 

A. A. Horst, 74, pioneer hard¬ 
ware merchant of Tacoma, Wash., 
died in a hospital there recently. 
He had resided in Tacoma for 47 
years where for many years he 
was in the hardware business 
with his brother. 


J, N. MONTGOMERY, SR, 

Joseph N. Montgomery, Sr., 
81, passed away in a hospital at 
Roanoke, Va., Jan. 22. He had 
conducted a large hardware busi¬ 
ness at Rocky Mount, Va., for 
many years. His widow, two sons 
and two daughters survive. 


W. D. HUDSON 

W. D. Hudson, hardware dealer 
of Arapahoe, Neb., died recently. 
He leaves his widow, -who will 
continue the business. 


A. W. BARRETT 

A. W. Barrett, 56, prominent 
hardware merchant of Conway, 
S. C., died Jan. 19, after an ill¬ 
ness of several months. Thirty- 
two years ago Mr. Barrett and 
associates organized the Perry 
Hardware Co., there, and later he 
purchased the entire stock. He 
was formerly a member of the 
town council and was founder of 
the People's Building and Loan 
Association. He leaves his vridow 
and one son. 


E. E. UNCOLN 

E. E. Lincoln, 78, pioneer hard¬ 
ware merchant of McCool, Neb., 
died recently in a hospital at 
Lincoln. He opened the hrst 
store in McCool and kad been a 
resident of York county 60 years. 
He leaves his widow and three 
sons. 


JOHN W. HEID 

John W. Held, 73, one of the 
pioneer business men of Jeffer¬ 
son, Wis., and engaged in the 
hardware business there for over 
50 years, died at his home re¬ 
cently. He is survived by his 
widow. 


FRED E, MUNSEY 

Fred E. Munsey, 61, pioneer 
hardware merchant of Los An¬ 
geles, Cal., died in a hospital 
there recently. One son survives. 


EUGENE McFAWN 

Eugene McFawn, 29, died Jan. 
31, in a Detroit hospital from 
gall bladder complications. He 
was the son of Fred McFawn, 
The Stanley Works, New Britain, 
Conn. His father is well known 
in the hardware trade although 
in recent years he has specialized 
in selling the automotive produc¬ 
tion field in the Detroit area. 


CHARLES H. RUSSELL 

Charles H. Russell, 68, of 
Plainfield, N. J., retired export 
manager for The American Fork 
& Hoe Co., in its New York City 
office, died Feb. 3, in his winter 
home in St. Petersburg, Fla. His 
widow and three sons survive. 


RALPH K. SMITH 

Ralph K. Smith, 56, for 30 
years manager of claims for Buhl 
Sons Co., Detroit, died Jan. 24, 
at his home there. His widow 
survives. 
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OFFICERS AND DIRECTORS OF THE AMERICAN HARDWARE SUPPLY CO. 

Seated, left to right: H, M. Kirk, Sr^ Kirk-Hutton Co., New Castle Pa.; John A. Ditz, Sr., Ditz & Mooney Hardware 
Co., Clarion, Pa.; Charles W. Scarborough, (President) Scarborough & Klauss Co., Pittsburgh, Pa.; George W. Brown, 
Punxsutawney Hardware Co., Punxsutawney, Pa., and F. B. Post, (Vice^resident) Pmd & Post, Washington, Pa. Standing, 
left to right: E. A. Hastings, (Secretary and Assistant Treasurer); S. M. Wylie, Wylie Brothers, Elizabeth, Pa.; J. R. 
Andrews, Adamsville, Pa.; J. E. McGeary, Leechburg, Pa.; J. M. Scott, (Secretary and Assistant Treasurer) W. M. Scott 

Co., Carnegie, Pa., and William M. Stout, (General Manager) 


American Hardware Supply Co. 
Plan For Future At Annual Meeting 


R eal progress was reported at 
the 25th annual meeting and 
exhibit of the American 
Hardware Supply Co. The event 
was held at the company’s head¬ 
quarters, 41-43 Terminal Way, 
South Side, Pittsburgh, Pa., on Jan. 
27 and 28. Although storm condi¬ 
tions made travel difficult, more 
than 200 dealers and guests were 
present from Pennsylvania, Ohio, 
New York and West Virginia. The 
volume of orders booked was more 
than twice as large as at any previ¬ 
ous meeting. Dealers were highly 
pleased with the company’s 1935 
operations, as reviewed at the meet¬ 
ing, and gave their unanimous en¬ 
dorsement to plans, submitted by 
the board of directors, for the fur¬ 
ther expansion of the business dur¬ 
ing the current year. Founded in 
1911, the company is the oldest 
dealer-owned wholesale hardware 
firm in the United States. 

In the same building housing the 
company’s offices and warehouses, 
two large rooms were utilized for 
the neatly arranged displays of the 
52 manufacturers, and for the firm’s 
own special exhibits. Another ad¬ 
joining room was used for the busi¬ 
ness sessions, and as meals were 
served in the latter room by the 
company the arrangements were 
most convenient for those present. 
The mornings of both days were 

84 


devoted to the exhibits, while the 
afternoon and the evening of the 
first day were given over to infor¬ 
mative business sessions. 

The President’s Message 

The first business session con¬ 
vened following lunch on Monday, 
with the first feature being the an¬ 
nual message of the company’s 
president, Charles W. Scarborough, 
Scarborough & Klauss Co., Pitts¬ 
burgh, Pa. President Scarborough 
welcomed the dealers and guests; 
briefly described the formation of 
the company at a meeting attended 
by less than 20 dealers, 25 years 
ago; paid tribute to the manageri¬ 
al ability and initiative of Wm. M. 
Stout, general manager; expressed 
the gratitude of the company to all 
its employees; outlined the busi¬ 
ness to be acted upon at the meet¬ 
ing ; requested a continuance of 
dealer and employee cooperation 
and loyalty, and asked that a stren¬ 
uous effort be made to make 1936 
the best year in the history of the 
company. 

Following his message, President 
Scarborough introduced Wm. M. 
Stout, general manager. Mr. Stout 
said that it is the desire of the of¬ 
ficers of the company to conduct its 
affairs to the satisfaction of all con¬ 
cerned, and that he believed that 
this is being accomplished. He re¬ 


minded dealers he had stated at 
last year’s meeting that the com¬ 
pany “must either progress or de¬ 
cay,’’ and that he was pleased to be 
able to say that real progress had 
since been made. Mr. Stout then 
called attention to several impor¬ 
tant features of the exhibit; stressed 
a number of new and specialty lines 
being featured by the company and 
cited several outstanding records of 
dealers in the merchandising of 
such lines; discussed sales matters, 
and urged dealers to give their 
whole-hearted support to company’s 
activities. 

The final speaker on the Monday 
afternoon program was E. D. Altree, 
illuminating engineer, Pittsburgh 
district office. General Electric Co. 
Mr. Altree made an excellent talk 
on the importance of adequate and 
efficient store lighting. He placed 
special emphasis on the effective 
illumination of show windows as an 
aid in making window displays more 
attractive to passers-by. He also 
discussed several other interesting 
phases of this subject, and offered 
his personal service and that of the 
company he represents in assisting 
dealers to solve their store lighting 
problems. 

At the Monday evening session 
Mr. Stout extended a special wel¬ 
come to the ladies. Following this 
(Continued on page 112) 
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BUT THE WORLD’S 



DWARFS THE SECOND BIGGEST 


M agazines with small circulations reaching a 
limited few in their particular field may be all 
right in selling rare canvases, costly tapestries and 
bronzes. But it takes the magazine with the biggest 
circulation in the world to sell the biggest volume of 
the everyday necessities and luxuries that retailers 
find it is most profitable to sell. 

The giant circulation of 
The American Weekly 
blankets the greatest 
number of places • • . 
reaches more than 
5,500,000 families every 
week in the richest buy¬ 
ing areas,.. twice as many 
as read any other maga- 



The 

AMERICAN 

WEEKLY 




zinef In these areas the retail buying expenditure per 
family is twice as great as it is in the rest of the coun¬ 
try. In them live 70% of all families, and this 70% 
accounts for 80% of all retail sales made! 

What The American Weekly is 

The American Weekly, the largest magazine in the 
world, is distributed through the 17 great Hearst 
Sunday Newspapers. 

In each of 158 cities, it reaches one out of 
every two families 

In 146 more cities, 40 to 50% of the families 
In an additional 139 cities, 30 to 40% 

In another 171 cities, 20 to 30% 

. . . and it reaches an additional 1,982,000 families 
in thousands of other large and small communities. 


THB 


Greatest 
Circulation 
in the World 



CAN 

DKIvY 


MORE THAN NEAREST 
5.500,000 COMPETITOR 

CIRCULATION CIRCULATION 


^^The National Magazine with Local Influence** 

Main Office: 959 Eighth Avenue, New York City 
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Who is Going to 
Pay the Bills? 

By SAUNDERS NORVELL 

I N writing articles for the We read daily papers, numerous ance. But if I am ignorant and 

trade papers, it is not comme magazine articles and statistics keep silent, I will never be in- 

il faut to discuss politics, but without end. All of these studies formed, while if I speak out some- 

today business and politics have are enough to make one dizzy. one who knows better may correct 

become bedfellows, and it is diffi- We cannot see the forest for the me. 

cult to refer to one without also number of trees. However, out One thing has always struck me 

referring to the other. I am a of all this mass of information and as being silly. We have the best 

member of a club in New York. discussion there are some things legal brains in the country in our 

From time to time we have din- that stand out, and possibly it Supreme Court. Now I cannot 

ners and hear addresses on the may not be out of place, without understand why, if certain legis- 

outstanding problems of the day. any political ax to grind, to refer lation is to be passed and if the 

This club is not political. It to these things even here. country is going to be run by such 

makes it a rule that when any i? i m legislation, why such laws cannot 

subject is discussed there shall be Uiiigland s t'ian submitted to the Supreme 

a speaker pro and con. The chair- We wonder why we cannot fol- Court in advance, so we would be 

man of this club at every meeting low England’s plan of fixing tax- informed whether the law is or 

reminds all present that the club ation and arranging the budget. is not cpnstitutional. There are 

is non-partisan, and does not As we are informed, neither the no doubt good reasons for the 

attempt to dictate any policy of House of Lords, the House of present system of the court mak- 

any kind to anyone. In other Commons, the King, his Privy ing the decisions after the law 

words, the object of this club is Counsel, nor the Prime Minister has been in effect. I know, natu- 

to educate its membership by have anything to do finally with rally, that the Supreme Court 

hearing both sides. these measures. When all is said under the present system does not 

For instance, the other night and done by both houses, the make its decision until some case 

we had the pleasure of listening English Chancellor of the Ex- is brought before the court, when 

to the Hon. William E. Sweet, echequer fixes the budget. He also there is a trial and then a de¬ 
former Governor of Colorado, fixes taxation, and when the two cision. But why not put up a 

who spoke fpr the administration houses have passed on the budget hypothetical case before the court, 

at Washington. On the other side and the plan of taxation, then that so we could get a decision in 

was Mr. Amos R. E. Pinchot, who is the end of the matter. No new advance. Suppose all business 

spoke, and there was no doubt bills appropriating this that or were run on any such basis. What 

of it, against the administration. the other can be introduced. No a terrible mess there would be. 

Since then we have all heard or raids on the part of the minorities So far the legal advice of the 

read about the address made by can be made on the government administration seems to have been 

Alfred E. Smith, former Cover- treasury. This plan seems to work very bad. 

nor of New York State. In addi- well in England. Just why won’t Today the president of a cor- 
tion to these things we receive it work with us? poration can put up his problem 

weekly inside information letters Of course, in discussing such to the board of directors or the 

from Washington on the political matters as these, I may be dis- executive committee of his cor- 

situation as it will affect business. playing a great deal of ignor- poration, and they will tell him 
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Atlas products—Tacks, Nails, Staples, Rivets and numerous other 
items—are made in 24,000 types, sizes, finishes. All are precision- 
manufactured, insuring perfect uniformity. New flat packaging 
adds greatly to the user's convenience. Colorful Atlas display 
cartons attract the customer's eye. Complete stocks are available 
for prompt shipment •.. prices are fully competitive. Behind each 
product are the resources and integrity of Atlas Tack Corporation, 
the industry's leader since 1810. 


ATLAS 

TACK CORPORATION 
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very quickly what he is author¬ 
ized to do. Suppose on the other 
hand, our corporation boards of 
directors said to the president: 
“We will not give you a decision 
in advance. Go ahead and use 
your own judgment, but if you 
are wrong, just remember you 
will be fired, and we will put 
another president in your place.” 
That would be silly, wouldn’t it? 
What is a board of directors for, 
if not to direct or at least advise. 

Take the Federal Trade Com¬ 
mission, for instance. Some of the 
things they solemnly do and have 
done, strike me, from a business 
standpoint, as being absolutely 
silly. Suppose a corporation 
wishes to do its business without 
any trouble with the Federal 
Trade Commission, the Sherman 
Law or the Clayton Act. Suppose 
this corporation goes to the Fed¬ 
eral Trade Commission and says: 
“This is what we propose to do. 
Here is our sales plan. Here is 
our selling contract. Before we 
do anything, will you kindly tell 
us whether our plans are legal or 
illegal?” Do you suppose you 
could get any answer out of the 
Federal Trade Commission? In 
the light of past experience, you 
certainly could not. They will 
tell you, “Here is the Clayton Act, 
and the Sherman Law. Read them 
over for yourself. Now go ahead 
and do business according to these 
laws, and if you are all right there 
will be no trouble. However, if 
trouble does start we reserve the 
right to haul you before the 
•commission, and if you are wrong, 
to fine you or send you to jail.” 
Of course, I know that it would 
be the custom of the Federal 
Trade Commission under present 
practices, if they found a culprit, 
to refer the case to the Depart¬ 
ment of Justice and have the 
Attorney General bring the suit. 
Now that may be all right. But 
isn’t it a lot of red tape, and 
doesn’t it seem silly? 

One supposes that the best legal 
talent in the United States wrote 
the Sherman Law and the Qay- 
ton Act, but when one has had 
experience with the Federal Trade 
Commission and numerous law¬ 
yers in and out of the govern¬ 
ment, one wonders why lawyers 
could not have been found, when 
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these acts were written, to write 
them so they would be clear and 
understandable to everybody. 
Doesn’t it seem absurd that we 
should have laws written by our 
highest authorities, and then 
afterwards have to have various 
courts clear up to the Supreme 
Court, interpret these laws for us? 
If the average business man in 
drawing up his contracts or in 
making his arrangements with 
those from whom he buys or sells, 
would follow the same system, he 
just would not have any time to 
do business. He would be mixed 
up all the time in legal quibbles 
about the interpretation of his 
contracts. 

A Peck of Trouble 

One great national lawyer once 
told me that it seemed marvelous 
to him that business got along so 
well, es|>ecially when the business 
men themselves knew so little 
about the law. But just as soon 
as a business man thinks he does 
know law, and starts to run every¬ 
thing legally, he gets himself into 
a peck of trouble. 

And another thing. It seems 
strange to me, when the constitu¬ 
tion grants us the right of trial 
and also the right to face our 
accuser, that the Federal Trade 
Commission can bring charges 
against us and we are never al¬ 
lowed to know who made these 
charges or to face our accusers. 
What becomes of our constitu¬ 
tional rights when this sort of 
thine: happens to us, as it has to 
hundreds of business men? 

Well, the bonus has been 
passed. Of course, the argument 
for the bonus has been that while 
workmen here in the United States 
in factories were earning $10 to 
$12 a day, while manufacturers 
were making large profits, while 
farmers were selling their prod¬ 
ucts at exorbitant prices, the 
American soldier was fightino^ in 
trenches for a dollar a day. That 
seems like a pretty good argu¬ 
ment except when one happens to 
know that a very large percentage 
of our population who will be 
taxed to the bone as a result of 
this bonus, never received ten, 
eight or even five dollars a day 
during the war. They never made 
any war profits at all, small or 
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large, and a very large percen¬ 
tage of our property owning, tax- 
paying population were not 
helped by the war in any shape 
or form. I know of thousands of 
individuals and manufacturers, 
too, who went broke on account 
of the war. The evidence before 
the ammunition investigation com¬ 
mittee in Washington recently 
shows that a number of our lead¬ 
ing manufacturers in the arms 
line were saved by the bankers, 
or they would have gone into 
bankruptcy. 

Great organizations have been 
built up in this country to look 
out for special interests for spe¬ 
cial classes of citizens with the 
government. Do you think, for 
instance, when the bonus is paid, 
that this enormous organization 
will stop working? Do you think 
they will not go ahead to justify 
themselves and to hold their jobs 
by going after the government for 
further concessions at the expense 
of the already overburdened tax¬ 
payers? Don’t fool yourselves. 

I was interested recently in re¬ 
ceiving a letter from a widow, in 
which she tells of the very pleas¬ 
ant life she leads. Since the death 
of her father she has been regu¬ 
larly drawing an income from 
rented real estate, which has kept 
her in very comfortable circum¬ 
stances. In her letter to me, she 
naively refers to her pension 
($30.00 a month) from the 
United States government. She 
wonders if influence could not be 
brought to bear on the govern¬ 
ment to have this pension in¬ 
creased. Now here are the facts 
in regard to this pension that I 
happen to know personally. The 
husband of this lady was a hard 
drinker. Otherwise he was attrac¬ 
tive, and notwithstanding warn¬ 
ings she married him. In due 
course of time the father-in-law 
had this man as well as his 
daughter on his hands to sup¬ 
port. The drinking continued; in 
fact it increased. The father-in- 
law finally served notice that he 
was through. He would take care 
of the daughter and the baby, but 
nix on the able-bodied drinking 
man. Then what happened? The 
young man, this was 25 years ago, 
enlisted in the army. He was sent 
(Cofitmued on page 124) 
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This Spring ... 

plan on a larger market for 


BRONZE SCREENING 





1. Bronze Screens cannot rust. 


2. Bronze Screens do not need patching. 


3» Bronze Screens last years longer. 


4. Bronze Screens save far more than 
their slight extra cost. 


Because people everywhere are 
learning these 4 facts: 


Stock of bronze saeen doth. And re¬ 
member— customers who buy it will 
expea it to stand up year after year! 
To secure maximum service, the wire 
should be of the standard gauge sa 
by the U. S. Government, the A. S. T. 
M. and the Wire Saeen Cloth Manu¬ 
facturers* Institute. It measures .0113" 
in diameter, and makes up into 16- 
mesh doth which weighs not less than 
15 lbs. pa 100 square fea. 

Now is the time to orda bronze 
screening ftom your wholesala! We 
do not make saeen cloth, but furnish 
Bronze Wire to leading saeen cloth 
manufacturers. seaoe 


Year by year the long, dependable, ex- 
pense-free service that bronze saeening 
gives is widening your marka for this 
produa. 

More and more people—your cus¬ 
tomers among them—are recognizing 
the economy of bronze saeens ... are 
learning that the slightly higha first 
cost is more than made up for by long, 
satisfeaory, rustless service. 

This means a larger market for 
bronze saeening this spring. Ga ready 
for it! Be sure to carry an adequate 
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Once again in these widely- 
read home magazines Ana¬ 
conda BronzeWire forscreens 
will be advertised to people 
who will buy from you. 


BETTER HOMES 
6 GARDENS 



THE AMERICAN BRASS 
COMPANY 

General Offices: Watabury, Conn. 
Offices and Agencies in Principal Cities 


cScreensof ANACONDA BRONZE 
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Idaho Dealers Broaden Into 
Intermountain Assn. 



FRANK DALEY 
New President 


H ardware and implement 
dealers of Idaho meeting at 
the Hotel Bannock PocateUo 
for the 15th annual convention of 
the Idaho Retail Hardware and Im¬ 
plement Dealers’ Association, on 
Jan. 23 and 24, consolidated their 
interests in a reorganized group 
named Intermountain Hardware and 
Implement Dealers’ Association. 
With representatives of 40 firms 
present, preliminary reorganization 
steps were taken, but finishing 
touches must be added by the of¬ 
ficers. Headquarters will be main¬ 
tained at Boise, Idaho. 

Under the new plan of operation 
territorial lines are erased and as¬ 
sociation barriers lifted to include 
dealers in paint, harness, sheet met¬ 
al, plumbing, electrical appliances, 
and allied interests, as well as hard¬ 
ware and implement retailers. All 
territory served by Boise and Salt 
Lake City, Utah, wholesale houses 
has been included by the organiza¬ 
tion. 

The officers now face the task of 
cementing the policies outlined at 
the Pocatello meeting. Frank Daley, 
Jerome, vice-president of the former 
Idaho association, was elected pres¬ 
ident of the reorganized body, and 
presided at the meeting in the ab¬ 
sence of R. B. Wells, Hailey. Sam 


Lund, Weiser, was chosen vice- 
president. The secretary is to be 
later selected by the board of di¬ 
rectors. 

Members of the board are: For 
two-year terms: H. C. Baldridge, 
Parma; H. Potee, Jr., Twin Falls; 
G. W. Charlesworth, Idaho FaUs, 
and Miss Gaily Nelson, Downey. 
For one-year terms: Carl H. Butler, 
Caldwell; Coe Price, Wendell, and 
Claude Bistline, Pocatello. The de¬ 
cision as to the 1937 convention city 
will be made by the board at a fu¬ 
ture meeting, although sentiment 
favors Boise. E. Bell, Boise, was 
renamed secretary of the associa¬ 
tion. 



R. B. WELLS 
Retiring President 


Leaders in the move for reorgan¬ 
ization lauded the report of the 
committee on reorganization and 
work was carried out under direc¬ 
tion of the group. The committee 
included: H. C. Baldridge, Parma; 
Sam Lund, Weiser, and C. A. Har¬ 
ris, Rexburg. 

The one important resolution 
adopted at the convention was in¬ 
troduced after a spirited address by 
H. C. Baldridge, former Governor 
of Idaho and member of the new 
board of directors. He called on 
manufacturers and wholesalers of 
implements to cooperate with re¬ 
tailers in meeting competitive prices. 
Mr. Baldridge contended an Amer¬ 
ican-made mowing machine was be¬ 


ing sold in Germany at a lower 
price than it was being quoted or 
was commanded f.o.b. the factory 
in this country. 

C. C. Carter, Carthage, Mo., pres¬ 
ident N.R.HA., discussed causes and 
cures of today’s competition. He 
told delegates injurious competition 
was not found among dealers in 
hardware and implements, but rath¬ 
er between them and other retail 
lines. Mr. Carter contended too 
little money was being spent by the 
hardware industry in advertising. 
He quoted statistics proving 1.16 
per cent of sales income was spent 
by the hardware to hold and build 
sales, as against 4.35 per cent by 
department stores. In a second 
address Mr. Carter discussed two 
topics: “N.R.H.A. Merchandise Pro¬ 
gram” and the “Future of the Inde¬ 
pendent Dealer.” 

Expanding the general topic of 
competition, B. M. Hiatt, vice-presi¬ 
dent, Irwin Auger Bit Co., Wilming¬ 
ton, Ohio, spoke on “The American 
Institute of Fair Competition, Inc.,” 
of which organization he is presi¬ 
dent. Mr. Hiatt outlined purposes 
of the institute, maintaining that its 
principles relating to the adoption 
of a definite and declared sales pol¬ 
icy for the manufacturer are both 
business-like and sound. His ad¬ 
dress scheduled for Thursday was 
postponed to Friday, when he was 
unable to make suitable train con¬ 
nections for arrival on schedule. 

Willard S. Bowen, Pocatello, rep¬ 
resenting the Idaho Society of Cer¬ 
tified Public Accountants, discussed 
“The Social Security Act” in a con¬ 
cise fashion. His brief address cov¬ 
ered chief topics of interest in ma¬ 
jor schemes for social security. 

Mayor Robert M. Terrell, Poca¬ 
tello, gave delegates keys to the city 
in an opening address Thursday 
morning. 

Other speakers were Byron W. 
Butler, Salt Lake City, Utah, repre¬ 
senting the W. P. Fuller Co., who 
discussed several interesting phases 
of paint merchandising, and Leo 
O’Conell, Boise, who pointed out 
advantages of mutual insurance. 

Reservations for 200 persons were 
made for the S.H.I.P. banquet and 
entertainment on the concluding 
evening. This entertainment event 
was sponsored by manufacturers 
and jobbers serving Idaho. 

Claude Bistline, Pocatello, had 
charge of convention arrangements, 
and made reservations for delegates 
desiring to attend a symphony con¬ 
cert by the well-known PocateUo 
orchestra at the University of Idaho, 
Southern Branch. 
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1936 Balanced Design 
StUl Pull Malleable 




MALLEABLE. 


as it was in the dajs when Strength 
was the OITLY Mark ef Quality... 

HEN the railroads came to Dakota, carloads, even trainloads 
of malleable ranges were rushed over the new rails into the 
Northwest. However primitive the home and furnishings of the 
pioneer family, the best range to be had was considered a prime 
necessity. Nothing would do for these farmer-pioneers but a 
Malleable” for only a malleable range could stand up under 
the hard usage a range received. 

Those were the days when MONARCH was born . . . when 
strength was the only mark of quality . . . when unbreakable 
iron and hand riveted joints were the first requirement and no 
one gave a thought to outer beauty. 

If you could lift off the beautiful, porcelain enamel shell of a 
1936 MONARCH, you would find underneath exactly the same 
fuU malleable, hand riveted range we started to build nearly 
forty years ago. Nobody has ever found any other way to buUd 
a range to give equal service . . . and we are just old-fashioned 
enough to believe that service is as important today as it ever was. 
The customer of today may appear to think only of outer beauty 
but she expects to get service as well, and she looks to her dealer 
to see that she gets it. 


How to Do a 
Bigger Range 
Business 


Tlie Monarch dealer can substantially 
increa.se his range sales by taking ad- 

vantaTO of the Monarch Practical Pay¬ 
ment Plan. With this plan the smallest 
dealer can meet the term competition 
of mail order house, city installment 
store or itinerant ped^er. A small down 
payment; a very low ‘‘carrying charge^'; 

MALLEABLE IRON RANGE CO. 


12 months to pay, and the full rate of 
profit secured on a cash sale, are tlie 
outstanding features of this proven 
plan. Full details are offered Imth to 
present Monarch dealers and to those 
in open territory who are interested in 
mer^andising plans that will build 
volume and profits. 

, 62 Lake St., Beaver Dam, Wis. 
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Syndicate Competition Was Chief Topic 
at Convention of Indiana Dealers 



C AUSES and Cures of Today’s 
Competition was the theme at 
the thirty-seventh annual 
convention and exposition of the In¬ 
diana Retail Hardware Association, 
Murat Temple, Indianapolis, Ind., 
Jan. 28 to 31. 

Paul Crissey, sales manager, Edw. 
Katzinger Co., Chicago, discussed 
discounts and rebates to syndicates. 
He said that chain store merchan¬ 
dise consisting of small housewares 
offered the most competition be¬ 
cause of the outstanding housefur- 
nishings departments of chain stores, 
which, he said, are well located and 
always attractive to the public. That 
they are always on the look-out for 
new items is evident he declared, by 
the system of introduction and will¬ 
ingness to introduce new wares, 
which has attracted manufacturers. 
He also said that hardware dealers 
had little knowledge of how chains 
and syndicates operate. “Chains buy 
from samples, are easily sold, and 
are ready to take chances, while the 
average hardware jobber will not do 
these things,” he said. He further 
stated that the fact that hardware 
retailers and jobbers do not offer 
sufficient market was very evident, 
and for that reason manufacturers 
could not invest in new dies and 
equipment for new merchandise to 
be sold exclusively through inde¬ 
pendent outlets. He compared costs 
of selling chains and jobbers, and 
also compared the costs of filling 
large and small orders. 

New Lines 

In discussing a policy for the 
hardware retailer, Ralph O. David, 
Logansport, association president, 
pointed out the need of better dis¬ 
play and merchandising of new 
lines, urged a more thorough 
study of new items and lines, and 
asked that dealers show more ap¬ 
preciation of the cooperation of the 
manufacturer. He reviewed the 
year’s work of the association, the 
meetings and gatherings of various 
groups, and praised the splendid co¬ 
operation of members. 


That heavy overhead is a burden 
to the retail hardware merchant was 
shown by Herbert P. Sheets, man¬ 
aging director, N. R. H. A., Indian¬ 
apolis. In the study of expenses, 
Mr. Sheets explained the jobbers 
overhead, and compared the de¬ 
partment store and variety expense 
with that of the retail hardware 
merchant. That department and 
variety stores pay more rent and are 
located in the better business sec¬ 
tions. was also shown. The difference 
in salesman efficiency was pointed 
out and the great need for better 
salesmen and salesmanship in the 
distribution of hardware was 
stressed. The wholesaler’s cost of 
distribution and how these costs can 
be reduced were also explained. 
“When wholesaler and retailer work 
together to reduce costs of distribu¬ 
tion and increase sales, they will 
meet the competition of the chain 
stores,” he said. 

F. C. Buddenbaum, treasurer and 
manager. Regal Stores, Inc., volun¬ 
tary chain of grocery stores, Indi¬ 
anapolis, told the delegates how his 
company has solved the “Competi¬ 
tive Problem”—^“If you don’t make 
good as an independent merchant, 
you will be working for the syndi¬ 
cate sooner or later,” he said. He 
explained the cash basis on which 
his company operates, its collective 
advertising and buying systems and 


described distribution by the cash- 
and-carry method. He said that the 
wholesaler must put his house in 
order first, find out the facts, and do 
something about it. 

“The Hardware Merchant is not 
Serious Competition. He is too 
lazy,” said Homer Hipskind, hard¬ 
ware merchant, Wabash, Ind., in 
discussing “A Jobber Dealer Plan 
of Cooperation.” The hardware 
merchant must watch the danger- 
signals in order to stay in business, 
he declared. He further said: “That 
merchants know a lot about hard¬ 
ware but not the hardware business, 
is readily seen. Business offers more 
opportunities than in years to the 
alert merchant. He must let it be 
known that his place is not high 
priced, that his merchandise is first 
class and his mark-up is fair. Job¬ 
bers should assist retailers in dis¬ 
playing their wares, show them how 
to reconstruct their prices on slow 
moving items, and support the re¬ 
tailer in other ways.” 

Thursday’s session was devoted to 
a discussion of Unemployment In¬ 
surance and how it will affect hard¬ 
ware dealers. Paul J. Steves, re¬ 
search manager, N. R. H. A., Indi¬ 
anapolis, explained the plan. After 
a general discussion, the following 
resolution was adopted. “Since old 
age pension and the unemployment 
(Continued on page 116) 
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TO HELP YOU SELL MORE 


MANUFACTURED 


GENERAL ELECTRIC 


ELECTRIC REFRIGERATORS 

1936 ! 


T he biggest advertising and sales promotional cam¬ 
paign in Hotpoint Refrigerator history is being 
launched now! There will be full pages in The Saturday 
Evening Post... expanded plan of co-operative news¬ 
paper advertising... outdoor posters... radio announce¬ 
ments . . . window displays . . . store identification 
signs... recipe booklets... full line folders... envelope 
stuflFers ... pass-out pieces... slide films ... retail sales 
manuals ... customer savings bank plan. In addition, 
there's the new Hotpoint "Visualizer" and new 
Hotpoint **Featurizer"—which help dealer and sales¬ 
man demonstrate the quality, features and advantages 
of the new 1936 Hotpoint line. 

Hotpoint pre-sells the prospect... and makes 101 sales 
tools available to help you get the names on the dotted 
line! With its greatly augmented promotional cam¬ 
paign ... new dealer display finance plan enabling you 
to stock at low cash outlay... and a new line of refrig¬ 
erators, Hotpoint makes it easy to sell more. Write 
today for complete details. Hotpoint Refrigerator 
Division, Section AH 2, Nela Park, Cleveland, Ohio. 
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Mountain States Dealers Hear 
Competitive Problems Discussed 



T he 34th annual convention of 
the Mountain States Hard¬ 
ware and Implement Associa¬ 
tion held at the Cosmopolitan Hotel, 
Denver, Colo., January 20-22, cen¬ 
tered attention on competitive 
problems of the retail trade. An 
aggressive, optimistic spirit per¬ 
vaded among the dealers, and at¬ 
tendance was the largest in years. 

J. E. Woodmansee, treasurer and 
director of sales, Richards & Con¬ 
over Hardware Co., wholesale, Kan¬ 
sas City, Mo., approached corporate 
chain competition from the stand¬ 
point of the jobber; H. M. Swain, 
executive vice-president Irwin 
Auger Bit Co., Wilmington, Ohio, 
urged support of the plan of the 
American Institute of Fair Compe¬ 
tition and its policy of placing on 
record the sworn statements of 
manufacturers, as a logical and 
eflFective combative measure; and 
Charles C. Carter, Carthage, Mo., 
president, N.R.H.A., analyzed dis¬ 
tribution costs of syndicate and 
independent store competition. 

Mr. Woodmansee declared that 
retailers had a “right to duplicate 
national chain store methods of dis¬ 
play, national chain store record 
and accounting systems, adequate 
advertising,*’ and should educate the 
public that the independent is 
locally owned and operated, con¬ 
tributing to the good of the com¬ 


munity, not only by money but by 
moral support. 

“With all these things on the 
credit side, th& independents should 
easily hold their present position 
and make a gain in the future. How¬ 
ever, it will be up to the nation’s 
wholesalers to deliver merchandise 
of equal or better quality and at 
prices which will retain indepen¬ 
dents in competitive position.” 

The speaker exhaustively dealt 
with measures to improve retail 
and wholesale operating efficiency. 
He reviewed the Patman and Meade 
bills, and declared the hardware 
trade organizations should “whole¬ 
heartedly support an honest effort 
of legislators to protect the inde¬ 
pendent dealers of our nation, and 
see to it that special favors, and 
demands made upon the nation’s 
manufacturers, be forcibly discon¬ 
tinued.” 

Support Helpful Measures 

In a resolution passed unani¬ 
mously the association went on 
record, “Since it is apparent that 
the independent trade must look to 
further congressional action for 
some measure of relief, we are in 
full sympathy with the decision of 
the Board of Governors of the Na¬ 
tional Retail Hardware Association 
to support such of the measures 
now pending or that may be intro¬ 


duced in the present Congress as 
appear to offer^ greatest assurance 
of the elimination of the discrimina¬ 
tions which have so long been such 
a serious handicap in the operations 
of the independent trade.” 

Another resolution, brought in by 
the resolutions committee, of which 
Dean R. Kendall, La Junta, Colo., 
was chairman, protested against the 
practice of manufacturers and 
wholesalers bidding direct on gov¬ 
ernment projects. It was unani¬ 
mously adopted. 

Rev. Arthur L. Miller, Laramie, 
Wyo., with an address, “In the 
Land of Beginning Again,” empha¬ 
sized the necessity for new attitudes, 
providing a unique “curtain raiser” 
for the convention. 

Dr. Don C. Sowers, University of 
Colorado, Boulder, presented results 
of a Boulder consumer survey, show¬ 
ing the extent of out-of-town burinff* 
and the reasons. “Seventy-five per 
cent of Boulder families believe 
that local stores render good or 
excellent service,” he said. “Seven¬ 
ty-eight per cent said that they most 
often found service unsatisfactory 
because of selection or price.” 

Nelson E. Reynolds, Greeley, 
Colo., showed the relationship of 
modem farm equipment to higher 
farm purchasing power, then pre¬ 
sented motion pictures taken by the 
store in its territory, showing all 
types of farm machinery in use. 
The “home movies” are not expen¬ 
sive, and are constantly used in sell¬ 
ing, an improvised basement “the¬ 
ater” being employed. 

The economic importance of F. 
H. A., and the readiness of the 
Denver office to assist the local 
dealer, wherever located, to obtain 
banking cooperation, were told the 
convention by Leonard Kinsell, 
chief mortgage examiner. 

Great interest attended the ad¬ 
dress of H. L. NichoUs credit man¬ 
ager of the International Harvester 
Company branch, Denver, on the 
skillful adaptation of credit terms to 
the farm-buyer’s individual income. 
Mr. Nicholls demonstrated that, ivith 
the great majority of farmers, the 
old tradition that fall is the only 
(Continued on page 116) 
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ere What You Get 


3 No. 51*/2 NaU "Stanley” 

3 No. 10154 Nail "Standard” 
3 No. 11154 Nail "Arrow” 

3 No. 211*/2 Nail "Hercules” 


With this balanced assortment from the TOOL BOX OF 
AMERICA on your counter^ you can meet any competition 
with a BETTER product. There isn’t a "dead” item in this 
whole dozen — each is built and priced for the specific needs 
of your customers. 

Remember that 33V^% margin of $2.74! Remember that 
these tools are fast sellers. Order today from your jobber, 
and see how easy it is to make your fair margin of profit 
selling quality tools! 


Retail Price $8.22 

Dealer Cost 5.48 

Dealer’s Margin $2.74 


STANLEY TOOLS 

New Britain, Conn., U.S.A. 
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Weather and Business Conditions Favored 
Annual Meeting of Texas Dealers 


F AV 0 R a B L E weather and 
good business conditions were 
responsible for a very large 
attendance at the 38th annual con¬ 
vention of the Texas Hardware & 
Implement Association, held at the 
Hotel Adolphus, Dallas, Jan. 21 to 
23. The exhibit, staged in conjunc¬ 
tion, was one of the best in the 
history of the association, and the 
business sessions were both informa¬ 
tive and productive. 

The convention opened with a 
breakfast, at which the Texas Mu¬ 
tual Fire Insurance Co. was host. 
Following the breakfast its annual 
policy holders’ meeting was held 
and the following directors were 
elected: J. D. Martin, Bryan; Edw. 
F. Flato, Corpus Christi; Bland 
Smith, Bonham; Hugo Schoellkopf, 
Dallas; T. C. Thompson, Canyon; 
J. W. Tabor, Waco; A. C. Toudouze, 
San Antonio; Carl Monk, Nacog¬ 
doches, and Dan Scoates, College 
Station. 

The directors named above met 
the following day and elected J. D. 
Martin, Bryan, president; Edw. F. 
Hato, Corpus Christi, vice presi¬ 
dent; Bland Smith, Bonham, sec¬ 
retary; Hugo Schoellkopf, Dallas, 
treasurer. 

President H. A. Turner, Madison- 
ville, opened the first business ses¬ 
sion of the meeting with a review 
of the year’s work of the associa¬ 
tion—showing that the secretary’s 
office had been very busy—rendered 
many services, individually and col¬ 
lectively to its members. He told 
of the work that had been done in 
legislation, in the field, and called 
attention to the fact that the asso¬ 
ciation has three full-time em¬ 
ployees. 

D. W. Northup, president, Henry 
G. Thompson & Sons Co., New 
Haven, Conn., spoke on “Manufac¬ 
turers’ Discounts, Rebates and Al¬ 
lowances.” He discussed the prac¬ 
tice followed by some manufac¬ 
turers in granting confidential re¬ 
bates and the effect that this has 
had on the syndicates. Mr. North¬ 
up also discussed The American 
Institute of Fair Competition, of 
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which his firm is a charter member, 
and asked the dealers to investigate 
the policies of the manufacturers 
with whom they were doing busi¬ 
ness. 

The afternoon session was given 
over to Implement Distribution 
Problems, with L. J. Fletcher, agri¬ 
cultural sales manager. Caterpillar 
Tractor Co., Peoria, HI., discussing 
“The Problems of the Implement 
Trade As Seen By a Manufacturer.” 

Mr. Fletcher said in part: “No 
nation ever will be happy unless 
there is some freedom of competi¬ 
tion. 1 have been in a nation where 
it was restricted. I tell you compe¬ 
tition is what makes a nation. There 
are many reasons why dealers in 
farm and hardware implements do 
not make money. The principal 
one is because they do not know 
their costs. Forget your discounts. 
Remember your costs. The farmer 
must pay what his produce is worth 
and hold to that price. There is 
one other question, that is trade-ins. 
Pardon me, but 1 must say we must 
get out of the habit of second-hand 
thinking. Again forget it. A suc¬ 
cessful dealer must be able to think 
out his own problems, and any man, 
dealer or not, who is not able to 
reduce his problems to understand¬ 
able basis should not be listened to.” 

The “trade-in” situation, with re¬ 


gard to implements, was then cov¬ 
ered in a spirited discussion in 
which the following dealers took 
prominent parts: A. C. Toudouze, 
San Antonio; E. V. Horne, Lock¬ 
hart; J. A. Hull, Greenville, and 
J. L. Leazer, Valley View. Clyde 
Tomlinson, who was later chosen 
president of the association, summed 
up the discussion. 

Wednesday morning’s session 
opened with Glendon Hackney, as¬ 
sistant editor. Hardware Retailer^ 
Indianapolis, talking on “A Com¬ 
parison of Operating Expenses.” 
He had figures of the hardware 
trade covering the retailer, whole¬ 
saler, chains and department stores, 
and he analyzed the various items 
that made up these costs to show 
just where the independent hard¬ 
ware retailer stands. 

E. B. Gallaher, treasurer, Clover 
Mfg. Co., and editor of Clover Busi- 
ness Service, Norwalk, Conn., talked 
on “The Future of Hardware Dis¬ 
tribution.” He called attention to 
the need of the wholesaler and 
retailer working closely together. 
Following his talk he was asked 
many questions dealing with the 
economic situation as it affects busi¬ 
ness today. 

Thursday morning’s session was 
{Continued on page 128) 
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It is sometimes qtiicker and easier for 
a merchant to sell a cheap sash cord or 
clothes line than better grades that cost 
more. It takes less time, less explana¬ 
tions. To a customer who doesn't know 


The same common sense attitude is 
taken by most women. The average 
housewife when buying a clothes line 
would prefer to pay the extra amount 
for Phoenix Sash Cord if die is told 


the difference, the appeal of a low price 
is often a sufficient argument for 
purchase. 

But when a merchant permits such a 
sale to take place, he seldom profits 
from the time he saves. For he fails to 
deliver the measure of value to which 
the customer is rightfully entitled— 
and vdiich he naturally expects. 

It invariably happens that when a cus¬ 
tomer learns of the greater durability 
and service .of Samson Spot Sash Cord 
—of its superior construction, free of 
all the cheap substitutes for hijgh qual¬ 
ity yam such as are used in inferior 
grades—he sees the wisdom of paying 


that it is three times as strong as ordi¬ 
nary clothes line and that it will last 
many times longer. That is economy 
she can understand. She will appreciate 
just as quickly why it gives her more 
for her money in service and satisfac¬ 
tion when she knows that it contains 
none of the soft roving and loading 
found in cheaper cords—that it won’t 
snap or sag as they do, when her wash¬ 
ing is on the line. 

It may take longer to sell the better 
performance of good braided cord, but 
merchants tell us that it is time well 
invested. 

Samples on request. 



the higher price for this better sash 
cord. 

It is equally trae that the merchant 
who sells Samson Spot Sash Cord can 
always be sure of its uniform quality— 
of its firm, even braid—of its smooth, 
hard finish—and of its trouble-free 
service extending for twenty-five years 
or more. For it is made in only one 
grade, easily identified by the Colored 
Spots—our trade-mark. 
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Pacific Northwest Association Reelects 
John Oud President for Third Term 


J OHN OUD of the Oud-Shields 
Hardware Co., of Orofino, 
Idaho, in his second term as 
president of the Pacific Northwest 
Hardware and Implement Associa¬ 
tion, set the tempo for oqe of the 
best attended and optimistic of its 
conventions when, in his friendly, 
but pungent way, he opened the 
thirty-first annual meeting at the 
Davenport Hotel in Spokane, Wash., 
January 28 and 29. Later, Mr. Oud 
was reelected to head the associa¬ 
tion for his third term in that office. 

*‘We may not be able to cure our 
business ills in a day” said Mr. 
Oud, in opening the convention, 
“but we will try to diagnose the 
troubles.” 

Even though we are faced with 
the prospects of a splendid year 
during 1936 we can not just sit by 
and let things take care of them¬ 
selves. Mail order and chain store 
competition is getting harder. We 
must make an intelligent fight for 
increased volume vrith the weapons 
—the quality of our merchandise; 
the service we are willing to offer; 
attractive displays; and thorough 
cooperation with the jobbers.” He 
also said that cooperative buying 
doesn’t give the small independent 
dealer much of a “break” on slow- 
moving and infrequently ordered 
merchandise. 

Alvin Jensen, Jensen-Byrd Co., 
Spokane, and Theodore Nelson, 
Frigidaire salesman for the same 
firm, opened the first afternoon ses¬ 
sion, and both stressed the impor¬ 
tance of the major appliance busi¬ 
ness to the hardware retailer. 
Thoughts stressed in these talks 
were: 

“Train a man specially for this 
selling, send him out on house calls 
and visits to the homes in the morn¬ 
ings and evenings, for this is when 
the big volume of large electric 
equipment sales are made in the 
homes. In addition, be sure your 
appliances are out in front, they 
are interesting to look at and they 
won’t sell unless they are looked 
at.” It was also urged that the 
hardware man not talk single units 
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to be sold under the Federal Hous¬ 
ing Act, but that if he is selling 
a washing machine, that he talk 
an ironer also, emphasiadng the 
small extra payment necessary per 
month. 

L. C. Van Patten, Cheney Weeder 
Company, Cheney, Wash., urged 
that a careful study be kept on 
taxation, that it not be allowed to 
get out of control. 

“The greatest problem of today 
is lack of team work in the matter 
of price competition and price mer¬ 
chandise,” said C. C. Carter, presi¬ 
dent, N. R. H. A., Carthage, Mo., 
who also said, “the goal is that 
more hardware shall pass through 
hardware stores.” 

Following the continued emphasis 
placed on the selling of electric 
washing machines and other major 
appliances through the FHA and 
otherwise, an interesting point was 
brought up in the general discussion 
by A. L. Barnes, Lewiston, Idaho, 
who said: “Any dealer with a large 
rural trade should not forget that 
a lot of farms do not have elec¬ 
tricity, but they can buy washing ma¬ 
chines. We sell 68 per cent of our 
washing machines to homes that 
are not electrified, with a man con¬ 
centrating on farm trade to good 


advantage. However, such a sales¬ 
man should be on salary, not com¬ 
mission, for the cost of long jumps 
and car maintenance rules out the 
commission.” 

The showing of several interest¬ 
ing films by the International Har¬ 
vester Co. was followed by the 
election of directors and officers as 
the closing order of business for the 
first day. 

The report of the nominating 
committee was adopted unani¬ 
mously putting the following direc¬ 
tors in office for the coming year: 
John Oud, Orofino, Idaho; W. H. 
Richardson, Harrington, Wash.; 
William Watzke, Lacrosse, Wash.; 
John Miller, Lind, Wash.; A. L. 
Barnes, Lewiston, Idaho; O. L. 
Lundalem, Deer Park, Wash.; Earl 
Kidder, St. Maries, Idaho. From 
these directors Mr. Oud was re¬ 
elected as president for his third 
term; Mr. Richardson was elected 
vice-president, and Lee F. Olney, 
Spokane, Wash., was reappointed 
secretary. 

On the program for the second 
day, O. L. Lundale, Deer Park 
Hardware Co., Deer Park, Wash., 
spoke from the viewpoint of the 
small town merchant. He said that 
(Continued on page 130) 
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Acme Nawsi>ictore«, Inc. 


OPEN FIRE! 


FRIGIDAIRE GOES INTO ACTION 
WITH THE OPENING GUN OF ITS 
GIGANTIC CAMPAIGN FOR 1936 



# Frigidcdre's field organizotioii, largest 
in the industry, is on the move toward its 
most successful selling season in historyl 
In 38 dramatic conventions now going on from coast to coast, Frigidoire is presenting to 
its 20,000 dealers and salesmen the sensational Frigidoire for 1936—a product utterly 
new, stunningly beautiful, crammed full of powerful sales appeal in every re^>ecL 
New campaign strotegies ore being introduced—dynomic, forceful new plans for oction 
that overlook nothing to insure your biggest Frigidoire yeorl The men who have seen 
these spoctaculor new products ond the powerfuL compelling sales progrom are con¬ 
fident of sweeifing victory. They agree thot the challenge "You'll do Better with 
Frigidoire in '36" is no idle boastl... Frigidoire is going into action, ond its greatest 
record-breoldng year lies aheodl FRIGIDAIRE CORPORATION, DAYTON, OHIO 
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Minnesota Association Favors 


State Fair Trade Legislation 



D espite a siege of sub-zero 
weather and a biting 30- 
mile gale, the fortieth an¬ 
nual convention and exhibit of the 
Minnesota Retail Hardware Asso¬ 
ciation was well attended at the 
Municipal Auditorium, Minneapolis, 
Minn,, January 21 to 24, 1936. The 
convention endorsed the American 
Institute of Fair Competition; fav¬ 
ored continuation of state real estate 
taxes and the extension of the chain 
store taxes and establishment of 
personal gross income taxes, and 
went on record in support of the 
state fair trade laws which would 
permit legalization of equal buying 
arrangement (or price agreement) 
among independent retailers in con¬ 
nection with their purchases from 
wholesalers and/or manufacturers. 
The convention opposed: sales taxes 
as a means of raising revenue; dis¬ 
tribution of free seeds by state 
and/or federal governments; and 
went on record strenuously object¬ 
ing to jobbers selling consumers or 
gas stations and other types of 
retail outlets plus the practice of 
financing non-hardware retail chan¬ 
nels, all of which makes unfair and 
unjust competition for the hardware 
trade. 

George Herreid, Deer River, was 
elected president, succeeding Dan 
Billman, Minneapolis, who presided 
at the convention. Frank Breher. 
Wadena, is the new vice-president 
and manager-treasurer C. J. Chris¬ 
topher was re-elected. The execu¬ 
tive board for the coming year is: 
J. A. Hurley, St. Paul; Ebert John¬ 
son, St. Cloud; A. J. Rynda, New 
Prague, and John Hyslop, Fulda. 
The new advisory board is: S. E. 
Hunt, Red Lake Falls; F. W. 
Bruscke, Good Thunder, and Dan 
Billman, Minneapolis, all past presi¬ 
dents. 

The convention opened with the 
customary president’s breakfast 
dedicated to the charter members 
of the organization. At this meet¬ 


ing 281 members wbo had been 
affiliated 25 years or more were 
also honored. President Billman 
welcomed the convention, thanked 
exhibitors and spoke briefly on 
conditions and the association’s 
year, saying in part: “With business 
conditions in this territory much 
improved—with everybody feeling 
better—more optimism, we have 
much to be thankful for. Prospects 
are brighter and 1 confidently be¬ 
lieve that 1936 will be a better 
year for all of us than the year just 
finished.” Mr. Billman then 
thanked the association officers for 
their support, told of the work 
being done by state legislation for 
chain store taxes and against sales 
taxes, and said Minnesota hardware 
sales were 15 per cent ahead of the 
previous year. Agricultural prod¬ 
ucts, he said, showed an increase of 
36 million dollars for the state. 

Urges Support Of 
Patman Bill 

Talking on price discrimination, 
A. W. Cullen, editor. Hardware 
Trade, urged support of the Patman 
bill and discussed price advantages 
enjoyed by the chains and mail 
order houses and of efforts being 
made to correct this unfair situa¬ 
tion. Speaking for the American 
Institute of Fair Competition, Jo¬ 


seph H. Plumb, Fayette R. Plumb, 
Inc., Philadelphia, responded to Mr. 
Cullen’s remarks, telling of the 
work of the institute to correct un¬ 
fair selling policies of manufac¬ 
turers, making sales policies a mat¬ 
ter of common knowledge. He said 
in part, “The institute was formed 
in response to your demand for 
some way to distinguish between the 
manufacturers who are supporting 
you and those who put other chan¬ 
nels of distribution in a position to 
undersell you. Any manufacturer 
can file a statement of sales policy. 
If there are matters connected with 
the sales policy of any manufac¬ 
turer which are not covered by his 
filed policy, members of the trade 
may inquire of the institute as to 
what his policy is in such matters. 
The manufacturer must reply to 
such an inquiry. The institute has 
power to investigate the facts to dis¬ 
cover if such a reply is correct. 
The institute will then notify the 
inquirer. In answering an inquiry, 
the manufacturer is not obliged to 
disclose or to make public the 
details of his business with any 
particular customer. He must, how¬ 
ever, permit the institute to examine 
the details of the matter under in¬ 
quiry, in order to verify the truth 
of his statements. Thus, gentlemen, 
(Conliiiifod on page 130) 
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THE ONLY PLAN OF ITS KINO 

for Seizing the Great 

1936 PROFIT 
OPPORTUNITY I 
IN ROOFINGS 


TO 








MAKE THE BARRETT “5 OUT OF 10" PROFIT PLAN 
YOUR PROFIT PLAN IN 1936. ASK THE BARRETT 

SALESMAN FOR DETAILS 

THE BARRETT COMPANY, 40 Rector Street. New York. N. Y. • 2800 So. Sacramento Avenue. Chicago. Illinois • Birmingham. Alabama 
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K. H- YOUNG 
President 


J. AL STONE 
SeereUur-Treat. 


A. B. CHANDLER 
Governor 


A. B. RUMLEY 
Retiring Pres. 


Governor Chandler s Address Won Acclaim 
at Annual Meeting of Kentucky Dealers 


T he address of Governor A. B. 
(“Happy”) Chandler was the 
outstanding feature of the 
36th annual convention of the Ken¬ 
tucky Hardware and Implement 
Assn., held at the Seelbach Hotel* 
Louisville, Jan. 21 to 23, inclusive. 
Governor Chandler, who has long 
been an enthusiastic exponent of 
the interests of hardware and imple¬ 
ment dealers, delivered an address 
at the opening business session of 
the convention which was so favor¬ 
ably received that immediately fol¬ 
lowing his talk the association 
unanimously adopted a resolution 
pledging 100 per cent support to 
the Governor’s program. The largest 
attendance of the convention heard 
the Governor’s address, and he re¬ 
ceived a genuine ovation upon ap¬ 
pearing in the hall. Following his 
address it was necessary for the 
convention to recess to permit deal¬ 
ers to extend their personal con¬ 
gratulations on his talk. 

Governor Chandler has always 
taken a firm stand against sales tax 
legislation in Kentucky, and it was 
largely through his efforts that this 
was recently repealed in that state. 
He declared that during the time 
it was in effect it had taken $10,- 
000,000 in retail business away from 
the merchants in the state and had, 
in addition, diverted $6,000,000 
worth of retail business to adjoin¬ 
ing states. He reiterated his vig¬ 
orous opposition to any tax of this 
character and declared: “No busi¬ 
ness in Kentucky will be mistreated 
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by tax legislation brought before 
the General Assembly by my Ad¬ 
ministration. The circulation of 
money and trade must be unim¬ 
peded, or ebe recovery will never 
really return to Kentucky.” After 
describing the plans of his Admin¬ 
istration to operate the state gov¬ 
ernment on a business-like and effi¬ 
cient basis, he urged dealers to take 
an active interest in the state’s leg¬ 
islative affairs; invited dealers to 
compare his campaign pledges with 
his accomplbhments to date, and 
stated that “The fight for good gov¬ 
ernment in Kentucky has just be¬ 
gun.” Follovring his address the 
Governor, in a private interview 
given to this Hardware Ace repre¬ 
sentative, said that he believed his 
estimates of the losses suffered by 
retailers through the state sales tax 
were “very conservative.” 

Large Attendance 

Attendance exceeded that of all 
recent years, and all available ex¬ 
hibit space was sold far in advance 
of the convention. The convention 
officially opened at a luncheon Tues¬ 
day noon in the Seelbach Raths¬ 
keller, with the association as host. 
After the lunch the first business 
session convened in the meeting and 
exhibition hall on the tenth floor 
of the Seelbach. 

Following opening formalities. 
President A. B. Rumley delivered 
his annual message. President 
Rumley stated that “there is a place 
for the independent retail merchant 


Dii 


in today's picture,” but he gave due 
credit to more aggressive competi¬ 
tors. He discussed the comparative 
volume of chain versus independent 
stores in considerable detail, and 
quoted Government figures to show 
that independent stores still do 67 
per cent of the total retail volume, 
or more than twice the aggregate 
business done by chain and depart¬ 
ment stores. The necessity of ad¬ 
justing methods to ever-changing 
conditions was emphasized by Pres¬ 
ident Rumley when he said: “Yes¬ 
terday's methods will not suffice for 
tomorrow's needs; each day must 
create a new approach to its prob¬ 
lems, a new method for their solu¬ 
tion. We are not protected by any 
patent; we must justify our exis¬ 
tence through a real and genuine 
service rendered our community.” 
He asserted that the price problem 
being faced by the entire hardware 
industry is most disturbing; called 
attention to the growth of consumer 
leagues which are pooling their pur¬ 
chases, and buying direct from 
manufacturers in many foreign 
countries, and to some extent in the 
United States, and to combat this 
trend he advocated that prices be 
kept as low as possible. He then 
voiced the opinion that business is 
better and that the current year may 
be expected to reflect further im¬ 
provement. He next briefly reviewed 
the work of the association, and, in 
closing and through selected quota¬ 
tions, he advised fellow dealers to 
{Continued on page 132) 
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WATER CAnV 
HURT THIS ROPE- 

it's waterproofed^ 






White ' 

Blue 






T he exclusive method we use in 
treating eoch individual fibre in 
Coliunbian Rope accounts for this vic¬ 
tory. WATER, INTERNAL FRICTION 
and DECAY—ropes worst enemies— 
don't bother Columbian. It is protected 
by our Waterproofing and Ltibricoting 
processes which seal the rope fibre 
agoinst decoy and give our rope 


Look for the Red. White 
and Blue Surface Yarns 
and the Columbian Tape- 
Marker. 


greater flexibility. Expert seamen like 
Columbian because it is so eosy to 
handle and to coil even when wet. 

We know it is good rope. That is why 
we take full responsibility by guaran¬ 
teeing every foot of it. The Red, White 
and Blue Tape-Marker in one of the 
strands positively identifies Columbian 
Rope. 


COLUMBIAN ROPE COMPANY 
352-80 Genesee St. 
AUBURN. "The Cordage City." N. Y. 
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South Dakota Dealers Seek Higher 
Chain Store Tax: Fair Trade Practice Law 



A RENEWED attack on chain 
stores, scoring of governmen¬ 
tal expenditures, and a de¬ 
mand for a fair trade practice law, 
marked official activities of the South 
Dakota Retail Hardware Associa¬ 
tion at its 31st annual convention, 
Sioux Falls, S. D., January 28 to 30, 
inclusive. Despite severe cold 
weather, there were 178 registra¬ 
tions. 

Resolutions adopted called for in¬ 
creased taxes on chain stores, the 
association declaring that the pres¬ 
ent State tax is “entirely inade¬ 
quate,” and it was reconunended 
that a bill, patterned after the Iowa 
chain store tax law, be introduced 
at the next session of the legislature. 
The expansion of local. State, and 
Federal budgets was also criticized, 
and it was insisted that governmen¬ 
tal expenditures be held to a point 
where taxpayers would be able to 
assume the debt burden without in¬ 
creased taxation. The establishment 
of a fair price merchandise distrib¬ 
uting system and a law against sell¬ 
ing below cost was sought in the 
proposed fair trade practice law, the 
association suggesting that such a 
law for South Dakota be patterned 
after the California statute. 

fmdorsement of the American In¬ 
stitute of Fair Competition; a uni¬ 
fied plan for equitable rate struc¬ 
tures for railway and highway 
transportation; approval of the 
8-point N.R.H.A. merchandising pol¬ 


icy, and approval of the Patman bill, 
designed to outlaw preferential 
prices, rebates and aRowances by 
manufacturers, were among other 
major actions taken by the associa¬ 
tion. 

A. W. Cullen, St. Paul, Minn., 
editor Hardware Trade, spoke on 
discriminatory price practices by 
manufacturers in selling to syndicate 
stores and independent merchants, 
but visioned improved conditions 
through possible Federal legislation. 
C. J. Christopher, Minneapolis, 
Minn., association manager and 
treasurer, spoke on the N.R.H.A. 
8-point merchandising policy; and 
Joseph H. Plumb, Fayette R. Plumb, 
Inc., Philadelphia, Pa., spoke on the 
American Institute of Fair Compe¬ 
tition, of which institute this firm 
is a charter ^member. 

Cooperation 

A. E. Richardson, sales manager, 
Simmons Hardware Co., wholesale, 
St. Louis, told of three important 
phases in retail merchandising ac¬ 
tivities when he spoke on coopera¬ 
tion between jobbers and retailers. 
Mr. Richardson termed the three 
phases (1) efficient merchandising, 
(2) proper promotion, and (3) 
ample financing. He said that re¬ 
tailers should study their businesses 
carefully, seeking flaws, and then 


make proper adjustments wherever 
necessary. 

Rivers Peterson, editor Hardware 
Retailer, emphasized the importance 
of recognizing three vital factors in¬ 
volved in competitive merchandising. 
These, he said, are price competi¬ 
tion, buying and selling methods, 
and distributing costs. He stressed 
the point that unintelligent buying 
of goods is expensive and reduces 
profits. 

A surprise feature on the speak¬ 
ing program was presented when 
Bjorn C. Christianson, St. Paul, 
Minn., northwest hardware manager, 
Montgomery Ward & Co., spoke on 
“Why Chain Stores Sell More.” Mr. 
Christianson’s address is published 
in full elsewhere in this issue. 

Lloyd W. Hirst, vice-president, 
Pratt-Mallory Co., food jobbers, 
Sioux Qty, la., told of how a group 
of jobbers had organized into one 
unit for the purpose of buying mer¬ 
chandise at greater advantage and 
lower prices, enabling them to sell 
to independent retailers at decreased 
figures, and the savings, in turn, be¬ 
ing passed on to consumers. He 
also urged increased advertising. 

The need for trained employees 
in retail hardware stores was 
stressed by G. W. SuUey, National 
Cash Register Co., Dayton, Ohio. 
He declared that it is vital that em¬ 
ployees understand the merchandise 
they are selling in order that they 
can present thorough and logical 
argtunents to their prospective cus¬ 
tomers. He added that smaU stores, 
well managed, can make as large a 
profit on their investments as can 
the large stores. 

B. B. Turner, sales promotion 
manager. Globe American Corp., 
stove manufacturers, Kokomo, Ind., 
spoke on comparative salesmanship 
and gave a demonstration of stove 
selling. Mr. Turner said that re¬ 
tailers must learn to sell perform¬ 
ance and uses instead of “things.” 
He declared that performance, dur¬ 
ability and economy are the three 
major buying motives. He said that 
an intelligent buying public, when 
properly convinced, will pay more 
for much better merchandise. C. C. 
Wagner, Sioux Falls, Federal HoUs- 
{Continued on page 138) 
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MODEL 952 


MODEL 754 


MAKE MORE SALES in 1936 with 


A COMPLETE LINE OF MODERN MODELS 
— PRICED TO FIT EVERY PURSE 


No matter what your customers demand in 
style or size—no matter how little or how 
much they want to pay—you can satisfy their 
exact desire from the complete line of 1936 
Coleman Safety Ranges. There is a model to 
fit every cooking need—at a price to fit every 
purse. De Luxe models that challenge com* 
parison—lower priced models that meet and 
beat mail-order competition. 

Here are some of the many outstanding 
features that will help you sell more Coleman 
Safety Ranges in 1936: 

• NEW SILENCER makes burners quieter in 
operation. 

• IMPROVED BAND-A-BLU BURNERS with 
higher heating efficiency; save heat and cut 
fuel cost. 

• NEW CLOSED TOPS conceal manifolds, give 
added beauty and provide added convenience. 

• ALL BURNERS INDIVIDUALLY CONTROL¬ 
LED by new quick-acting auxiliary valves. 

• NEW AIR INTAKE with convenient and 
accurate air adjustment, provides burners with 
fresh live air. 

• EVERDUR METAL FUEL TANKS are rust 
and corrosion proof; the greatest safety feature 
ever put on a liquid fuel stove. 

• UNEQUALLED BEAUTY—distinctive style, 
modern design, attractive finishes and colors 
that please the most discriminating buyers. 

Are you an Authorized Coleman Stove 
Dealer? If not, write or wire for information 
regarding Sales Franchise in your locality. 

• Beautiful New Catalog Ready! — 

Shows the full line in their natural colors. 
Illustrates Coleman exclusive features—one 
of the finest catalogs of its kind ever pub¬ 
lished. Get yours now! 


THE COLEMAN LAMP & STOVE CO. 

General Office: WICHITA, KANSAS 
Branches: Philadelphia, Chicago, Los Angeles, Toronto 

(Ad 


FEBRUARY 13, 1936 


















CHESTER E. YOUNG FUOYD S. LAMB CHAS. F. NELSON 

Retirinc Preaident New President Seeretar^-Treasnrer 


Oklahoma Dealers Protest 
Steady Rise of Taxes 


I NSISTING that a halt be caUed 
in the steady rise of taxation 
and expressing strong opposi¬ 
tion to any further eflForts to raise 
taxes, the Oklahoma Hardware and 
Implement Association in 33rd an¬ 
nual convention at the Masonic 
Temple, Oklahoma City, January 28 
to 30, demanded that the present 
excessive governmental expenditures, 
local. State, and Federal, be prompt¬ 
ly curtailed and the cost of govern¬ 
ment kept within the means of peo¬ 
ple to pay. Eight hundred dealers 
and retail salesmen were present for 
the meeting. 

Considering the ^*Causes and 
Cures of Today’s Competition” as it 
affects them, hardware and imple¬ 
ment wholesalers and retailers alike 
were urged to thoughtful study and 
adhere to the merchandising prin¬ 
ciples as adopted hy the N.R.H.A. 
Pointing out the magnitude of the 
discriminations against independent 
merchants, as disclosed hy the in¬ 
quiry of the Patman committee, in 
the granting of preferential prices, 
rebates, brokerage and advertising 
and other special allowances by 
manufacturers to syndicate store 
systems, the association endorsed 
the decision of their national organ¬ 
ization to support such measures as 
appear to offer greatest assurance 
of eliminating these practices. An¬ 
other of the resolutions adopted de¬ 
cried the policy of manufacturers 
and wholesalers who open their own 
outlets in. communities where distri¬ 
bution is possible through already 


established retail establishments. 
Positive opposition to the passage 
of pending legislation for a thirty- 
hour work week was also expressed 
by the association. 

The association further declared 
opposition to such price filing, 
whether in connection with trade 
practice conferences under the su¬ 
pervision of the Federal Trade Com¬ 
mission or otherwise, and as a means 
of putting the wholesaler-retailer 
system of distribution on a com¬ 
parable basis with competing sys¬ 
tems, the association urged retailers 
and wholesalers to closely study 
their operating expense, with a view 
of eliminating all non-essential costs. 

The first afternoon’s discussions 
centered around “Preferential 
Prices.” D. W. Northrup, president, 
Henry G. Thompson & Son, New 
Haven, Conn., dealt with manufac¬ 
turers’ discounts, rebates, and se¬ 
cret allowances. 

Fair Trade Institute 

In giving “The Manufacturers’ 
Answer,” H. M. Swain, vice-presi¬ 
dent, Irwin Auger Bit Co., Wilming¬ 
ton, Ohio, advocated that retailers 
and wholesalers lend their support 
to the American Institute of Fair 
Competition in seeking methods to 
prevent unfair competition and to 
eliminate unjust allowances and dis¬ 
counts to favored syndicate outlets. 

Setting forth the possibilities for 
increased profit in the potential im¬ 


plement business in 1936, R. C. 
Archer, assistant sales manager. In¬ 
ternational Harvester Co., Chicago, 
declared this should be the best year 
for implement sales dealers have 
seen for some time; but he cau¬ 
tioned that “dealers vdll have to go 
out after the business if they expect 
to plumb the depths of possibilities 
and build up volume.” 

Built around the subject “Retail 
Store Management,” the second 
day’s session was a most helpful 
one. In a comparison of operating 
costs, Glendon Hackney, assistant 
editor, Hardware Retailer^ Indian¬ 
apolis, presented figures on mail 
order, chain and variety stores as 
compared to hardware stores, show¬ 
ing that the chief disparity in such 
figures lay in distribution costs. 

Louis Buisch, National Cash Reg¬ 
ister Co., Dayton, Ohio, stressed 
“Better Selling, the Key to Bigger 
Profit,” with special emphasis on 
salesmanship-training for clerks. 

E. P. Hall, E. P. Hall Hardware 
Co., Durant, Okla., speaking on “It 
Pays to Modernize Your Store,” re¬ 
lated his own experience in increas¬ 
ing his business in the past seven 
months $18,000 over the same period 
last year, by using better store meth¬ 
ods and better display. 

One of the very best sessions was 
the school in show card writing, 
conducted by F. B. Koock, director. 
Pen Art Department, Hill’s Busi¬ 
ness University, Oklahoma City. 
Much interest was shown in Mr. 
Knock’s very fine demonstration, 
and as a result a three-day school in 
practical show card work is being 
planned as a feature of next year’s 
convention. 

The value of modern store fronts 
in selling was stressed by F. W. 
Flynn, Pittsburgh Plate Glass Co., 
Oklahoma City, who gave a practi¬ 
cal demonstration of the difference 
in old style and modern store fronts. 

Paul Mulliken, assistant to the 
president, Simmons Hardware Co., 
wholesale, St. Louis, brought out the 
possibility of meeting competition 
through closer wholesaler-retailer co¬ 
operation, and offered a plan as 
basis for securing such cooperation. 

E. W. Smartt, manager of the 
Oklahoma Retail Merchants Asso¬ 
ciation, Muskogee, spoke on legisla¬ 
tion, lending particular emphasis as 
to what the State Old Age Pension 
law will mean in the way of taxation 
to retail merchants. 

F. S. Lamb, president, Pettee’s 
Hardware Co., Oklahoma City, was 
advanced from first vice-president to 
the presidency, to succeed Chester 

(Continued on page 138) 
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A new standard 
of quality in 
razor blades 


Note construction of netu: 

THEFT-PROOF display case 

Package slides down vertically 
—and is pushed out through 
lower slot from behind, not 
pulled out by customer. Open 
for inspection, but protected 
from pick-ups. With easel for 
stand-up and tab for hang-up. 



Retail price: 

5 for 15^ 


SPEAKl'SO Of RAZOR BLADES-^ 

“Standard” 


FEBRUARY IS, 19S6 


fARD 



Here are a few quick facts that suggest how we 
work constantly toward our one fixed aim: To 
produce razor blades as near shaving perfection 
as possible. 

Only highest grade Swedish charcoal steel is used 
in RIO blades, every inch magnetically tested for 
flaws. This steel is tempered by the most modern 
methods and accurately checked for hardness. 
Blades are ground, spiral honed and stropped by 
specially designed equipment. Every blade is indi¬ 
vidually inspected under Cooper-Hewitt lights, 
then wrapped and packed mechanically by pneu¬ 
matic fingers. A costly routine for a razor blade, 
but essential for first quality. 

Note particularly the fact that RIO blades are 
individually inspected. This is our protection and 
yours. Customer will not come back to you with 
complaints on shaving results. Every RIO blade is 

the same —The new standard of quality . 

Standard Safety Razor Corp., East Norwalk, 
Conn. 


The Low-priced 

MEMBER 

of a High Quality Line 

This double-acting floor check for pantry 
doors and other light interior doors is the 
product of all the skill and experience 
which developed the Rixson line of floor 
checking devices. 

The Rixson “Junior” is die class of build¬ 
ers’ hardware you can afford to stock for 
the miscellaneous run of demands from 
day to day. Although less specialized in 
its use, it is typical of heavy-duty models 
. . . and a more popular seller. 

When you locate a new building project, a 
remodeling or modernizing job—^you need 
the sure cooperation of an established 
manufacturer. You are glad to turn to a 
line which you long ago learned was de¬ 
pendable. 

Check and fill your stock. Write us for 
any detailed information needed. 


THE OSCAR G. RIXSON GO. 

4450 Carroll Ave., Chicago, Ill. 

New York Office: 2034 Webeter Ave., N. Y. C. 
Philadelphia • Atlanta • New Orleans Los Andelei 

San Francisco 



BUILDERS’ HARDWME SPECIALTIES 


Digitized by 


Google 







Why Chain Stores Sell More 

{Continued from page 59) 


buyer^ you can find someone to sell 
it to you for that price. If you 
haven’t enough weight to bring the 
necessary pressure on your source 
so as to get the price concessions 
needed, then you must combine with 
others, until you do. You can’t ac¬ 
complish it any other way. You 
must have a certain markup to take 
care of all your expenses and leave 
you a profit besides, and yet that 
same markup must not bring your 
selling price beyond that of your 
legitimate competition. 

After you once get the margin 
that you need, you must maintainr it. 
In order to conserve it, you must 
not allow any shrinkages to enter 
into your merchandising plan. 
Markdowns will do it, and no busi¬ 
ness is free from markdowns—^not 
even your business, whether you 
know it or not. 

The difference between a chain 
store and the independent at this 
point is the chain stores know the 
seriousness of markdowns and know 
it must be controlled. They make 
allowances in their budgets to take 
care of them. That is why their 
physical and their book inventories 
agree, or very nearly so at the end 
of each year. 

The small merchant does not 
worry about anything like a mark¬ 
down. It is seldom mentioned even 
in meetings like this. It is typical 
of the “forgotten man,” a forgotten 
merchandising principle. 

Price Concessions 

When merchandise gets shopworn 
and the dealer has to sell it for less, 
he does not make any record of it. 
When he sells an item for 40 cents 
that he was planning to get 50 cents 
for, he does it without any worrying 
about how it will affect his profits. 
But it does. If the independent 
dealer was forced to record price 
concessions given to customers, he 
would be surprised at how fast they 
would total up. 

When no thought is given to the 
age of merchandise in the store, 
sooner or later some of it will fail 
to bring in the regular price or 
what the store manager planned 
was necessary so he could make a 
profit in selling it. 

To do a better job in keeping 
markdowns at a low point, such as 
the chains are doing, you must do 
several things: 

1. Buy your merchandise intelli¬ 
gently. Take into consideration the 
seasons. Make it your business to 


know when the peak of the season 
comes, in any line. Build up your 
stocks so as to have the most goods 
in advance of this peak and then 
learn to taper off so you will have 
little or nothing left when the sea¬ 
son is over. 

2. Don’t guess at specifications, 
sizes, etc. Make it your business 
to know which size or kind sells 
best. Keep records, making it pos¬ 
sible for you to check back if neces¬ 
sary to get this information. 

3. Don’t guess at quantities. When 
buying, do you know how many you 
have on hand, how many you have 
on order, and how many you sold 
in the last 30 days? The syndicate 
stores know. That is one of the 
reasons why they seldom buy too 
much and why they get as much as 
six turnovers on housewares, 4% on 
sporting goods, 4 on straight hard¬ 
ware, 5 on paint, 5 on farm 
equipment, and so on down the line. 

I know that it would help every 
one of you immensely, if you are 
not using such a form to have an 
order blank of your own on which 
all orders, both mail orders and 
those given to a salesman, would be 
written—this order blank to have 
three narrow columns at the left of 
the page headed “On Hand,” “On 
Order” and “Sales previous 30 
days,” respectively. Then make it 
a rule never to order any merchan¬ 
dise ivithout this information in 
front of you. 

4. Encourage your salespeople to 
talk with you about merchandise 
that is not moving. Aging mer¬ 
chandise is a parasite. Stores that 
want to keep their merchandise in¬ 
vestment down, identify each item 
as it comes in so one can tell 
whether it has been in the store six 
months, one year, two years or more. 
No one makes any money on two 
year old goods. There are many 
reasons to back up the statement 
that your profits dwindle fast after 
your merchandise gets a year old or 
more. I don’t have to tell you that. 
So why lose money on merchandise 
that is getting older every day. 

Store Soperyision 

Now 1 come to the fourth point, 
and that where you are going to 
say “It can’t be done.” I have seen 
too much on both sides of the fence 
to know that it can*t he done with¬ 
out it, and that is: 

Store Supervision Should he Given 
In the Field hy Men, Whether Out 
of the Assfpciation Office, Under the 


Jurisdiction of Your Main Jobbing 
Source or Otherwise. 

In other words, if efficient opera¬ 
tion is to be maintained at the high 
point necessary to meet the com¬ 
petition you have today, someone 
from the outside must check up the 
carrying out of fundamental prin¬ 
ciples of business which the small 
merchant is apt to ignore. 

About six years ago, I tried to 
put into effect in a group of hard¬ 
ware merchants just such type of 
supervision. I didn’t get very far, 
for in the first place I was five years 
ahead of the times, and another 
very good reason, I didn’t know 
enough about it. The principles of 
this plan were almost identical with 
those which are now a part of the 
program of such concerns as Hall 
Hardware Company; Marshall 
Wells Hardware Company; Hib¬ 
bard, Spencer, Bartlett Company, 
and perhaps others that I am not in 
touch with. These large suppliers 
of hardware believe, and correctly 
so, that the solution of the prob¬ 
lems of the hardware merchant lie 
in active supervision from outside of 
one’s business. 

In other fields such as the variety, 
the grocery, and the drug, these 
same ideas are being put into effect. 
Whether the supervision is in advi¬ 
sory capacity or mandatory, does 
not make so much of a difference if 
the merchant has admitted to him¬ 
self the need of it and has faith in 
the ability of those who serve him. 
Go into a chain drug store today— 
then into an independent store. The 
difference represents largely outside 
supervision and help rendered by 
one who is highly skilled in operat¬ 
ing such a store. 

An Investment 

When you begin to pay $10.00 or 
$20.00 per month for such service, 
intelligently rendered, your expenses 
will begin to go down and your 
profits to go up. This is the type of 
expense that is an investment. In¬ 
vest some of your money in brains 
instead of merchandise. 

The chains spend more money for 
expenses than you do. Administra¬ 
tive and supervisory expenses are 
hardly known to you. Yet if the 
money paid out for them is wisely 
spent, it will lower the ratio of over¬ 
head to sales, rather than increase 
it. Your margin will go up, your 
investment down, your sales up, and 
so on. 

Point five that 1 tried to make 
was this: 
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BLAIR Drawcut 

LAWN MOWERS 


DRAWCUT LEADER Style 10-4 

Ten-Inc h ^ 

Wheels, 

Pour Draw. 

cut Blades. ^ ^ 

Automatical- JvKi ^ ft 

ly Adjusted sfli 

Ball Bear- *, 

ingf^. Sizes 
14, 16 and 18 , 


BAY STATE Style 10-5 

Ten-Inch Wheels, Five Draw- 
cut Bludcu. Pcur Reel ^Spiders, 


MORE HORSES 
—MORE HARNESS 


The Supreme Court decision out¬ 
lawing the “Triple A" is causing 
much speculation as to the future of 
the American Farmer. 

With all restrictions removed, how¬ 
ever, it seems pretty certain that a 
greatly increased acreage will be 
returned to production this spring. 

That means More Horses, because 
farmers are finding out that Old 
Dobbin is pretty hard to beat for 
all-around usefulness, dependabil¬ 
ity and economy. 

More Horses means, naturally. 
More Harness, and that’s where 
you come in. Why let the Mail 
Order House get this business from 
your farm trade? Get it yourself 
with a line which permits you to 
meet the stiffest competition. 

BEN HUB and LATIGOTAN 

harnesses are making handsome 
profits for hundreds of dealers in 
"Worthington Territory." 


FAFNIR BALL BEARINGS 


CAOUNO, CURVED ball RACE, 
PRESSED STEEL DUST CAPS. 
OUST PROOP Otl CUPS 


IMPOATCO 
SMCrmtO STEEL I 


AUTOMATIC BALL BEARINO ADJUSTMENT 


AUTOMATIC JR., Style 11-5 

Eleven-Inch Wheels, Five Drawcut Blades. Sizes 16, 18 
and 20 Inches. 

Push the BLAIR line for 1936 — a line 
backed by 57 years of experience. The 
models shown above are only a few of a 
complete line—a line that has superior ad¬ 
vantages not only in superlative construc¬ 
tion and materials used — but includes 
models with which to meet price compe¬ 
tition. 

(Write for quotcAioru and circulars) 


WRITE FOR OUR SPRING HORSE GOODS 
FOLDER 


MANUFACTURING COMPANY 
Established 1879 

SPRINGFIELD, MASSACHUSETTS 


The Geo. W^ORTHiNGTON Co. 

1829 CLEVELAND, OHIO 1936 
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Some Group Effort Among Re^ 
iailerat and Perhapa Whotesalert^ 
Should he AccompiUhed Such as 
Will Make Them the Posoer in the 
Buying Field that the Large Srndi^ 
cates Are Today. 

When the independent merchant 
pays about as much for the same, or 
identical merchandise, as the chain 
store is selling it for, then some¬ 
thing is radically wrong. I do not 
imply that the chain store pays too 
little or the independent too much, 
considering the conditions which 
surround the distribution of mer¬ 
chandise, through these two chan¬ 
nels. Both are justified, under their 
present set-up. The two methods 
are not competitive, however. 

Is there any blame attached to 
buying certain merchandise at 78 
cents even if someone else is paying 
$1.09? Furthermore, is there any¬ 
thing wrong with selling what costs 
78 cents for $1.19, netting 32 per 
cent gross on sales, even if the one 
who buys it for $1.09 can only make 
8 per cent when meeting this price? 
Positively not. You can’t blame the 
one who buys it for less if he sells 
it for less. 

A Competitor’s Policy 

Here is the policy of one of your 
large competitors as it relates to 
competition: 

“It is the policy of this company 
that our retail prices never should 
be higher than the prices of any 
leigitimate competitor on compar¬ 
able quality merchandise.” 

This means meeting regular 
prices with regular prices, sales 
prices with sale prices, and their 
definition of a legitimate competitor 
is just as definite and exacting as 
the one set down by your own trade 
organization. 

Please notice nothing is said in 
this statement of policy about under¬ 
selling other retail outlets. This is 
not a thought of the average syndi¬ 
cate store. Their prices are fixed 
long before they know of what com¬ 
petition is doing, and adjustments 
are made to meet prices rather than 
to beat them. 

Not so long ago, I was in a good 
sized city in Iowa. I visited the 
store of a hardware merchant that 
you men have all heard of. He is a 
pioneer in Association and Hard¬ 
ware Insurance work and known the 
country over. He has a beautiful 
store, and a very fine assortment of 
merchandise. 

While in the store I shopped 
fifteen items of merchandise. Many 
of these were identical with the 
merchandise the mail order chain 


is selling—made by the same com¬ 
pany—regular stock merchandise— 
I found in every instance the prices 
ranged from 10, 15 and up to 20 
per cent above those offered in a 
mail order chain store several blocks 
down the street. 

Then I said to myself—“Just why 
will people walk six blocks beyond 
this chain store to pay another 
merchant 10 to 20 per cent more 
for the same merchandise?” Here 
was a “why” which could only be 
answered in one way: The reason 
is this—^that these people did not 
know that the chain store merchan¬ 
dise was either identical, or if 
made by another factory, in every 
way equal to the higher priced 
goods offered by tbe independent 
store. Who wants to pay more for 
equal values today? No one—not 
if they know it. 

Today this is the big problem of 
the S3mdicate store, this process of 
educating the public so they will 
realize that lower prices do not in¬ 
dicate inferior quality by any 
means. You can rest assured this 
is being done. 

And so you have another phase 
to this competition you have not 
reckoned with. It is growing rapid¬ 
ly, emphasizing the necessity of the 
independent dealer doing something 
about it. The present status of the 
independent store is not going to 
carry you through. Your way of 
doing things has not kept the syndi¬ 
cates from making inroads on your 
business, and the sooner you recog¬ 
nize that you can’t go it alone, that 
you have to group your efforts with 
others, the sooner a way will be 
found. 

It is up to you to bring this about. 
The pressure, or demand, must come 
from merchants who are already 
grouped together for their own in¬ 
terests, and who recognize that they 
are not going far enough to meet 
conditions as they are today. 

You can talk about service, qual¬ 
ity, prestige, home-owned, etc. It 
all helps. But you have had all 
these things in your favor for the 
last ten or fifteen years, and yet 
you have been slowly losing out. If 
they haven’t saved you, why expect 
them to in the future. 

Then I have been asked to say 
something about display. 

The question arises—^Does chain 
store display sell more merchandise 
than the hardware store type? My 
answer is “yes,” using the mail 
order chain store as a criterion. 

All chain store display methods 
do not lend themselves to such lines 
as your merchandise. The stores I 
refer to, do. 


Instead of going into any lengthy 
discussion or trying to paint a pic¬ 
ture without the materials at hand, 

I urge you instead to visit one of 
these stores just as soon as possible. 
You may not approve of all you sec, 
but you will get enough in new ideas 
to pay you for driving 50 miles, if 
necessary. 

The first impression you will get 
in the hardware lines is a riot of 
color. This is accomplished by 
covering the counters vrith red oil¬ 
cloth and some green, and some in 
ivory. The stores are attractive to 
the eye and, therefore, interesting 
to the buying public. 

The second impression you gain 
will be that of orderliness and 
cleanliness. I have known store 
managers that lost their position be^ 
cause they did not keep the stores 
clean and orderly. 

Third, you will be impressed by 
the positive division of merchandise 
by lines. There is no intermingling 
of lines. Housewares are all in one 
place; farm equipment in another; 
auto accessories all in the same part 
of the store, and dairy supplies in 
one section, etc. 

Arrangement 

Much thought is given to arrang¬ 
ing merchandise in the store so that 
kindred lines are near each other. 
Consideration is also given to plac¬ 
ing lines near each other so that the 
salesperson most familiar with the 
merchandise can work in both vdth- 
out traveling all over the store. 

Granted diat some of the better 
hardware stores do departmendze— 
but this is only true of a few of 
them. Ordinarily merchandise is 
found on one counter or the other, 
without any attempt at grouping for 
the convenience of the buyer. 

Another thing I want you to 
notice and that is, there are no 
empty bins. If the merchandise 
that was on the counter has gone 
out of season, other has been put 
in its place. You do not find fishing 
tackle on display in January. I 
venture I can find some being shown 
in some of the stores represented 
here. 

Chain store displays sell more be¬ 
cause they show more. Every item, 
whether hardware, sporting goods, 
or what have you, must be out in 
the open. The customer is exposed 
to more merchandise and buys 
more. 

The step-up type of a counter is 
more effective than the flat. Then 
risers, or superstructures as we call 
them, are used to feature hot items. 

{Continued on page 140) 
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GET ONE OF THESE EYEREDY 
DOOR CLOSERS^N APPROVAL! 


See for yourself, at our expense, that it is the greatest door closer ever made. If 
you don’t agree that it is what you want for your customers—the easiest, most 
profitable closer to sell—send it back. We will forward the postage cost to you! 
That’s fair enough, isn’t it? 


No. 1100 DOOR CLOSER—RETAILS AT 8S^ EACH 

SEND NO MONEY 

Write U8 direct, on your firm letterhead. Tell us your jobber’s name. 

We will send you, postpaid, one Everedy Door Closer with the “Double-Jointed” 
Door Bracket. Keep it for 30 days. If not entirely satisfied—return at our 
expense—we pay return postage. 

THE EVEREDY COMPANY 


THESE SALES AIDS 
MAKE MONEY FOR YOU 

Everedy Door Closers will be 
advertised this spring to 
Home Owners all over the 
country through AMERI¬ 
CAN HOME and THE 
BUNTING DIRECT - TO - 
HOME ADVERTISING SER¬ 
VICE. 


BIG 5" 
TANK 
OPENING 


PUMP LIFTS 
OUT IN ONE 
COMPLETE 
UNIT 


DOUBLE 

ACTION 

LOCK 


DOUBLE 

GRIP 

PLUNGER 


SWIVEL 

NOZZLE 

COUPLING 


OLt ONLY Sprayer 

GALVANIZED AFTER FABRICATION 

A sensational new Sprayer, made with big S'' TANK 
OPENING, ELECTRICALLY WELDED SEAMS AND 
HOT GALVANIZED AFTER TANK IS MADE. Because 
of the large opening, it is easy to clean and solution can 
be mixed right in the tank. In galvanizing tank after il 
is formed, a heavier coat of galvanize can be applied, and 
the galvanize cannot flake off while the tank is in the 
process of manufacture. This tank wiU withstand a pres¬ 
sure of 100 pounds. 

-^^'’OPEN-HEDO^wa^ 

Consider these features—note the advantages over the 
old fashioned machines. The surprising thing is that 
THEY COST LESS THAN THE OLD FASHIONED 
SPRAYERS. 

New double-action lock makes it easier to operate—Swivel nozzle per¬ 
mits instant adjustment. Everyone who uses a Sprayer will want an 
OPEN-HED the minute he sees it. 

Write for booklet and prices TO-DAY. If your Jobber cannot sup¬ 
ply you, write ns NOW for the name of our nearest Jobber. 

Tht E. C. BROWN COMPANY 

750 Maple Street, Rochester, N. Y. 

All fyp«s of Sproyors from Afomhort to Whoolborrow Sproyors 


• SWIVEL 
NOZZLE 



LARGE 
5^ TANK 
OPENING 


PATENTED 

AND PATENTS PENDING 
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American Hardware Supply Co. Meet 

{Continued from page 84) 


he presented cash and other prizes 
to retail salesmen and dealers who 
won the awards in special selling 
campaigns. In connection with 
such events he urged dealers to 
more actively encourage the partici¬ 
pation of their salesmen. Several 
new dealer members were then in¬ 
troduced. 

MacDonald Witten, associate edi¬ 
tor, Hardware Ace, New York City, 
discussed several methods for in¬ 
creasing hardware store volume and 
profits. He advocated outside sell¬ 
ing in particular, and briefly out¬ 
lined the necessary procedure in 
carrying out a productive outside 
selling program. Dealers were also 
urged to make a written “inventory” 
of their personal characteristics and 
habits with a view to eliminating 
any obstacles which may be block¬ 
ing their more rapid advancement. 

As a surprise feature of the pro¬ 
gram, John. A. Ditz, a director of 
the company, Ditz & Mooney Hard¬ 


ware Co., Clarion, Pa., then voiced 
a well-phrased appreciation of the 
long and faithful service rendered 
the company by President Scarbor¬ 
ough, who was presented with a 
luxurious easy chair and smoking 
stand. President Scarborough re¬ 
sponded with appropriate words of 
thanks. 

Past, Present, Future 

The address of Mr. Stout on “The 
Past, Present and Future,” was the 
outstanding feature of the Monday 
evening program. As is indicated 
by the title of his address, Mr. 
Stout reviewed the past history of 
the company, described its present 
position in a detailed manner, and 
explained tentative plans for the 
company’s further progress. Many 
of the points stressed in his talk 
were made more graphic by com¬ 
parative and other special charts 
and graphs. Figures presented by 


Mr. Stout showed that the company 
has enjoyed a 35 per cent increase 
in active membership and a sales 
increase of 145 per cent during the 
past three years, and that in its 1935 
operations it turned its inventory, 
on a cost basis, 6-plus times, while 
operating on an overhead expense 
of 10 per cent. It was also pointed 
out that the value of the company’s 
stock has increased 25 per cent 
within the past two years. 

Under a plan explained by Mr. 
Stout, which was later unanimously 
approved by the dealers present, 
the company will discontinue the 
monthly patronage dividends previ¬ 
ously paid on purchases. Instead, 
under the new plan of operation the 
company will allow the usual 2 per 
cent cash discount for payment 
within 10 days, and will declare its 
dividends to dealers annually. The 
new plan, it is said, will enable the 
company to continue its progress 
through “plowing” back profits, en¬ 
larging inventory, and enabling it 
to handle a larger volume of sales. 
It is believed that so much will be 
gained through the advantages of 
the new plan that the company ex¬ 
pects to do a million dollar volume 
this year, and is being budgeted to 
operate with that volume on an ex¬ 
pense of 8 per cent. 

Another plan proposed and adopt¬ 
ed was for a revision of the card 
index price system furnished deal¬ 
ers. This system embraces every 
item handled, and is brought up to 
date weekly. Larger cards, giving 
more complete information, are to 
be provided, with this system con¬ 
tinuing to be supplemented by a 
large loose-leaf catalog having a 
price card file reference. An ad¬ 
vertising service for dealers, now in 
the early stages of development by 
the company, was also approved. 

E. A. Hastings, treasurer and as¬ 
sistant secretary, presented his re¬ 
port and made an analysis of the 
company’s balance sheet as of Dec. 
31, 1935. He also stated that the 
auditor’s report had been accepted 
by the directors. 

At Tuesday’s business session 
Earle B. Yahn, Yahn-Jones Hard¬ 
ware Co., Elwood Qty, Pa., read 
the minutes of the preceding annual 
and semi-annual meetings. Later 
Mr. Yahn reviewed the by-laws of 
the company. 

The following directors were then 
elected: Three-year terms: Charles 



DAZEY LEADERSHIP 


SURE I’LL 
RECOMMEND DAZEY 
CHURNS TO MY FRIENDS 

- that’s how I 

GOT MINE! 


IsNo 
^Accident 


Sold Only 
Through 

JOBBERS 
AND 

DEALERS 

ORDER FROM YOUR 
JOBBER ... A SIZE 
FOR EVERY NEED 

2 Quart to 10 Gallon Capacity. 
Hand or Electric Operation. 


T hink of it—practically 90 per cent of all family 
churns sold today by dealers are DAZEY 
CHURNS! Such amazing dominance doesn’t just 
happen. The most powerful and most compre¬ 
hensive of advertising or selling campaigns cannot 
force acceptance so nearly universal. Such ex¬ 
traordinary leadership in sales is possible only 
when equally outstanding leadership in quality has 
been steadfastly maintained for many, many years. 
That and that alone is the basic reason for the 
overwhelming predominance of 
DAZEY CHURNS — reason 
enough, too, why no dealer 
who sells churns can afford 
to be without a complete line 
of DAZEYS. And don’t for¬ 
get that the extension of 
power lines into rural com¬ 
munities has created a wonder¬ 
ful opportunity for DAZEY 
ELECTRIC CHURNS, both to 
new users and for replace¬ 
ments. 


DAZEY CHURN &MFG. CO. 


4301 Wame Avenue 


St. Louis 


Missouri 
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W. Scarborough, Scarborough & 
Klauss Co., Pittsburgh; F. B. Post, 
Paul & Post, Washington, Pa., and 
John A. Ditz, Ditz & Mooney Hard¬ 
ware Co., Clarion, Pa. Two-year 
terms: H. M. Kirk, Kirk, Hutton & 
Co., New Castle, Pa.; J. E. Mc- 
Geary, Leechburg, Pa., and Geo. C. 
Brown, Punxsutawney Hardware 
Co., Punxsutawney, Pa. One-year 
terms: J. M. Scott, W. M. Scott & 
Co., Carnegie, Pa.; J. R. Andrews, 
Adamsville, Pa., and S. M. Wylie, 
Wylie Bros., Inc., Elizabeth, Pa. 

A motion was made and passed 
to again hold a semi-annual meeting 
of one or two days’ duration in 
July. The general meeting was then 
adjourned and in executive session 
the board elected the following of¬ 
ficers; President, Charles W. Scar¬ 
borough; vice-president, F. B. Post; 
secretary and assistant treasurer, 
J. M. Scott; general manager, Wil¬ 
liam M. Stout, and treasurer and 
assistant secretary, E. A. Hastings. 


Increased Sales of 
Washers Forecast 
for 1936 

(Continued from page 52) 

1936 was analyzed from the 
standpoint of. its positive and 
qualified nature; that is, those 
who were sure they would buy 
and those who hoped to be able 
to purchase were separately ana¬ 
lyzed. This 30 per cent total buy¬ 
ing intent breaks down into 25.4 
per cent positive and 4.6 per cent 
qualified. Heretofore, each of our 
previous surveys of this kind has 
shown the qualified and positive 
intent evenly balanced, while, for 
1936, better than 88 per cent of 
it is positive in nature. This in¬ 
dicates that buyers are on the 
march and that a degree of con¬ 
fidence and security in future em¬ 
ployment is creating a more de¬ 
termined buying interest in 1936. 

(3) Comparing the total buy¬ 
ing intent for washers with other 
major appliances, as measured by 
this study, it is indicated that 
washers are in a favorable posi¬ 
tion. For example, buying intent 
for refrigerators was 49.4 per 
cent, kitchen ranges 37.7 per cent, 
oil burners 32.1 per cent, ironers 
40.3 per cent. 

(4) Assuming that this buying 
intent can be applied soundly 



tltat EXTRA '&^cile 


Over and above your regular tool sales, there is many an 
“extra” sale to be made by displaying neatly boxed sets of 
Millers Falls Steel Letters and Figures in a prominent place on 
your counter. Their usefulness provides the customer interest. 
Their obvious high quality needs no sales talk. Millers Falls 
Steel Letters and Figures are of finest steel, their faces ac¬ 
curately formed and sharply cut. They are made for that long- 
lasting satisfaction that you want every tool you sell to produce. 

Every carpenter and machinist—even the “home-workman’' 
who lends his tools—are prospects for a set of these identifica¬ 
tion dies. Gain these “extra” profits by adding Millers Falls 
Steel Letters and Figures to your line. Available in two types— 

guaranteed Hand Cut Gothic Face for general industrial use_ 

Machine Cut Gothic Face, in lower price range for general, all¬ 
round use. Write for Catalog and special information today. 

MILLERS FALLS COMPANY 

Greenfield Maxeeliusetb 
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ume in gas-driven washers in* 
creased 52.2 per cent, from 
119,147 units in 1934 to 180,832 
units in 1935. This reflects im¬ 
proved farm conditions. Of course, 
since the Supreme Court ruling 
declaring A.A.A. unconstitutional 
the efiFect of this upon farm con¬ 
ditions cannot be measured, but 
even though it should somewhat 
retard washer volume, it affects 
only 13.8 per cent of the total 
washer market and we should not 
neglect to place against that the 
encouraging factor of a remark¬ 
able increase in rural electrifica¬ 
tion. 


Farms Wired 


border; 

—announcing 
merchandise 
produced with 
probably the 
country*s greatest 
length of 
experience; 

—by a factory with 
only 1/10 of 1% 
credit losses for 
all last year, 
thus eliminating 
the customary 
high credit loss 
cost factor from 
our final prices 
to you; 

—plus profitable- 
to-you, practical 
variety AND 
a sales policy 
that the trade 
helped to plan; 


against the 6,541,000 units pur¬ 
chased prior to 1930, it indicates 
that 1,962,000 women are inter¬ 
ested in replacing their old washer 
in 1936. Compared to 1935 vol¬ 
ume totals, this assumption indi¬ 
cates that 77 per cent more women 
will be interested in buying in 
1936 than were sold last year 
The question is whether the indus¬ 
try will reshape its distributive 
methods, renew its emphasis on 
outside selling and adopt the ag¬ 
gressive promotion required to 
reach more people and persuade 
them more forcefully of the ad¬ 
vantages of owning latest model 
washers. This is the estimate of 
potential interest and it remains 
to be seen how much of it will be 
capitalized. 

1936 a Good Year 

It is indicated that dealers be¬ 
lieve 1936 will be an unusually 
good year, for, when asked to de¬ 
clare their opinion as to the 1936 
outlook compared with 1935, 82.1 
per cent reported that it would be 
good, 16.7 per cent fair, only 1.2 
per cent poor. Another real sales 
increase in total unit volume and. 
I believe, a proportionately larger 
increase in total retail dollar vol¬ 
ume can be expected in 1936. 
Certainly, it is a good year to put 
on even more sales pressure than 
heretofore. 

While electric washer volume 
gained 8.5 per cent in 1935, com¬ 
pared with the year before, vol- 


At present, not less than 1,200,- 
000 American farms are either 
wired for electricity or can quick¬ 
ly secure such service by simply 
calling up the electric light com¬ 
pany in the nearest town. This is 
quite an increase over the mere 
177,000 that were electrified in 
1923. With nationalization of liv¬ 
ing habits, occasioned by maga 
zine advertising and the greater 
amount of time which everyone 
has had to study it during depres¬ 
sion years, the housewife on the 
farm has become modem in her 
desires and appreciates most the 
improvement of her home life 
rather than dissipation of it in 
ostentatious fashion. Thus she 
wants a new electric refrigerator 
and radio which, in themselves, 
are stimulating a sweeping desire 
for rural electrification so that, 
owning a gas-motored washer, 
there is an increasing opportu¬ 
nity to replace it with an electric 
washer. 

It is interesting to know the 
factors which these 7392 women 
declared would most control their 
buying decision in 1936. They 


are: 

Cleansing . 15.5% 

Durability . 14.2% 

Convenience . 11.3% 

Speed . 11.6% 

Easy on clothes. 9.9% 

Use saving . 9.0% 

Reputation of maker. 7.0% 

Safety features. 6.3% 

Price . 4.0% 

Dealer reputation . . . 3.8% 

All other reasons.... 7.2% 
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TUS WRENCH 
WON'T FLT! 



It’s the Improved Stillson 
by Ridge Tool Co. and 
no workman ever 
felt like chucking 
it flying out 
the window. 


Wood Handles 
6" to 14" 

Steel Handles 
6" to 48" 


T he husky jaws of 
this Improved Still- 
son take 'hold of a pipe 
and “stay with it.” There 
is no slipping or skidding to 
make a guy bark his knuckles 
against a bench or a brick wall. 
There is no old-fashioned flat spring 
on it to snap at just the wrong moment 
and puncture a hand. 



FAST SELLERS 

BIG PROFIT 
MARGIN 

BEST QUALITY 

A SIZE FOR 
EVERY SHOE 


Don’l pass up the money 
making oppurluiiitieH Blue 
Ribbon Soles offer. Here is a fast mov¬ 
ing item that pays a large profit. 

Blue Ribbon Rubber Soles are 
easily attached by the customer. Sim¬ 
ply spread on the Blue Ribbon Rub¬ 
ber Cement that comes with each pair 
of soles, then stick on the soles. The 
Rubber Cement holds the sole secure¬ 
ly to the shoe. Blue Ribbon Soles 
stay on for many months and outwear 
any other sole. 

There are six sizes—3 for men, 3 
for women and children. These six 
sizes fit every size shoe. Get our at¬ 
tractive prices on Blue Ribbon Soles 


Dl II 

|[ PI 

IPRflll 

DLlJ 

It nl 

IdDUN 


at once. 


No. 400 No. 22n 


This new StiUson, Improved by Ridge, 
has music wire, cone coil, safety springs 
sheltered away inside the rugged hous¬ 
ing. As a result the handle, having no 
pin hole to hold the spring, is extra 
strong. It is of heat-treated tool steel 
and so are the jaws. The frame is of 
heat-treated alloy and the adjusting 
nut is also heat-treated. 

There is a useful, accurate pipe scale 
on the hook jaw. The wrench over all 
has swell balance and it^s practically 
unbreakable. 

AU parts of this new Improved StiUson 
are interchangeable with any other 
Stillson. 

A Stillson wrench is a steady sales 
item. The improvements of this new 
Improved Stillson give it new salabil¬ 
ity. If your jobber by any chance 
canH supply you, write us direct. 


THE RIDGE TOOL COMPANY, Elyria, Ohio, U.S.A. 

MaMufaefurrs of JtfDGfD Plpo Tools 



The ^^DAISY” Line 

OFFERS NEW PROFIT OPPORTUNITIES 




/SEND^ 

THIS 

COUPON 


Besides stick-on Rubber Soles, the bi^ Daisy line of Household 
Rubber Goods consists of rubber heels, bath plugs, sink stoppers, 
faucet washers, rubber tubing, bath sprays, furniture casters of 

all kinds and a hundred 
other money making items 
sold in Hardware Stores. 
Write at once for our beau¬ 
tiful new Catalog No. 100. 
It brings, in natural colors, 
pictures and listings of the 
best sellers. Every Hard¬ 
ware Store owner will find 
in it many long-profit, quick 
selling items that should be 
in stock at all times. 

Simply fill out the coupon 
below or mail us a postcard 
or letter for a Free Copy 
of Daisy Catalog No. 100. 

SCHACHT RUBBER MFG. CO. 

HUNTINGTON INDIANA 

Factories at Hssflngfon and Nebfeivlffe. Ind. 


FO R 


CATALOG 


Name of bvyer. 

City .State. 


Name of store 


Schacht Rabbar Mfg. Co., 
Huntington, Ind. 


Send US yoer new Daisy Catalog No. 100, 
tree and postpaid. 
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Indiana Convention Report 

{Continued from page 92) 


insurance acts now are National law 
no attempt will be made to commit 
this association either in favor of or 
in opposition to them. However, 
since by reason of the permanent 
nature of the employment of hard¬ 
ware salesmen and the comparative 
high wages paid them, less need ex¬ 
ists for such benefits, we urge on 
our State law makers the wisdom of 
abiding by the provisions in the Na¬ 
tional enactment exempting employ¬ 
ers of eight or fewer persons from 
the provisions of the law in any 
contemplated legislation.” 


The association also adopted a 
resolution as standing firmly 
against the passage of bills bringing 
into effect a thirty-hour work week. 
The resolution mentioned specifi¬ 
cally the Walsh government control 
bill, the O’Mahoney licensing bill 
and the Black bill. 

After the reports of the various 
committees were presented, the fol¬ 
lowing officers were elected: Frank 
P. Duncan, Gosport, president, and 
Karl L. Fenger, New Albany, vice 
president. Members of the Execu¬ 
tive Board: Robert Kelley. Wina- 


mac; Carl A. Miller, Kendalville, 
and Paul Ulrich, Indianapolis. 
Members of the Advisory Board: 
Ralph 0. David, Logansport, and A. 
S. Gronemeier, Mt. Vernon, both of 
the latter being past presidents. 
G. F. Sheely was reappointed man¬ 
aging director. 


Mountain States 
Convention 

(Continued from page 94) 

time that notes should come due is 
wrong. 

The proper handling of a spe¬ 
cialty sale, said Mr. NichoUs, 
wheAer of a hardware or strictly 
farm machinery item, began by go¬ 
ing over with the farmer all his 
different sources of probable in¬ 
come, they allowed for other ex¬ 
penditures, and finally arrived at 
a program of payments based not 
on time of year, but on ability to 
pay. Such a plan would improve 
collections, free cash for other use, 
and actually improve sales. 

S. I. Fredregill, Sterling, Colo., 
handled an interesting “Question 
Box” period. Novelty entertain¬ 
ment numbers, arranged by former 
president Otto L. Schumann, Den¬ 
ver, enlivened the sessions. The 
annual H. I. P. Club banquet and 
entertainment was attended by over 
600, the largest attendance in many 
years. The Hardware and Imple¬ 
ment Quartet, composed of Messrs. 
Hill, Ferguson and the Turner 
brothers, sang at sessions, 

A popular convention feature was 
the inauguration of the Mountain 
States 25-year club. John W. Val¬ 
entine, Boulder, Colo., twice a 
president and one of the associa¬ 
tion veterans, presented certificates, 
while blue ribbons were pinned to 
lapels. Twenty-six members were 
announced, and more than half of 
these were present. 

James E. Ward, Monte Vista, in¬ 
troduced new members to the con¬ 
vention. President E. J. Sinn, 
Sheridan, Wyo., conducted the pro¬ 
gram with dispatch, and there was 
zest to every feature. 

The auditing committee, made up 
of D. S. Nevius, Lamar, George 
Allen, Steamboat Springs, and 
Clarence R. Clark, Denver, reported 
a financial gain for the year. Dean 
R. Kendall, La Junta, was chair¬ 
man; Alva Glassbum, Craig, and 
J. R. Lowell, Colorado Springs, 
other members of the hardware 


0 ^ 

GREATER PROFIT! 
FOR 1936 


^ybed 

THE WORLD’S 
LARGEST-SELLING 






INSECT SPRAY 

There’s a new reason why more 
people will buy FLYded Liquid 
Spray than any other kind. 
We’ve given it a new odor— 
not a cloying perfume that tries 
to cover up—but a clean, fresh 
odor. National advenising is 
telling your 
custome rs 
about it. 

They’ll like it 
—ask for it! 


al advenising is your jobber. Pi 

Tl»&i 


You’ll like the way FLYded 
will sell. Because it costs less, 
you sell more. Your turnover 
is faster, your profits greater. 
Get ready for spring and sum¬ 
mer business. Order now from 
your jobber. Pint retails at 
25c. FLYded 
Spray is also 
made in two 
smaller sizes 
—15c and 10c. 


Made hy MIDWAY CHEMICAL COMPANY, Chicago 
—also makers of FLYded Insect Powder 


THE WORLD’S LARGEST-SELLING INSECTICIDES 
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THE WORLD’S GREATEST HAMMER 


THE 

CHENEY NAILER 

THE HAMMER THAT HOLDS THE NAIL 

I T has every feature of all other hammers 
and in addition something no other 
hammer has, regardless of price—the nail 
holding device, which strongly appeals to 
every professional and amateur mechanic. 

Selling at the same price as other good 
hammers, the Cheney Nailer will quickly 
lead the way to increased hammer sales in 
your store. Send your order for a carton 
of Cheney Nailers today and also order the 
Cheney Nailer Sales Maker, the most 
active sales-demonstrator you ever had in 
your store. It turns ti^'^ers into buyers. 

A FULL LINE OF HAMMERS 

HENRY CHENEY HAMMER CORE. 

FACTORY 

LITTLE FALLS, N. Y. 

SALES OFFICE 

302 BROADWAY — NEW YORK, N. Y. 


LE PAGE’S 

WINNER 

OFFER 


Real Casein 
No Heating 
Great Strength 
Moisture- 

Resisting 

Le Page's Winner Offer 




12 only 1 1/2 oz. I Oc size 
6 only 4 oz. 25c size 
3 only 8 oz. 40c size 

1 only 16 oz. 65c size 

FREE 

2 only 4 oz. 25c size 
I only 8 oz. 40c size 

25 Folders—I Display Card 


COST 

$3.00 

SELLS 

FOR 

$5.45 


POPULAR 

SALES 

PRODUCER 


For 

Wood-jointing 

Veneering 

and 

ManualTraining 


80 % Profit on Cost 

You get a real selling aid with this offer—an "eye- 
teasing" display In striking colors and design, that 
acts as a quiet sales producer. The hardware trade 
Is cashing In on the trend for casein glue. That's 
why LePage's makes this Inviting offer on Winners. 
Your jobber will supply you—ask him today! 

RUSSIA CEMENT CO. 

GLOUCESTER, MASS. 
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Ims "CHECKS" 
oppeol! 



PREvektssi 


PtNtTtATlNG 0«l 

•^lls StWING MACMIHC 

MO«vms h«{AAMS. • 

■^^TQMD gm paBTS TO<XS_ 


VALUASLI iOOiaET IMSiOi 


SMALL 


SiZf 


3'INONE oil 


buno op 

^••AI and VtCITASL* 


lUBP/CAT^i 

CllAMS ABO 
POLISHOS 

prbvbnts 

rustano 
tarnish ’ 


tTii III *** 

• PH 1 


■ CHECKS ABRASION - 

DOES NOT COLLECT 
GRITTY DIRT 

■ CHECKS FRICTIONAL 
RESISTANCE -provides 

LONG-LASTING LUBRICATION 

■ CHECKS HARMFHL RUST - 

KEEPS WORKING PARTS 
CLEAN AND BRIGHT 

3-in-One Oil appeals instantly to 
all customers. It has something — 
special blending from three oils to 
assure triple protection. This 
famous oil checks wear, minimizes 
friction, stops rust. And when you 
check your cash slips, youll find 
3-in-One sending sales up! One and 
3-oz. spout cans; 1, 3 and 8-oz. 
bottles. Displays sent free. 

ORDER FROM YOUR WHOLESALER 

For free displaywrite 

THE A. S. BOYLE CO. (INC.) 

Clndnitatl, Ohio 


resolutions committee. Karl W. 
Farr, Greeley, Charles Montandon, 
Brighton, and J. F. Gordon, Colo¬ 
rado Springs, comprised the imple¬ 
ment resolutions committee. R. L. 
Patterson, Fort Morgan, Colo., 
headed the nominating committee, 
other members of which were J. L. 
Tagert, Meeker, and B. F. Early, 
Laramie. 

Officers elected were William S. 
Hill, Standard Mercantile Co., Fort 
Collins, Colo., president; John B. 
Valentine, Boulder, Colo., first vice- 
president; Mark R. Schmidt, Grand 


Junction, Colo., second vice-presi¬ 
dent ; Alva Glassbum, Craig, di¬ 
rector for one year; Clarence R. 
Clark, Denver, Colo., and Ed Ro- 
mine, Schulte Hardware Co., Cas¬ 
per, Wyo., directors for three years. 
The board of directors reappointed 
John T. Bartlett, Boulder, Colo., 
secretary-treaturer. 

Entertainment features of the 
convention were in the hands of the 
H. I. P. Club, of which Win Sale, 
Mountain States representative of 
the National Lead Co., was presi¬ 
dent. 


Danger of Direct Buying 

{Continued from page 67) 


They will set up their clerk-man¬ 
ager as an independent retailer 
and add the 10 per cent or more, 
to the delivered cost of their 
goods. 

Many of the other store man¬ 
agers, not being in a position to 
acquire a store of their own, may 
still follow their “direct buying” 
training and habits, even if they 
must eventually organize cooper¬ 
ative groups among the consum¬ 
ers, and therein lies a new danger 
signal. 

Even now, over one billion dol¬ 
lars worth of merchandise is dis¬ 
tributed annually through coop¬ 
erative consumer groups. The 
largest number of these groups 
is, of course, ^ti^ong the rural 
farm trade on heavy merchandise. 

On December 11, 1935, I re¬ 
ceived a letter from the president 
of the Elkhart Business College, 
expressing concern about the 
many ecoijomic changes in the 
minds of young people, and says 
in part, “I wonder what would 
happen to our economic structure 
if the public would go direct to 
the producer for supplies and 
eliminate the retailer, as some re¬ 
tailers have recently eliminated 
wholesalers?” 

Obviously, should this cooper¬ 
ative movement spread to 50 per 
cent of all commodities produced 
in America, it would become a 
“one time prime cost” distribut¬ 
ing system, resulting in a com¬ 
mercial catastrophe of greater 
widespread qnemployment and 
cause the vacating of thousands 
of retail store buildings, which 


could no longer remain as tax- 
paying property. 

Yet, with a further curtailment 
of direct buying, as was re¬ 
flected by the improvement in 
general business conditions dur¬ 
ing 1935, and by a determined 
effort to support the wholesale 
“three times prime cost” distrib¬ 
uting system, which faithfully 
served this nation for 100 years 
before 1920, America should come 
out of this depression and into a 
new period of prosperity by the 
autunm of 1938, or two years 
after the approaching presiden¬ 
tial election. 

I know of one sound method to 
prevent further elimination of our 
population, and likewise bring na¬ 
tional income back to normal. 
Here it is. 

Every sales representative en¬ 
tering your store to sell you a bill 
of goods “direct” from the fac¬ 
tory or producer under the theory 
. . . remember 1 said under the 
theory, that you can “buy that 
way for less,” and thereby “sell 
for less,” give him your order if 
you need the goods, and then 
write on that order, “This mer¬ 
chandise to be delivered or billed 
at net prices quoted, through our 
favorite wholesaler.” 

If you fail to do that, then who 
shall we blame for prolonging the 
depression, and how will you 
eliminate the danger of direct 
buying? 

Note: Figures used in this 
article are given in “round” num¬ 
bers instead of actual dollars and 
cents to simplify the information. 


118 


HARDWARE AGE 


Digitized by 


Google 













STOVE BOLTS AND 
MACHINE SCREWS 

*^0U can be sure your customer will 
be pleased when you supply him with 
Eagle Stove Bolts or Machine Screws. 

Reasons are four—^and more, but the 
four are these: 

1. Carefully selected material. 

2. Accurate Workmanship. 

3. Especially Clean Threads and 
Slots. 

4. Excellent Packing. 

Stock these superior Eagle products for 
profit and satisfaction. 

e e e 

The Eagle Quality Line 

Night Lotch«s Stor« Door Sots Wood Scrows 
Tmoli Locks Podlocks Stovo Bolts 

Front Door Sots Coblnot Locks Mochioo Scrows 



2t Woi^rTs^e^^p Vt>rK 

Brooch OBicos: 

521 Cooimorco St. 179 N. Fronldlii St. 114 Bodford St. 
Fhllodolpkio, Po. Chieogo, III. Boston. Most. 

Works at Torryville, Conn. 


FEBRUARY 13, 1936 


FULL PROFIT 

Eyefi^ Month in the Yian 


Nourish Your Busiuess 

with these 

^^Bread & Butter^’ Items 

Peerless Folding Furniture 

Here’s a line for Hardware dealers that recognizes all aea- 
soThs. Highly profitable specialties as well as staple items 
which keep sales humming. Peerless Folding Furniture in¬ 
cludes not only camp and other outing furniture, but the 
colorful chairs of different types for lawn, porch, veranda, 
studio, beach and boat, and also our all-wood folding chair 
for as.semblies, Juvenile Furniture, etc. Here are just a few 
of the varieties! Get our catalog to learn our complete line! 


This Low Frioed liem 



Here's a unique number—our No. 90 
f'hair, light yet strong, with durable 
relnforeed seat. For added comfort, 
front is 16 in. high while back is 13 
In. t’hair, 24 in. wide over all. 30 in. 
high, seat 16x16 in. This chair folds 
to 32x.’ix24 in. See page 13 of our 
(‘atalog, or let ua send sainplcH. 

So. 9.’) Chair is the same as No. 90 
except a rocker ehair. Folds to 35x7x 
2 min. 


FuNhLam|i Furniture 

Take advantage of the big touring, 
ramping and outdoor seoson just ahead. 
The Peerless Folding Furniture is 
made with convenience, hard usage 
and strength in mind. Get a line on 
our cots and pads, stools, chairs, 
tables. Iieach backs, covers, paulins. 
(to. 

And consider our No. 35 Chair that 
folds two ways and weights only fif¬ 
teen pounds Varnished wood ; double 
filled duck cover. 



Sfimetliin^ for Fishing! 


Tucker’s 

‘FISH-N-FLOAT” 

Nationally Advertised 






Sell this unusual device to fishermen. Then they can wade in deepest 
water and catch big fellow’s lurking in otherwise inaccessible places. 
The FlSH-Nl-FLO.\T holds regular 6.00x10 inner tube. Comes with 
tube permanently Installeil or with zlp|)er on cover for easy removal. 
One may furnish his own tube. Weighs only 4 i>ounds complete. Straps 
attachetl for carrying on shoulders when out of use. Free folders for 
distribution. TV rife or tcire for complete details. 

IF your interest is IN TENTS, write for Tent Literature 

Send for our 1936 catalog! 

Samples of above products sent responsible firms 
—to be returned or kept as part of order. 


TUCKER DUCK 

& RUBBER CO. 

Dept. ISB3II ^ort Smith, Ai’kansas 
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CONVENTION CALENDAR 





We’ll gladly send SAMPLES OF 
POLLY WADS Polishing Papers to 
prove how downright good they are. 
They quickly put a beautiful polish 
on Silver, Brass, Chromium, Alu¬ 
minum, Copper, Nickel, Pewter, etc. 
—They thoroughly polish—not part¬ 
ly—in fact 


Clean and Polish ALL Metals 

like new. Wonderful for Glass. 
Chemically treated. Contain no 
harmful Ingredients. Will not 
scratch delicate plating. Put up 
ten convenient size papers in at¬ 
tention compelling cellophane 
wrapped Red and Blue package to 
retail like “sixty” at ten cents and 
net you a “sweet” profit. Packed 24 
packages In Display Carton. 


Write for FREE Samples and our 
Sales Promotional Plan No. 1 
Using DEMONSTRATIONS. 

PADCO, INC., 342 MADISON AVE., N.Y. 



Connecticut Hardware Associa¬ 
tion Annual Convention, Hotel Bond, 
Hartford, Conn., March 4 and 5, 
1936. Charles F. Freeman, secre¬ 
tary, Branford, Conn. 


Hall Hardware Company’s Thirty- 
third Annual Stockholders’ Meeting, 
Convention, and Exhibit, Minne¬ 
apolis. Minn., Feh. 18 to 20 inclu¬ 
sive, 1936. Business sessions and 
exhibition: The company’s build¬ 
ing, 6th to 7th Ave. No. on Third 
St. G. E. Hall, president and man¬ 
ager. 

Missouri Retail Hardware Asso¬ 
ciation 38th Annual Convention and 
Exhibition, St. Louis, Mo., Feb. 18 
to 20 inclusive, 1936. Headquarters, 
exhibition, and sessions. New Jef¬ 
ferson Hotel. F. X. Becherer, sec¬ 
retary, 2861 Gravois Ave., St. Louis. 

Montana Implement and Hard¬ 
ware Association Annual Conven¬ 
tion, Butte, Mont., Feb. 13 to 15 
inclusive, 1936. Headquarters and 
sessions: Finlan Hotel. R. M. 
O’Hearn, secretary, Bozeman, Mont. 

National Retail Hardware Asso¬ 
ciation Thirty-seventh Annual Con¬ 
gress, Hotel Chalfonte-Haddon Hall, 
Atlantic City, N. J., July 20 to 23 
inclusive, 1936. H. P. Sheets, man¬ 
aging director, 130 East Washing¬ 
ton Bldg., Indianapolis, Ind. 

New England Hardware Dealers 
Association 43rd Annual Convention 
and Exhibition, Hotel Statler, Bos¬ 
ton, Mass., March 11 to 13 inclusive, 
1936. G. C. Small, secretary, 140 
Federal St., Boston, Mass. 

Ohio Hardware Association 44th 
Annual Convention and Exhibition, 
Cincinnati, Ohio, Feb. 18 to 21 in¬ 
clusive, 1936. Business sessions, 
headquarters, and exhibition: Neth- 
erland Plaza Hotel. John B. Conk¬ 
lin, secretary, 175 S. High St., 
Columbus, Ohio. 

Pennsylvania and Atlantic Sea¬ 
board Hardware Association Annual 
Convention and Exhibition, Balti¬ 
more, Md., Feh. 24 to 28 inclusive, 
1936. Sessions and exhibition: 5th 
Regiment Armory. Hotel Headquar¬ 
ters and Entertainment: Lord Balti¬ 
more Hotel. W. Glenn Pearce, 
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managing director, 400 N. Broad 
St., Philadelphia, Pa. 

Southern Hardware Jobbers’ As¬ 
sociation Forty-sixth Annual Con¬ 
vention, jointly held with the 
American Hardware Manufacturers’ 
Association Seventy-second Semi- 
Annual Convention, Memphis, Tenn., 
April 20 to 23 inclusive, 1936. Sec¬ 
retary Manufacturers’ Association: 
Chas. F. Rockwell, 342 Madison 
Ave., New York City. Secretary 
Jobbers’ Association: T. W. McAl¬ 
lister, 1020 Grant Bldg., Atlanta, 
Ga. 

Southeastern Retail Hardware and 
Implement Association 22nd Annual 
Convention and Exposition, City 
Auditorium, Atlanta, Ga., May 19 
to 21 inclusive, 1936. H. M. Sim¬ 
mons, secretary, 317 Ten Forsyth 
Street Bldg., Atlanta, Ga. 

Triple Convention of the South¬ 
ern Supply and Machinery Distrib¬ 
utors’ Assn., the American Supply 
and Machinery Manufacturers’ 
Assn., and the National Supply and 
Machinery Distributors’ Assn., Hotel 
Ambassador, Atlantic City, N. J. 
May 11 to 13, inclusive, 1936. Sec¬ 
retary, National Association: H. R. 
Rinehart, 505 Arch St., Philadel¬ 
phia, Pa. Secretary, American As¬ 
sociation: R. Kennedy Hanson, 916 
Clark St., Pittsburgh, Pa. Secretary, 
Southern Association: Alvin M. 
Smith, c/o Smith-Courtney Co., 
Richmond, Va. 

The Hardware Association of the 
Carolinas Annual Convention, 
Charleston, S. C., Jlme 9 to 11 in¬ 
clusive, 1936. Headquarters and ses¬ 
sions: Francis Marion Hotel. Arthur 
R. Craig, secretary, 803 Commercial 
Bank Bldg., Charlotte, N. C. 

The Retail Hardware Association 
of Alabama, Inc., Annual Conven¬ 
tion and Exhibit, Mobile, Ala., May 
5 to 7 inclusive, 1936. Headquarters, 
sessions, and exhibit: Battle House. 
J. H. Crowe, secretary, 410 N. 
Twenty-first St., Birmingham, Ala. 

Virginia Retail Hardware Asso¬ 
ciation Annual Convention, Rich¬ 
mond, Va., Feb. 25 and 26, 1936. 
Headquarters and sessions: J<^ 
Marshall Hotel. Thomas B. Ho¥rell, 
secretary, 602 E. Broad St., Rich¬ 
mond, Va. 
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IMPORTANT PRICE REDUCTION 

ON 

MICKLIN CORNERS 


Micklin Comers prices have been reduced from 20 to 

33 1/3 per cent! Because of their superior design and 
high quality, Micklin Comers have always sold at a 
premium of S4 per set . . . the retail price of Dual 

Comers being 25^ and Single Comers 15^ per set. 


Now, due to increased distribution, we have reduced 
the retail price of Dual Comers to 20^ per set and 

Single Corners to 10^ per set. 


Take advantage of these new low prices and use 

Micklin Comers as a leader for your spring screen 
trade. Place your order with your jobber today. If he 
cannot supply you, write us for prices, sales helps, 
and advertising. 


MICKLIN MFC. CO. 


19th and Nicholas Sts. 


OMAHA, NEBR. 


Look FIRST 

TO THE MACHINE 

for Profitable Sander Rentals 


DREADNAUGHT SANDER STANDS ALONE 

3600 dealers say the DREADNAUGHT can’t be beat for sander rental service. 
No sander of other make anywhere near its weight, size or cost, begins to approach 
DREADNAUGHT for efficiency or dependability. This is not a mere claim — 
IT IS A FACT —backed by the experience of 3600 dealers who KNOW WHAT 
THEY ARE TALKING ABOUT. 


LOOKS Just compare the DREAD• 
MAUGHT for looks. It’s as trim and fracofol 
as a modorn vacuum cleaner. Its appearance 
Invites even the most inexperienced to use it. 
And thousands have done so. with outstand* 
Inf success. 


• IN PERFORMANCE 

the DREADNAUGHT leads them all. 400 to 
J500 so. ft. of old varnished floor, or from 
HOC to 2500 sq. ft. of new floorinp can be 
sanded perfectly in 8 hours. And it’s so easy 
to use. Paper can be changed in a Jiffy. 
Brushes are instantly accessible without dis¬ 
assembly. Pistol grip with trigger switch and 
universal position handle give instant, positive, 
convenient control at all times. 


• IN DEPENDABILITY 

from all practical considerations DREAD¬ 
NAUGHT is TROUBLE-PROOF. It can take 
terrific abuse and come up smiling. 20 years 
of specialization in portable sander manufac¬ 
ture have gone into developing OREAD- 
NAUGHT. It’s unquestionably the most 
DEPENDABLE Bander on the market, bar 
none. 

• IN PROFITABLE 

RENTABILITY ^our customers pre¬ 
fer DREADNAUGHT because they can see at 
a glance it is easy to operate. The carefully 
developed DREADNAUGHT RENTAL PLAN 
is complete in every detail. Does 90% of the 
selling for you. Makes your paint department 
100% complete and profitable. Increases fln> 
ishing material sales many times over. WRITE 
FOR COMPLETE INFORMATION. 


DREADNAUGHT SANDERS 

Clarke Sanding Machine Co., Depf. HA-236, Muskegon, Mich. 



Easily Portable 
Weighs Only 
46 lbs. 


3600 DEALERS ENDORSE DREADNAUGHT 

AS THE MOST PRACTICAL AND DEPENDABLE DF ALL RENTAL SANDERS 
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Better Ad Layouts 

iContmued from page 65) 



tisement is attractive and appeal¬ 
ing to the eye, an underlying 
geometrical design is evident. 

While there are a large number 
of such designs, ranging from sim¬ 
ple squares to polyhedrons, the 
more complicated figures may well 
be eliminated and our system of 
layout design held to the simplic¬ 
ity which marks it throughout. We 
shall use but three figures: the 
triangle, the rectangle, and the cir¬ 
cle—and combinations of these. 

In preparing his advertisements, 
the reader is asked to put aside 
temporarily the difficulties of bal¬ 
ance, unity, emphasis, psychology, 
atmosphere, and the other elements 
of effective display, and to con¬ 
centrate his attention and ingenuity 
in the construction of interesting 
and attractive geometrical patterns 
within his advertising space. Many 
a design unconsciously sketched 
upon a pad by the business man 
absorbed in a telephone conversa¬ 
tion could be built into a highly 
successful advertisement. 

The reader should simply (Rule 
1) sketch with a pencil a basic de¬ 
sign that of itself is attractivey 
whether the design take the form 
of one of the three figures previous¬ 
ly mentioned, or combinations of 
them. As to what constitutes at¬ 
tractiveness, little need be said. 
The eye will instinctively discard 
some patterns as .unpleasing, and 
just as instinctively accept others. 
Advertising knowledge is not re¬ 
quired, an understanding of the 
laws of composition is of little im¬ 
portance: the eye may be relied 
upon to judge the attractiveness of 
the design so long as it is not dis¬ 
tracted by type, illustrations, and 
so on, but confines itself solely to 
geometrical pattern. 

When an attractive design has 
been secured, the construction of 
the advertisement itself will follow 
as a matter of course. Balance, 
unity, and other display elements 
will automatically take care of 
themselves, and the advertiser may 
build with the assurance that his 
completed advertisement will lack 
none of the necessary display fea¬ 
tures, that it will achieve the pur¬ 
pose for which it is intended. 


The Triangle 

Assuming that the reader elects 
to use the triangle, it will at once 
be seen that there are hundreds of 
combinations of this single geomet¬ 
rical form which may be placed 
within the advertising space. Long, 
slender triangles; fat, chunky tri¬ 
angles; large ones; small ones— 
the variety is limitless. The shape 
of the triangle used, or the d^ree 
of acuteness or obtuseness of the 
angles formed by the junction of 
the lines which make the sides of 
the triangles, have little to do with 
the matter—^the question involved 
is solely that of using the figures to 
fill the advertisement space with 
an attractive design, just as a child 
at kindergarten would do. 

In the accompanying illustra¬ 
tions are shown three combinations 
of triangles which demonstrate the 
use of the geometrical method of 
layout design. In Fig. 1 we have 
two triangles superimposed one 
upon the other to form an elon¬ 
gated hexogram. The mythical Mr. 
Harper who arranged this design 
liked that particular geometrical 
form and used it to fill the space of 
the advertisement he was prepar¬ 
ing, as suggested in Rule 1. Now 
let us see how this skeleton is used 
to build the completed advertise¬ 
ment. 

First, it should be noted that, 
while the design is equidistant 
from the sides of this three 
column by 10 inches advertise¬ 
ment, it is not true with regard to 
the top and bottom. (Rule 2) In 
preparing the geometrical design 
it should invariably be placed 
above the middle of the advertise¬ 
ment —^that is, closer to the top 
than to the bottom. 

The reason for this is that the 
practice assists in obtaining an 
advertisement well balanced verti¬ 
cally. The theoretical center of 
balance should be slightly above 
the center of the advertisement, and 
while the upper part of the adver¬ 
tisement may often be accented by 
the use of larger type or illustra¬ 
tions, even when the design itself is 
too low, it is much better to place 
the design properly to begin with 
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LATER 


ITS MY FAULT,SAM. THE DEALS 
SOUNDED GOOD, BUT THE DARN 
ED STUFF doesn't SELL. I'M 
CURED. LETS STICK TO A NATION 
AL BRAND OUR 
CUSTOMERS KNOW. , 
O'CEDARISTHE ONLY ' /1|9| 
POLISH WOMEN ASK fTl 
FOR ANYWAY ! 


I WANT ANOTHER BOTTLE OF O-CEDAR 
FURNITURE POLISH-YOU KNOW WEVe ALWAYS 
USED O-CEDAR POLISH AND MOPS IN OUR 
HOME. WE WOULDN’T THINK OF USING 
ANY OTHER ! 


THEYRE FINE PRODUCTS 
MADAM-AND WE FIND 
O-CEDAR A GREAT COMPANY 


BILL AND SAM LEARN HOW TO GET VOLUME 
AND TURNOVER ON POLISH 


IM NOT AN UNKNOWN 
POLISH YOUR CUSTOMERS 
NEVER HEARD OF - IM 
O-CEDAR „THE WORLD'S 
FASTEST SELLING FURNITURE 
POLISH. I'm a PROFIT-MAKER 
FOR YOU AND don't FORGET-i'M 
NATIONALLY ADVERTISED TOO.' 




POLISH, MOPS AND WAX 

Household favorites for 28 years throughout the civilized world 




ABOVE 

Everhot Automatic Roaster- 
Complete with thermostat, sig¬ 
nal light, thermometer, chro¬ 
mium heat reflector cover. 
Stain-proof body finish. Fully 
equipped with utensils. 

RIGHT 

Everhot BufTeteria—Chromi¬ 
um-plated deck equipped with 
two removable red lined 
vitreous enameled pots, each 
of 2 quarts capacity and each 
having chromium plated 
covers. 


AUTOMATIC 


EVERHOT ROASTER • BAKER 
THE MORE USEFUL ROASTER 

Sell the new Everhot Automatic Roaster and the Everhot Buf- 
feteria. . . . The Buffeteria transforms the roaster into an 
attractive buffet server which keeps cooked food hot and tasty. 
This Everhot double use should double your roaster sales. And 
every Buffeteria sold with a roaster means extra profit. . . . 
The electric roaster is, itself, salable the year 'round—women 
use it winter and summer. Cooks complete meal—roast, po¬ 
tatoes, vegetables—in one operation; saves on food, effort, time 
and fuel. . . . Our imitation food display makes the Everhot 
easy to sell. Remember, every prospect for an oven roaster is 
also a prospect for the Everhot. And every prospect for a 
casserole is a prospect for both the roaster and the Buffeteria. 
Sell Everhot to increase your year-'round profits. 

ASK YOUR HARDWARE OR ELECTRICAL JOBBER 


YOUR STORE CAN BE 

CANNING 

HEADQUARTERS 

The modernized Conservo Steam Canner is 
designed to increase efficiency in canning 
—r^uces time, trouble and expense; 
works efficiently over any kind of stove. 

.... 'Write now for information on our 
canning contest. This effective merchan¬ 
dising plan will enable you to bring an 
enormous volume of business on all can¬ 
ning equipment to your own store—an 
easy, practical way to reach a new peak 
in profits. 

THE SWARTZBAUGH MFG. CO. 

TOLEDO, OHIO, U. S. A. 
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JOIN THE 


OP ESico 



The continued etridet of the Eileo Iren In the 
Industrial fields have proven to be a sold mine for 
the progressive retailer. 

A quality product plus consistent advertising will 
guarantee you a handsome profit. 

VfTitt today for the full datoila regarding Raiao 
aalea promotional plana, with which tha handaotno 
ohrome trimmad diaplay panel ia aupplied FREE. 

CO., INC. 

342 W. 14th Street Now York, N. Y. 


iSDEi 


ARMSTRONG 



Tools for Home Workshops 

ACE 

Lathe Sets 


3 Turning Tools 
2 Cutting-off Tools 
Knurling Tool 
Boring Tool 
Threading Tool 
with High Speed 

r\ w a Cutters and 

Does Every Lathe V.W. 

Operation **** 

The ACE Set provides the proper tool for 
every metal-cuttingr lathe operat ion. De- 
sigmed and manufactured by ARMSTRONG, 
makers of the lathe tools use<l In over 96% 
of the machine shops and industrial plants, 
ACE Tools far surpass in quality and finish 
those ordinarily sold for home workshops, 
still are priced to meet all competition. 

Sold by hardware stores 
everywhere, individually or 
in the Lathe Set — ACE 
TOOLS can make you 
**Homeoraft Headquarters" 
in your community. Display 
them prominently. Invite 
comparison. They will sell 
themselves and your store. 
Write for Counter Cireulare 

ARMSTRONG BROS. TOOL CO. 

y **rJk« Tool Holder PoopU- 

wWr 814 N. Pranelnew Ava., CHICAGO, UJIJL 
Ntv Ytrfc Saltp 0««: 109 Ufmttt Sbwpt 


Priced to 
meet all 
compedtion 


and thus avoid artificial measures. 
A glance at the other advertise¬ 
ments illustrated will show that 
this rule is always followed: the 
completed geometrical design 
should have its vertical center 
slightly above the center of the 
copy space. 

Second, it will be seen that the 
use of white space has been gener¬ 
ous. Upon this same basic design, 
an advertisement could have been 
prepared using considerably more 
type matter and less white space. 
But the advertiser’s purpose should 
never be simply to fill space, but 
to fill it effectively—^that is, with a 
message which will result in sales. 
The mere fact that all of the space 
must be paid for is not a good rea¬ 
son for jamming it full of copy, 
particularly so since the use of 
white space is often much more ef¬ 
fective as a display element than 
type itself. 

Placing the Headings 

In our mythical Harper & Com¬ 
pany’s first advertisement, Fig. 1, 
it will be seen that Mr. Harper has 
placed headings at three different 
parts of the geometrical design— 
at the points, along the horizontal 
lines, and at the crossing points of 
the lines in the design. In using 
triangles as the basic foundation 
of a layout (Rule 3) Afam head¬ 
ings should always be placed as 
indicated by the points^ the cross 
lines^ and the base of an inverted 
triangle. The base of a non-inverted 


triangle may be used or ignored 
at the option of the advertiser. The 
only exception to this rule is when 
the point of an inverted triangle 
happens to be at the very bottom 
of the copy space, in which event 
it may either be used or ignored. 

In Fig. 2 appear what may seem 
to be additional exceptions. The 
fourth series of headings are 
placed where there is neither a 
point, a base, nor a crossing, and 
the same thing is true of the small 
heading in the lower left hand cor¬ 
ner of the advertisement. TTiese, 
however, are not exceptions to the 
rule, but rather a demonstration of 
the flexibility of the geometrical 
method of layout design. Inasmuch 
as this particular use of headings 
finds greater application when 
used with rectangles as the basic 
design, a discussion of it will be 
reserved for the following article* 

In the meantime, the advertiser 
now has at hand a method of lay¬ 
ing out advertisements that will al¬ 
ways produce attractive results, ad¬ 
vertisements that will be perfectly 
balanced, that will catch the read¬ 
er’s eye, that will do their full 
share of the job of selling. The 
three illustrations are but ex¬ 
amples of the hundreds of differ¬ 
ent designs which may be made by 
anyone, advertising expert or lay¬ 
man, each of which will form per¬ 
fectly balanced advertisements if 
the display rule—points, bases,, 
and cross lines—^be followed. 

(All rights reserved) 


Who Is Going to Pay the Bills? 

{Continued from page 88) 


to a western fort near a large city. 
Life in the fort becoming some¬ 
what monotonous, without the 
consent of his superior officer he 
wandered to the city and suc¬ 
cumbed to his former bad habit. 
A guard was sent after him. He 
was brought back to the fort, and 
for taking French leave, he was 
put in a work gang. He was dig¬ 
ging in a ditch when it caved in 
and the poor fellow was killed. 
Now, of course, all of this is very 
sad, but we are writing from the 
standpoint of a square deal to the 
fellow who pays taxes. The widow 
of this soldier who never smelled 
gunpowder, and who as a matter 


of fact was only in the army a 
few months, put in her claim, and 
* for the past 25 years she has regu¬ 
larly drawn $30.00 a month,. 
$360.00 a year, or a total of 
$9,000.00. What for? TTiis is 
just one case. Just think of how 
many thousands of others there 
are. 

Once I knew a conductor on 
one of the railroads in the West 
who was just as honest as a man 
could be dealing with his friends. 
However, he regularly ‘‘knocked 
down” on the railroad. When we 
discussed the subject, he remarked 
that he would consider it entirely 
beneath him to take advantage of 
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BcnoBlI 

Qlaimaiiin 


SINCE 


Sister Bell 
6 cup 


Madame Bell 
8 cup 


Junior Bell 
4 cup 


The Popular Bell Family 


Never was a percolator more popular than any one in 
the Bell Family. In it there is a size for every household 
need. 

WEST BEND “Bell” percolators (in a brand new design) 
fill the public demand for modern design and efficiency. 

Entirely new, they have a small glass top (one size for 
all), a new graceful handle, and tall straight lines. Their 
beauty and style make them suitable for use on the A display of the Bell Family in your store will result 

dining room table and for afternoon coffee service. in the sale of all sizes at a good margin of profit. 

The complete WEST BEND line offers a wide price range .... 

® profit on every item. The 25th Anniversary catalog includes uTv 

i/ creations by WEST BEND. If you have not received your MHl 

copy, write for it. IBffll 


Each size is equipped with a Thermoplax non-burn han¬ 
dle, welded spout, and flat base for economical heating. 
The deep flange on the cover prevents boiling over. There 
are no hinges or rivets on the cover to break or come 
loose. 


PATENTED BY ABW 


As permanent as the handle itself, attrac¬ 
tive, unique and only available on ABW 
shovels, spades and scoops, this new die 
pressed label is of proven merchandising 
value. 




By a special and exclusive 
process ABW shovel labels are 
die pressed in colors into the 
wood handle. They can not 
become mutilated, or torn in 
shipment and will not come 
off. Eliminates unattractiveness 
of scratched and torn labels 
in your stock. 


ASK YOUR JOBBER 


Ames Baldwin Wyoming Co 

Parkersburg, W. Va. North Easton, Mass 
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Seme Real 
Sellers NOW 
IN SEASON 



This new Easel Display puts Red Devil 
Class Cutters right out in the open 
where they can be seen — and sold 
quickly. Wheels are sealed in oil by 
transparent, air-tight caps which cover 
cutter heads—evidence to customers 
that each cutter is in original factory 
tested, perfect condition. 



Triangle Claziers Points in handy 5c. 
packages. Displayed for quick sale on 
the counter. Each package contains a 
Point Driver. 


Mode of 
STEEL 
Aod 

llobrook- 

oblo 



For 
Axos 
Hotehots 
Hommors 
etc., ote. 


GENUINE GRADY WEDGES 


**They Hold Uke o FItft Hook" 
(AU SIZES) 


LANDON P. SMITH, Inc. 

IRVINGTON. N. J.. U. S. A. 



r^LASS CU 

T’ERS ; 

■iAZIERs -oiN 

IS ■ u; Ab^ 

I'UT'v kN; 

■ wr; 

t"'. D SCR Ai-'LPS 

• L AX N '4 P 'S-Li 


any friend or any individual, but 
he didn’t think there was any¬ 
thing wrong in ‘folding out” on 
a large railroad corporation. You 
see the same idea with juries. I 
was on a jury once where a 
woman sued a street car line be¬ 
cause she had jumped off the car 
and seriously hurt herself. The 
conductor of the car did all he 
could to stop her from jumping, 
and the case was absolutely clear 
that the fault was all hers. How¬ 
ever, when the jury got together 
and the matter was discussed in¬ 
formally before taking a vote, one 
of the jurymen suggested that as 
she was a poor woman and had 
been to a lot of expense coming 
to town to try the case, while we 
knew it was her fault, as the street 
car line was a rich corporation 
wouldn’t it be a good idea for us 
just to vote her $500.00. I stren¬ 
uously objected, and after several 
hours of argument the woman was 
turned down. Now, of course, 
this was a shame. I was a hard¬ 
hearted person. But as a matter 
of fact, if we will admit it, isn’t 
there exactly the same sort of feel¬ 
ing when we deal with the United 
States government. If anybody in 
any way, regardless of fairness 
and justice can put it over the 
government, he actually pats him¬ 
self on the back and considers 
himself a very bright, smart man, 
and if the story should happen to 
be told to his neighbors they 
would all agree that Bill was 
smart when he put a swift one over 
on Uncle Sam. 

Amos Pinchot 

At the dinner of our opinion 
club, Amos Pinchot, who is a very 
humorous speaker, had a lot of 
fun with the administration. He 
had everybody laughing good- 
naturedly with him at ex-Gover- 
nor Sweet. But ex-Govemor 
Sweet, who did not indulge in side 
issues, but who made a straight 
from the shoulder administration 
speech said some very interesting 
things. For instance, in discuss¬ 
ing “regimentation,” he referred 
to England and made the state¬ 
ment that here in the United 
States we do not know what regi¬ 
mentation means, but if wish to 
find out we can go to England 
and we will find that almost every¬ 


thing there is regimentated by the 
government, from the time one 
gets up in the morning until the 
time one goes to bed at night He 
described how the law of supply 
and demand is handled in Eng¬ 
land. He referred to the diamond 
mines and the selling of dia¬ 
monds. When there is a good de¬ 
mand for diamonds, the diamonds 
come out of the mine and are sold 
to the public. When the demand 
falls off, the output of the mines 
is reduced. He referred to cop¬ 
per, and how the copper market 
has been regulated in cooperation 
between the English government 
and English copper merchants. 
He gave us a very interesting ac¬ 
count of the sugar situation, of 
how sugar has been regulated so 
the output of Cuba, Louisiana and 
the beet sugar growers of the 
West would not destroy each 
other. Then he made a very strik¬ 
ing illustration in discussing the 
necessity for constitutional amend¬ 
ments to provide for today’s con¬ 
ditions. He reminded his audi¬ 
ence of when Christ and his 
disciples entered a com field on a 
Sabbath Day and picked and ate 
the com. He said we would re¬ 
member that it was against 
Hebrew law for com to be picked 
on the Sabbath Day. When Christ 
was criticized for allowing his 
disciples to pick and eat the com 
on the Sabbath, his answer was: 
“God created the Sabbath for 
man. He did not create man for 
the Sabbath.” 

He referred to life insurance 
companies, of their many years 
of success, of the billions they had 
paid out, of the general confidence 
in them on the part of the people 
in the country today. But, added 
the governor, no other business 
in the United States is so regi¬ 
mented, in other words, regulated 
by law, as the insurance com¬ 
panies. You can take out a policy 
in any of the great American 
companies in China, in Africa, in 
Europe, and the rate is exactly the 
same as in New York. 

Years ago when laws were 
passed governing the national 
banks of the country, there was a 
great hue and cry. It was govern¬ 
ment regulation, government regi¬ 
mentation. But no one will deny 


HARDWARE ACE 


Digitized by 


Google 



















Money-making Discovery No. 1 



1. WHILE REARRAls)OlNO MERCHANDISE, FINDS BISSELLS 
TUCKED IN out-of-the-way CORNER. 

- —mm - 



2. DECIDES he'll have TO STAND BISSELLS IN MSLE 
UNTIL HE. GETS THINGS SORTED OUT. 



3. DISCOVERS CUSTOMERS HAVE SEIZED BISSELLS AND ARE 
DEMONSTRATING THEM ALL OVER THE PLACE.* 



4. IS NEARLY MOBBED BY VVOMCN WHO CROWD AROUND 
WITH CRIES OF ^ILLTAKE THIS ONE* I WANT THIS ONE.^^ 



5. RESOLVES HEREAFTER HELL DISPLAY BlSSELlS WHERE 
WOMEN SEE AND TRY THEM AS SOON AS THEY COME IN / 


r Many dealers know the wisdom of displaying Bissells 
‘ prominently. The only sweeper backed by consistent na¬ 
tional advertising, the Bissell enjoys universal consumer 
acceptance. Turnover is high; good mark-up is assured... 
and there’s no otiFsetting mark-down. A display of Bissells 
never fails to improve the operating statement of a house- 
ware department. Jt will pay you, as it has others, to write 
for the complete Bissell story. 

BISSELL CARPET SWEEPER CO. 

Grand Rapids, Mich. 

New York Office and Export Dept,, 46 W. Broadway, New York 


More Profit 
More Customers 
More Uses 

WHEN YOU SELL THE GENUINE 



PLASTIC WOOD 


Sell Genuine Plastic Wood—the 100% companion item with 
every item in your store—you can make extra big profits by 
mentioning it with every sale of drawer pulls, nails, screws, tools, 
fixtures, brushes, paints, bolts, hinges, glass, casters, locks, screen, 
guns, wire, fencing, etc. 

The 1001 uses of Genuine Plastic Wood make every customer a 
prospect—mention it—resets loose drawer pulls, loose casters, 
loose handles, loose bathroom fixtures; replaces wood rot, fills old 
nail and screw holes, repairs leaky window frames; fills holes around 
pipes, wiring, damaged wood, l^seboard cracks, shelving cracks, 
-tracks around bathtubs, broken toys, 1001 other uses. 

SO SIMPLE TO USE 

Genuine Plastic Wood is real wood in putty form—^when dry 
it can be sanded, sawed, planed, turned on lathe—will take nails 
and screws without splitting, cracking or crumbling—is water¬ 
proof—grease-proof—will adhere to any clean, dry surface—wood, 
metal, stone, glass or porcelain. There is only one *Tlastic Wood” 
—be sure you sell the Genuine. 

BIGGER ADVERTISING SCHEDULE 

Nearly every home in your neighborhood—week after week, 
month after month, will receive Genuine Plastic Wood advertising 
through the pages of—Saturday Evening Post, Collier’s, Liberty, 
American Magazine, American Weekly, Good Housekeeping, 
Capper’s Farmer, Country Gentleman, Popular Science, Popular 
Mechanics, Better Homes & Gardens and numerous others. 
Dealers wishing to tie up with this big 1936 campaign can secure 
colorful displays and a Plastic Wood Demonstration Log abso¬ 
lutely FREE for the asking. 


F1IE£ ADVERTISING MATEMUAL 

Write The A. S. Boyle Co., Inc., 1934 Dana Ave., Cincinnati, 
Ohio; for □ Displays □ Demonstration Log. 

Name . 

Address . 


L 
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Fir Those Who Wont the BEST 


The ontatanding quality nonle 
in the SHERMAN line. Highly 
polished hronze, machined and 
assembled with precision. Bnilt 
to last. Wrapped individnally 
in alternate colors of Black 
and White tissue. One dos. in 
attractive Gold G>yered Dis¬ 
play Box, trimmed with rich 
Black, %'sixe. 

Write for literature and tamples 
SOLD THROUGH JOIIBIS 

H. B. SHERMAN MFC. CO. 
Battte Creek MieUfei 



MAY DOLE 

QUALITY TOOLS 


Each and every item in the 
MAYDOLE Line, consist* 
ing of Hammers, Wrenches, 
Punches and Chisels — is 
built with precision and ac¬ 
curacy. Maydole Hammers 
have an exact and definite 
BALANCE appreciated by 
skilled workmen every- 
w'here. 

Stock the MAYDOLE LINE 
—meet that increasing de¬ 
mand for Maydole Quality 
Tools, obtain those larger 
margins of profit. Sell in 
the interest of progress. 


Maydole Sales Represenfattves 
SURPLESS DUNN & COMPANY 
74 Murray Straet 
Naw York, N. Y. 

34 No. Clinton Straat 
Chicago. Illinois 

JAMES A. RIORDAN 
COMPANY 
1600 East 7th Straat 
Los Angaias, Calif. 

9S5 Bryant Straat 
San Francisco. Calif. 

5319 Admiral Way 

Saattia, Wash. 
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that this government control 
turned out to be of great benefit 
to the national banks and our 
banking troubles early in the de¬ 
pression, we must admit, were not 
caused by too much regimenta¬ 
tion, but not enough regimenta¬ 
tion. 

The same thing is true of the 
stock market. In some quarters 
today there is a great hue and 
cry about the Securities and Ex¬ 
change Gjmmission in Washing¬ 
ton, its rules and regulations, but 
anyone who knom anything about 
the great panic of 1929 and the 
following years of depression, 
knows that if these laws l^d been 
in effect at that time the panic 
and depression, if not averted en¬ 
tirely, would have been very much 
minimized. 


Now in conclusion, as the 
political pot ¥rill start boiling 
soon, let me make a silly sug¬ 
gestion. If you are a “dyed-in- 
the-wool” Republican, I suggest 
that you attend Democratic meet¬ 
ings and listen to Democratic 
speeches. On the other hand, if 
you are a “dyed-in-the-wool” 
Democrat, I suggest you not only 
attend the Republican rallies and 
listen to their speeches, but read 
Republican papers. In other 
words, I suggest, and this is for 
the good of business, that as we 
approach the election, we cut out 
personalities and hysteria, listen 
to both sides of the question and 
go to the polls, not as hogtied 
ready-to-be-delivered party men, 
but as independent, free, Ameri¬ 
cans with minds of our own. 


Texas Convention 


(Continued from page 96) 


given over to “Merchandising Meth¬ 
ods.” 

R. L. Scheef, a grocer of Houston, 
Texas, who is a member of the Red 
and White voluntary chain of inde¬ 
pendently owned grocery stores, 
discussed the operation and benefits 
of this method of handling compe¬ 
tition in considerable detail. He 
said he was not afraid of any com¬ 
petition—^he could handle it all. 

Herman Taylor, Lufkin, who has 
just rearranged his store under the 
guidance of the association, ex¬ 
plained the benefits that accrued 
from the rearrangement. 

Paul Sherrod, Lubbock, a past- 
president of the association, dis¬ 
cussed “Outside S e 11 i n g,” and 
related his experience in getting the 
best results. 

H. M. Swain, executive vice-presi¬ 
dent, Irwin Auger Bit Co., Wilming¬ 
ton, Ohio, talked on “The Institute 
of Fair Competition” — its aim, 
object and the benefits to be derived 
by the trade through the activities 
of the institute. 

The following association officers 
were then elected: Clyde Tomlinson, 
Hillsboro, president; M. S. Henry, 
Crowell, vice-president, and Dan 
Senates was reappointed secretary. 
Directors chosen were: H. P. Hors¬ 
ley, Dallas; H. W. Jones, Garland; 
Eric Lundblad, Georgetown; A. P. 
Sharp, Troup; W. C. Timberlake, 
Texarkana; Herman Taylor, Lufkin; 
T. P. Tucker, Beeville; H. A. Tur¬ 


ner, Madisonville, and Lee Watson. 
Brownwood. 

Resolutions adopted reaffirmed 
the association’s opinion that the 
consumer trade belongs to the retail 
dealer, in any case where the goods 
bought are not intended for resale; 
urged the State Legislature not to 
impose any new tax burdens; ex¬ 
pressed opposition to a general sales 
tax or to a State income tax; re¬ 
quested members to investigate the 
economy of insuring through their 
own mutual company; solicited the 
continuation of efforts of jobbers 
and manufacturers in placing the 
retailer in position to meet existing 
competition; asked implement man¬ 
ufacturers to conform to their own 
definition of an “implement dealer,” 
and protested the serving of outlets 
that do not qualify under that defi¬ 
nition ; urged manufacturers and 
distributors of binder twine to mar¬ 
ket that product through regular 
hardware and implement dealers, 
and expressed appreciation to £. B. 
Gallaher for providing the Clover 
Business Service to the membership. 

More than a hundred women 
attended the convention. A special 
entertainment program was ar¬ 
ranged for them, oemsisting of 
luncheons, style shows, etc. The 
main entertainment features of the 
convention consisted of a dance 
Tuesday night, and of a banquet, 
floor show and dance on Wednesday 
night. 
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EVERY 

t Boosts 

Sales/ 





I NATIONAL SCREEK DOORS | 


# **Tlie National Screen Company is right when they 
say *£very slam is a boost’! The rough treatment which 
screen doors and window screens undergo boosts my 
sales tremendously on National Screen Doors and Win¬ 
dow Screens, because my customers appreciate the extra 
strength and superior workmanship iii these handsome, 
sturdy articles.” The weather does not warp them or 
cause them to sag. 

You would think that such extra quality would make 
National Screen products more expensive—^but no, sir! 
You should see the new 1936 National Screen Catalog 
and price list. Send for them today. 

ASK YOUR JOBBER—Your jobber can tell you about 
the complete line of National Screen Doors, Window 
Screens and Ventilators. They are made in a wide va¬ 
riety of styles and at prices to please your customers 
and keep them pleased. He can give you quick deliveries. 


SEND FOR THIS CATALOG 


NATIONAL SCREEN CO, Suffolk, Va. 

Please send us a copy of your 1936 catalotr 
showinir the complete line of National Screen 
Doora, Window Screens and Ventilators. 


A d dr ess.. 


. State .. 

New York Office: 253 Broadway 
Southern Selling Agents 
SAND & HULFISH. Baltimore 


Natiomal Screen Co. 

Suffolk —— Virginia 



tv 



INTRODUCING 


THE BEAR 




You hcrro known Uio Bocor cmd iho 
Trkmglo os our AcmIo Modi formcBY 
yocm os 11 oppoora on ororr slioot 
ond roll of our motldng. Now Iho 
Boor— giTon Bio nomo of BcnnoT— 
slops out os on oeliTo mombor of our 
Scdos ond Sorrlco orgonisotion. 
Watch for him. Ho will bring you 
important mossagos. ^ 




AS 
ALWAYS 


... Bamor'o pictnro on o shoot of 
Flint Popor or Emorr Cloth is your 
ossnraneo and your customor's 
gucBontoo of 100% satisfoctioni 

Botumdw coupon for FREE SAMPLE CHART 

BEHR-MANNING 

fOIVmON or NORTON COMPAND 

TROYp n. y. 


BEHR-MANNING • TROY. N. Y. 

PleoM MBd FREE Sondpaper cmd Emerr Clolh SAMPLE 
CHART. 




i.- 


Digitized by ^ooQle 


























SILENT BLADE FANS 


A smart - looking fan 
line not only appealing 
in design but more 
serviceable than ever 
-h as free from 
noise as modern engi¬ 
neering can make fans 
-h a greater vol¬ 
ume of air farther— 
evenly, smoothly, quiet¬ 
ly. Write now for Sig¬ 
nal’s new merchandis¬ 
ing program. 


The new Cool Spot 
line of popularly 
priced fans has 
everything it takes 
to make quick, 
profitable sales — 

-and satisfied 

customers • 


Backed by the 
Signal reputa¬ 
tion that li 
known far and 
wide. 


SIGNAL ELECTRIC MFG. CO. 

Menominee. Michigan 

Offices in all priticipal cities 
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Pacific Northwest Convention 

(Continued from page 98) 


it is believed that the farm income 
is going to be increased 10 per cent 
during 1936 and that prospects are 
good for the hardware and imple¬ 
ment man. “The merchants of the 
Inland Empire were never in better 
shape than today,’* declared Mr. 
Lundale, “old debts are cleaned up 
better than ever before.” In citing 
the value of government business. 
Mr. Lundale referred to the gov¬ 
ernment reports and statistics which 
are used by chain store managers 
and others in seeking this business, 
and said that such reports are also 
available to the independent dealer. 

Although last-minute circum¬ 
stances deprived the convention of 
the Governor’s address, C. C. Carter, 
N. R. H. A., the national president. 
Carthage. Mo., outlined association 
work and the trade problems from 


a national aspect, and B. M. Hiatt, 
executive vice-president, Irwin 
Auger Bit Co., of Wilmington, Ohio, 
gave a stirring talk on fair trade 
practices and their violation, to con¬ 
clude the business talks. 

Other talks of an informative 
nature, but on subjects of other 
than trade character, concluded the 
afternoon session and were featured 
at the banquet that evening, at 
which jobbers and manufacturers 
were hosts. 

Summing up, it seems that three 
points were brought out over and 
over again at the convention—that 
the clean, bright and modem store 
is getting the business; that FHA 
and major appliance business is of 
prime importance, and that 1936, 
even though an election year, has 
excellent prospects. 


Minnesota Convention 

(Continued from page 100) 


I present to you The American In¬ 
stitute of Fair Competition as my 
first answer to what can be done to 
stop preferential prices.” 

Managing Director C. J. Chris¬ 
topher made his report as treasurer 
and later talked on policies for 
hardware dealers. He said that 
dealer’s competitive problems were 
.rooted in three main causes, (1) 
disadvantage of price at which 
goods are owned by the wholesaler- 
retailer system of distribution, (2) 
cost incurred in moving merchan¬ 
dise through the wholesaler-retailer 
channel from factory to consumer. 
(3) merchandising methods of syn¬ 
dicate competitors. He said the 
association cannot foist a boycott 
on manufacturers or wholesalers 
whose activities are not in the best 
interests of the independent retailer, 
but that through the association set¬ 
up wholesalers’ and manufacturers’ 
policies and efforts in behalf of the 
dealer can be made known for the 
benefit of members. 

The opening speaker Wednesday 
morning was Rivers Peterson, edi¬ 
tor, Hardware Retailer^ who com¬ 
pared costs per 110,000 worth of 
sales between the wholesaler-retailer 
method of distribution with depart¬ 
ment store and chain distribution, 
showing the former group to a 
marked disadvantage. He stressed 
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the importance of considering oper¬ 
ating costs when studying oorapeti- 
tion and the retail prices offered by 
chains, department stores, etc. 
From a chart used to illustrate his 
talk Mr. Peterson brought out fig¬ 
ures which showed that hardware 
clerks were relatively better paid 
than were clerks in competitive 
types of retail organizations. He 
brought out the point that compet¬ 
ing retailers hired and fired em¬ 
ployees with the rise and fall of 
sales, contrasted with the usual 
practice of hardware dealers to re¬ 
tain employees on a yearly basis, 
in good times and bad, which he 
said contributed to the unequal cost 
of doing business. His figures also 
showed that hardware dealers pay 
higher salaries than do chain 
and department store competitors, 
which, he said, were a definite factor 
in distribution costs in the whole¬ 
saler-retailer methods of distribu¬ 
tion. 

Harry J. Speeter, president. Food 
Guild Stores, Inc., St. Paul, told of 
the independent grocers voluntary 
chain activities, which he said had 
put them into competitive position 
to fight the corporate chain set-ups. 
Having had hardware experience 
before entering the grocery field, his 
message was particularly well re¬ 
ceived. He stressed the need of 
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STRIKE OUT 

FOR MORE BUSINESS 

now! 


USE- 

Lists That Bring Maximum 
Success To Your Direct Mail 
Sales Promotion Advertising 
And To The Personal Sales 
Contacts of Your Salesmen 

W« can supply you with 

th« following lists 

1333 Outstanding Major Hardware Retailers 
whose sales exceed $50,000.00 Annually. 

For $15.00 

11458 Major Hardware Retailers whose sales 
exceed $30,000.00 Annually. 

For $6.00 per M. 

6545 Hardware Retailers whose sales are 
$20,000.00 to $30,000.00 Annually. 

For $6.00 per M. 

15772 Hardware Retailers whose sales are less 
than $20,000.00 Annually. 

For $6.00 per M. 

33775 Hardware Retailers (Complete List). 

For $4.50 per M. 

1043 Department Stores handling Hardware 
and Housefumishings. For $6.00 per M. 

ALL USTS ARE COBIPILED IN LOOSE LEAF 
LIST FORM. WHEN DESIRED ON S'xS' 
CARDS THERE IS AN EXTRA CHARGE OF 
60c PER M. FOR THE CARDS. 

WE ALSO DO ADDRESSING AND MAILING 
OF aRCULAR MATTER AT REASONABLE 
RATES. 

Ask for Details 

Hardware Age 

Direct Moil Addressing Dept. 

239 West 39th Street. New Tork, N.7. 
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Here’s what progressive hardware 
merchants have been waiting for—a 
line of small centrifugal pumps com^ 
bining every feature of high efficiency 
pumps, yet selling at remarkably LOW 
prices! Design includes such advanced 
features as inclosed impellers . . . ad* 
justable balLthrust bearings . . . oilless 
bronze inner bearings, low power 
consumption. Demand is steady and 
continuous. Liberal discount to dealers. 
Mail the coupon for complete in^ 
formation! 

GARDNER-DENVER COMPANY 

102 Williamson St. Quincy, Illinois 


. - ' 




GARDNER-DENVER 


Since 

1859 
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VICTOR / ,ii. 
eyig. <Mtr I^IIS 


FREE! 

NEW 1936 
CATALOG 

Send for your copy 
TODAY! 




The best thing on earth for 
lawns and gardens 



FREE Sales Helps 

LOMA’S 1936 dealer advertising 
material — new and colorful ■— 
includes: 

3-Piece Window Displays — 
Counter Easels—Price Cards 
—Overhead Banners — Con¬ 
sumer Leaflets — “Good Gar¬ 
dening,” etc. 

Correspondence invited. 

LOMA, 61 Broadway, N. Y. C. 


Loma 

THE PERFECT PLANT FOOD 
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better display, better lights and bet¬ 
ter selling effort in hardware stores 
and told how grocers in the Twin 
Cities area had licked the chain 
store growth successfully by volun¬ 
tary chain developments. 

A surprise feature on the pro¬ 
gram was a talk by B. Christianson, 
now with Montgomery Ward & Co. 
in St. Paul, but for many years 
secretary and fieldman for the Wis¬ 
consin Retail Hardware Association. 
His message, based on the combina¬ 
tion of his retail hardware and mail 
order chain store experiences, are 
published in full elsewhere in this 
issue. 

Thursday morning Paul M. Mul- 
liken, assistant to the president, 
Simmons Hardware Co., St. Louis, 
Mo., and formerly secretary of the 
Illinois Retail Hardware Associa¬ 
tion, talked on wholesaler-retailer 
tie-ups, showing that intelligent co¬ 
operation between wholesalers and 
retailers would help keep the hard¬ 
ware business competitive and in 
the distribution picture. 

J. L. Tucker, Staples Hardware 
Co., Staples, Minn., told how his 
business experience for many years 
had been entirely outside the hard¬ 
ware business, but that with the 
help of the Minnesota Association 
he had been able to enter the retail 
hardware field with a modernized 
store, and said that he was certainly 
most happy to be so situated. 

A. C. Raymer, Standard Hard¬ 
ware Co., Austin, Minn., told of his 
outside selling activities. His plan 


is to nave each available outside 
salesman handle one line so that 
some degree of specialized efficiency 
might be expected in each major 
line sold. He said this plan made 
specialists who could build up leads 
into sales, and that it was his plan 
to charge 50 per cent of trade-ins 
on major items to the salesman, and 
also that he charged the same per¬ 
centage of repair costs to the sales¬ 
man and that when second-hand 
appliances were sold the house and 
the salesman shared equally. 

The windup of this session was 
handled by B. B. Turner, Globe- 
American Corp., Kokomo, Ind., who 
dramatized in a very effective man¬ 
ner a comparative selling campaign 
on selling stoves. He tore down a 
mail order stove and a quality stove, 
showing how the former was some¬ 
thing less than its advertised claims 
might suggest. He weighed parts 
of the mail order stove and parts 
of a quality stove and left no doubts 
about the comparative values of the 
two types. 

Friday morning, G. W. SuUey, 
National Cash Register Co., Dayton, 
Ohio, talked on employee training 
and on the importance of having a 
well-regulated and controlled retail 
store. Following his talk the ccnn- 
mittees on resolutions, legislation, 
grievances and nominations re¬ 
ported. The gist of their sugges¬ 
tions are given elsewhere in this 
story of the convention. Officers 
were elected and installed and the 
convention adjourned. 


Kentucky Convention 

(Continued from page 102) 


make every effort to take a broad 
view of their businesses and to make 
their community a better place in 
which to live and make a living. 

B. M. Hiatt, vice-president Irwin 
Auger Bit Co., Wilmington, Ohio, 
was the next speaker. He present¬ 
ed the manufacturers’ view of price 
discrimination against independent 
retail hardware dealers. He ex¬ 
plained that there are two ways of 
figuring manufacturing costs, and 
quoted the testimony of Gen. R. E. 
Wood, president of Sears-Roebuck 
& Co., to prove that a factory 
owned and operated by Gen. Wood’s 
company added 20 per cent to the 
goods sold through independent 
merchants and only 8 per cent to 
the goods sold through chains. Mr. 
Hiatt then directed attention to the 
special discounts and allowances be¬ 
ing granted to some of the national 
corporate chains, and said that it 
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had been the experience of his com¬ 
pany that chain volume does not 
make a substantial economy in fig¬ 
uring manufacturing cost The af¬ 
filiation between chains and manu¬ 
facturers who control several factory 
brands that are being sold to inde¬ 
pendent dealers was next empha¬ 
sized, and the advertising allow¬ 
ances and rebates given by such 
manufacturers to one of the nation¬ 
al grocery chains were cited as ex¬ 
amples. A point was made of the 
fact ‘‘that chains apparently find 
the purchases which independent 
retailers make from large manufac¬ 
turers a valuable back-log to absorb 
extra overhead.” The third point 
stressed by Mr. Hiatt was that such 
price discrimination contaminates 
the entire price structure, with se¬ 
cret discounts becoming preludes to 
misrepresentation. Concluding his 
address, Mr. Hiatt outlined the ac- 
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eater 


Order a 2 Dozen assortment o( our Egg 
Beaters from your JOBBER—at regular 
discount. 

YOU RECEIVE FREE 

A striking, practical counter demonstrator 
that invites attention, permits test and 
promotes rapid sales. 


The Edlund No. 5 is the 
last word in egg beater 
ingenuity. **It’s the top’* 
—and runs like a top, 
with greater speed and 
ease to the operator. 
Rugged construction 
and center drive action 
eliminate '^wobbling** 
and vibration. Women 
like its smart modem 
design. This eye value 
makes it a quick seller. 


IN ADDITION YOU RECEIVE — 

Three (3) FREE beaters for your display. These free 
samples have a retail value of $1.50. 

ALL THIS FOR AN ORDER OF ONLY $6.67 
SEND FOR YOURS NOW 


$1-50 

IN FREE 
SAMPLES 


j/owr (jobber 


RETAILS 
2S CENTS 


JOBBER’S NAME 


Please send one (1) EGG BEATER 
EDLUND CO., BURLINGTON. VT. 

YOUR NAME . 

ADDRESS . 

CITY .ST 





In addition to 
House Letter 
Boxes, Corbin 
manufactures a 
complete line of 
the following: 

Padlocks, 
Cabinet Locks, 
Trunk, Suit* 
case Locks and 
Trimmings, 
Miscellaneous 
Hardware, 
Automobile 
Locks, Apart¬ 
ment House 
Letter Boxes, 
Keys and Key 
Blanks, Post 
Office Equip¬ 
ment. 


CORBIN CABINET LOCK COMPANY 

The American Hardware Corporation Successor 
NEW BRITAIN, CONN., U. S. A. 

NEW YORK CHICAGO PHILADELPHIA 


PEP UP SPRING PROFITS 
WITH THESE NEW 
NATIONALLY ADVERTISED PRUNERS 

These three leaders In our complete pniner line will bring you big 
sales this spring. Is your stock complete? It will pay you to feature 
Seymour Smith Pruners—acknowledged by 
garden Experts everywhere to be **best at 
any price.’^ 



•’SNAP-CUT'^ TREE & SHRUB PRUNER 


A new. amanlnsly efficient pruner with the famous “Snap-Cat” conatonctlon. 
In 6-ft. and 4-ft. lengths, an steel operating 

■haft, teves reaching or bending ’over. 6-ft. length, $4.00; 4-ft. length, $8.60 
Retail. 

CUPPER PRUNER 

This annanally popnlar, 
Q nationally advertlBed type 

pruner la fnmlahed in 
price range from 004 to 
$1.60 Retail. The stand- 
ard $1.00 Pmner is an 
^ outstanding seller. New 

Ai ^ “one hand'* catch; blade 

and hook hardened and tempered; aU steel; finely polished catting parts; 
replaceable blade and hook. 

"SNAP-CUr* PRUNER 

One quality, two alsea. 

with Improved easy “one / \ I X: 

hand” catch. Patented U’ M ^ ~7 

blade and anill construe- 

tlon cuts easier, quicker. ^ 

cleaner. Rnatproof % 

chrome finish; strong. 

nnbreakable patented conatrnctlon. $1.26 and $1.76 Betall. 

Seymour Smith Prnnera are all beantifnlly packaged. Pronera famished in 
colorful display cartons. Display cards, booklets, folders, etc., availsble. 
Nationally advertised in leading magasinea. 

«HrH.irH*:nrarT=co. seymour smith & son, inc. 

OAKVILLE CONNECTICUT 
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THERE IS A 
DIFFERENCE 


yljliowAidiUi. 

PRODUCTION 


• Cutting efficiency plays a large part 
in small tool satisfaction. The mgh 
cutting speed possible with Morse 
Tools is one of the reasons why tool 
users everywhere say, "There is a 
difference!” 


Toolmaking experience, carefully con¬ 
trolled hardening, accuracy in grind¬ 
ing, each helps to assure this differ¬ 
ence. It is the reason why Morse 
Tools are so satisfactory to use and to 
sell. Is your stodc complete? 



THE MORSE LINE 

Includes 


High Speed ead Cerbea 

Drills Cheeks 

Reaaiers Coaaterberes 

Cetters Moadrels 

Tops oad Dies Taper Pies 
Screw Plates Sockets 
Arbors Sleeves 



TWIST DRILL R MACHINE CO. 
NEW BEDFORD, MASS., U.S.Ai 

NEW YORK 8T0RE: CHICAGO STORE: 

• 570 WEST 

130 LAFAYETTE 8T. RANDOLPH 8T. 


tivities of the American Institute of 
Fair Competition, whose plan of op¬ 
eration has been described in detail 
in several past issues of Hardware 
Ace, and said that “—no manufac¬ 
turer can expect to remain in busi¬ 
ness who does not sell his products 
to all types of outlets on an equal 
basis.” 

As the final speaker at the first 
session, Paul M. Mulliken, former 
secretary Illinois Retail Hardware 
Assn., and now assistant to the 
president, Simmons Hardware Co., 
wholesale, St. Louis, had "Jobber- 
Dealer Cooperation” as his subject. 
He deplored the non-cooperation be¬ 
tween wholesalers and retailers, and 
said that both must recognize chang¬ 
ing conditions. In meeting chain 
store competition, he said that many 
dealers pinned their hopes on legis¬ 
lation or a change in public senti¬ 
ment, but he advised against such 
anticipation and declared that "we 
must learn whether we can improve 
on our methods of doing business 
or not.” In emphasis, he quoted 
this proverb: "Wise men are they 
who profit by the wisdom of others 
and take example from them.” Mr. 
Mulliken then referred to the vol¬ 
untary independent dealer plans 
which have proven so successful in 
the grocery and drug fields, and 
advocated the adoption of similar 
plans by hardware dealers. He 
said, however, that the voluntary 
chains in the grocery and drug 
trades have found it impossible to 
circumvent the functions of the 
wholesaler, whose services have been 
found essential to the success of 
any plan of this type. Mr. Mulli¬ 
ken stated that C. C. Carter, N.R. 
H.A. president, quoting a maxim 
of E. C. Simmons, as publicized 
about 1880 at the October, Atlantic 
Gty joint convention of the manu¬ 
facturers’ and wholesalers’ organiza¬ 
tions, had said: "The jobber’s first 
duty is to help his customer to pros¬ 
per.” The 1936 complement to this 
maxim, as revised by L. E. Crandall, 
present president of the Simmons 
Hardware Co., as quoted by Mr. 
Mulliken, is: "The retailer’s first 
duty is to help his jobber help his 
customer to prosper.” In bringing 
his address to a close, Mr. Mulliken 
reviewed the 11 points on which, 
according to Mr. Crandall, dealers 
and jobbers can and should coop¬ 
erate in solving their mutual prob¬ 
lems. 

Before adjournment of the first 
session, badges and certificates were 
awarded to representatives of firms 
who could qualify for membership 
in the association’s newly formed 
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Twenty-five-Year Club. At a spe¬ 
cial luncheon meeting Wednesday 
the formal organization of the club 
was perfected, with 27 members 
present, representing 25 firms in 21 
different cities. The following club 
officers were chosen: John R. Sow¬ 
er, president, Frankfort; Bob Hunt¬ 
er, Nicholsville, vice-president, and 
Steve Ogden, secretary, Ashland. 
Later the three ofl&cers of the club 
were named as an advisory board 
to the association. It was decided 
that future meetings of the club vrill 
be held in conjunction with the as¬ 
sociation’s annual convention. 

The first order of business at 
Wednesday afternoon’s session was 
the election of these ofl&cers: presi¬ 
dent Karl H. Young, Louisville; 
first vice-president, Chas. Zimmer, 
Jr., Covington; second vice-presi¬ 
dent, 1. C. Mason, Adairville, sec¬ 
retary-treasurer, J. M. Stone, Louis¬ 
ville, reelected to that ofl&ce for the 
29th time; and members of the 
board: C. C. Hewlett, Louisville, and 
R. E. Mattingly, Lebanon. 

In presenting the first address at 
the second session, Irwin E. Doug¬ 
las, chief, accounting service, 
N.R.H.A., Indianapolis, Ind., offered 
a comparison of operating costs be¬ 
tween independent stores and other 
types of competitors, using especial¬ 
ly prepared charts. He pointed out 
that the charts showed that variety 
chains and department stores get 
their merchandise to consumers 
more efl&ciently than do hardware 
stores, and he enumerated several 
ways in which the distribution of 
hardware could be more efficiently 
handled. The charts used by Mr. 
Douglas were based on sales of 
$10,000 in stores doing an annual 
volume ranging from $40,000 to 
$60,000, and he declared that while 
hardware stores must have an av¬ 
erage investment of $4,800 in stock 
to produce sales of $10,000, that 
department stores can do the same 
amount of business on a stock 
valued at $1,400. ‘The sale of more 
merchandise per employee,” he de¬ 
clared "will aid materially in solv¬ 
ing the problem.” 

Chas. C. Anthony, Federal Hous¬ 
ing Administration, Washington, 
was the second speaker at Wednes¬ 
day’s session. He reviewed the 
accomplishments of the Federal 
Housing Act in a very graphic and 
informative maimer, and stated that 
even after 17 months of operation 
that there is plenty of educational 
work to be done. He called atten¬ 
tion to the fact that the moderniza¬ 
tion phase of the act expires on 
April 1 unless extended by popular 
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CHICAGO 

CHECKING DOOR CLOSER 



Trp9 2S 

New and improved 

The new Type 26 Chicago Checking Door 
Closer has been designed as a strictly quality 
product suitable for Screen Doors, Combina¬ 
tion Doors and Light Interior Doors. 

Send for full information regarding this 
popular New Closer. It has many excellent 
selling features that will appeal to your cus¬ 
tomers. 

djicago iSprtQjfHtnsc dlompanjg, 

CHICAGO NEW YORK 

U. S. A. 



ONE STANDARD 
of QUALITY 

For over thirty years this company has 
been known throughout the trade for its 
strict adherence to a single standard of 
excellence. Selected high grade materials, 
precision manufacture and rigid inspection 
are guaranteed features that enable every 
dealer to sell HOLTITE Products with full 
assurance of dependable performance. 

Stock the complete HOLTITE line of 
quality products for steady, profitable 
turnover. Remember, “there’s a HOLTITE 
Product for every purpose.” 

Sold through Hardware Jobbers 


Continental Screw Co. 

SOUTHERN BRANCH OfficC & FaCtOVy WESTERN BRANCH 

1421 Fort Street NEW BEDFORD 6529 Russell Street 
Chattanooga. Tenn. Massachusetts Detroit, Michigan 



Gottschalk*s 


BRONZE 


BALL 


This Item has been treatly improved and It paeked In a Collophane bag. It It one 
of tbo moot attractive household aecessorios on the market and it nationally advertlied 
to over 16 million families each month. Order today from your Jobber or write direct 
for sample and price list 

METAL SPONGE SALES CORP., Pliil.d.lphi. 


Rea/ POWER TOOLS 
FOR LESS MONEY 

ARCADE 

Arcade Craft Tools are desifi^ned for those 
who want good home workshop equipment 
at low cost. Quality built with heavy cast 
iron bases and moving parts of high grade 
steel. Large bearing surfaces insure long 
life. Retail prices: Sander (9^ high) $4.50 
Bench Saw (Table 6^^xl2^) $10.00, Jig 
Saw ilhyt** high) $4.80, Drill Press (16-’ 
high) $4.80. Lathe (8^ Swing, 30^ between 
centers) $8.50. All prices slightly higher 
west of Rockies. 

Other tools and accessories at low prices. 
Write today for Free Catalog giving de¬ 
tails on all Arcade Craft Tools and Acces¬ 
sories. You can’t go wrong on Arcade 
Power Tools—they are built for service 
and priced to sell. 

ARCAPE MM. CO. FREEPORT. ILL. 
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EVANSVIllE 

GOOD SERVICE TOOLS 


EVANSVILLE “X-PERT” 
ALLOY-STEEL AXES 



MADE IN ALL POPULAR 
PATTERNS AND SIZES 


ASK YOUR JOBBER 

do not soli fho mall ardor bouses 

THE EVANSVILLE TOOL WORKS, Im. 

EVANSVILLE, IND. 


TURNOVER 

CHAMPIONS 


Cout to Coast selling chai^ons because 
they are first d all QUALITY champions. 
Keep ami^e stocks always. 



DAZEY Speodo 
SUPER-JUICER 

An exceptionally efDcient 
Juicer for lemons, oransea. 
(mall srapermlt. Strlklns 
appearance. Gets more 
Juice easier. Automati¬ 
cally strains oat seeds 
and pith. 

*$1.75 RETAIL 

DAZEY Sharplf 

Patented twin wheels 
make skill nnneceasary for 
sharpenlnc any edged 
tooL A Godsend In any 
kitobon. 

*$1.50 RETAIL 


DAZEY Do Luxe 

Formerly 8PEED0 
America’s best ralue in 
can openers. Guaranteed 
for 5 years—built to last 
a lifetime. 

RETAIL 


*$1.69 I 
CA2EY Senior 

A ▼ a 1 u e secon 
DAZEY DeLuxe. 


only to 
Rapidly 
growing In popularity every¬ 
where. 

*$1.39 RETAIL 
DAZEY Junior 

King of lower priced can- 
openers. An amazingly dur¬ 
able and efficient article. 
*69^ RETAIL 


DAZEY CHURN t MFG. CO. 


Warns Avs.. 
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demand, and dealers were implored 
to make the most of the opportu¬ 
nity. Many examples were given 
by Mr. Anthony of the benefits re¬ 
tailers of hardware and related lines 
have received through going after 
the business created by the F.HA. 

As the next feature at the second 
day’s session, Secretary-Treasurer 
J. M. Stone reviewed the Declara¬ 
tion of Merchandising Policies for 
hardware dealers as approved and 
adopted by the board of governors, 
N.R.HA., in January, 1935. Lan¬ 
tern slides were used to direct at¬ 
tention to the eight points covered 
by the declaration. 

An address by Dr. J. M. Watters, 
State Planner for Kentucky, on the 
topic ‘‘Planning for the Future of 
Kentucky,” brought the second ses¬ 
sion to a close. Dr. Watters gave 
an interesting resume of the pro¬ 
gram which is intended to bring 
about a more efficient and econom¬ 
ical functioning of the state govern¬ 
ment, and explained problems re¬ 
lating to Kentucky’s penal institu¬ 
tions in a detailed and highly in¬ 
formative manner. 

The final session, Thursday after¬ 
noon, opened with an excellent ad¬ 
dress by P. H. Noland, vice-presi¬ 
dent in charge of sales, B. F. Avery 
& Sons, LouisviUe. Mr. Noland 
stressed in most emphatic fashion 
the necessity for hardware and im¬ 
plement dealers to do outside sell¬ 
ing. The first step, he said, is for 
the dealer to determine the trade 
area of his store. The second step, 
he said, is to make a revealing sur¬ 
vey of that trade area, and the third 
and most important step, he de¬ 
clared, was for the “boss” himself 
to “go and see ’em.” Mr. Noland 
related how similar campaigns of 
outside selling had proven so ef¬ 
fective for the branch stores oper¬ 
ated by his company, and for many 
of the company’s dealer agencies 
throughout the country. He said 
that virtually every implement deal¬ 
er in Kentucky also sells hardware, 
and that one of the big problems 
of such dealers was to get new cus¬ 
tomers into their stores. When they 
have accomplished this, he admon¬ 
ished dealers to do the “best job 
possible,” Dealers were urged to 
sell on the basis of quality rather 
than price, and were urged to cap¬ 
italize on their natural advantages 
as independent retailers. In clos¬ 
ing his address, Mr. Noland asked 
dea^s to return home resolved to 
puc a definite outside selling cam- 
^ign in actual operation. Before 
Introducing the next speaker, Presi- 
^ dent Rumley recited a personal ex¬ 
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perience with an outside selling 
program to lend further support to 
Mr. Noland’s contention that deal¬ 
ers had much to gain by following 
a plan of this character. 

“Outside Selling from the Broad- 
Gage View” was the subject cov¬ 
ered by the next speaker, Robert 
Frey, hardware merchant, Ottawa, 
Ill. Mr. Frey explained that his 
store is located in a town having a 
population of 2500, but that of the 
eight salespeople regularly em¬ 
ployed, two salesmen are doing out¬ 
side selling the biggest portion of 
the time. As a result of outside 
selling and other aggressive meth¬ 
ods, he declared that it is necessary 
to employ four additional salespeo¬ 
ple every Saturday, and to provide 
for a sales force of 24 during the 
holiday season. He advocated that 
dealers make plans and follow them, 
and said that “Hoping without 
hoofing doesn’t get the business.” 
Hardware stores are a natural for 
outside selling, in Mr. Frey’s esti¬ 
mation, and he declared that “such 
effort is pregnant with rich profits.” 
He also declared that the time to 
sell is when the purchasing povrer 
is available; that every home needs 
something new, and that dealers 
should show their prospects what 
they want before such prospects re¬ 
alize their need. Completing his 
address, Mr. Frey said: “There’s 
lots of business in 1936, even if we 
have lost the A.AA.” 

H. W. Hirth, merchandising di¬ 
vision, and Irwin E. Douglas, ac¬ 
counting division, N.R.H.A., Indian¬ 
apolis, then gave a question and 
answer summation of the principal 
points emphasized in the preceding 
convention addresses, with stress be¬ 
ing placed on what the voluntary 
chains of independent dealers in 
groceries and drugs have done, with 
the assistance of cooperating whole¬ 
salers, in combating the price com¬ 
petition of chain outlets in these 
lines. 

The reports of the various com¬ 
mittees were next received, with the 
legislative committee going on rec¬ 
ord as requesting the State Legisla¬ 
ture to reduce the fee for recording 
chattel mortgages from more than 
12 to 50 cents for property valued 
at 1150 or less. The committee also 
recommended that the state law be 
revised to permit the attachment of 
state, county and municipal em¬ 
ployees for just debts. 

Resolutions adopted upon the 
recommendation of that committee 
called attention to the N.R.H.A. 
Declaration of Merchandising Prin¬ 
ciples; commended jobbers for ef- 
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Yov’re Always Riivgixg 
Up Sales Of 

HOPPE’S 



No. 70 1HUADS UP TO «r 

HANDY PIPE THREADER 


THE LOW PRICED SET 


4o Armttroag Qualify Product 






T he season for gun cleaning nerer 
closes. Whenerer tliere*s shooting-* 
and whererer firearms are being con* 
ditioned — there’s actire need for 
Hoppe’s No. 9 and Its allied Hoppe 
products, Hoppe’s Qeaning Patches, 
Hoppe’s Oil asid Hoppe’s Gan Grease. 

HOPPE’S o. 9 

the famous bor^cleaning soWent, re¬ 
moves leading, metal fouling, all firing 
KA.ilOPPCJal residue, cleans gun bores mirror-bright 

p.«HTH.r«rT| prevents rust. 

HOPPERS Cleaning 
PATCHES 

of correct canton flannel, cut to sise. In dust-proof 
cartons, are InexponaiTo, handy, ba«t«r than rags. 
Fire standard round siaos, one sqnara, one oblong for shotguns. 

HOPPE’S Lnbrieating OIL 

Spoelally refined for gun aeUona, pure and penetrating, abolishes fric¬ 
tion. Cleans, polishes, proTents mat. Perfeet for fishing reels, all 
household, ofieo and home workshop oUlng. 

HOPPE’S Gmm GREASE ! 

is noeded right now for all thick swabbing in gun 
bores and to coat all ontside metal surfaces of guns 
stored for the winter. 

YOUR JOBBER WILL SUPPLY YOU PROMPTLY— 

ORDER NOW 

FRANK A. HOPPE, Inc. 

No. 8th St., PHILADELPHIA, PA. 

NEW YORK-^Ed. W. Sfanon Co., 308 Broadway 
LOS ANGELES—H. L. Bowlda, 108 West find St. 


HARDWARE 

CLOTH 

Made From 

COPPER 

BEARING 

STEEL 

You can sell Superior 
Brand with the assur¬ 
ance that every roll is 
made from Standard 


G. F. WRIGHT STEEL & 

WIRE CO. 

Worcester, Mass. 

POULTRY NETTING —WIRE 
CLOTH—CHAIN LINK FENCE 
AND GATES—WIRE 
CLOTHES LINES — WIRE 
LATH 


Only threader offered with 
genuine ARMSTRONG 
*«Kalorized'» SOLJD DIES 
for pipe, bolt and rod. Dies 
are self starting—EO over 
meanest burr. Adjustable 
Ruide which eliminates 
bushings, an added sellingr 
feature. Dies changed at 
touch of thumb. Integral 
Handles. 





Horo It if! A proetieoi. low 
pricod tool domoRdod by the 
homo mochoBie, hoRdy noR, 
RRd hobbyift. 

A good Riorfc Rp for o livo, 

R rolitablo Riorfcot. DISPLAY 
r. HoRdfORio Display Board 
availablo, fro# with mMmam 


Order from your jobber or wcriie for com- 
pleie detaiU and ualeu helps. 

ARMSTRONG BRIDGEPORT 




STOKER LINE 


priced to compete 
in the small-home market 


Phenomenal acceptance of our —direct : 
1935 automatic coal stokers new 5 
has created a business volume — 
that, with new cost-reducing stokers 
machinery, enables us to an- ^^ales^a 
nounce drastically lower prices 

for 1936 ... on regular pre- _partici] 

cision-built Link-Belt models, vertisii 
with new exclusive engineer- —natioi 
ing features added. The line stokers 
is complete: domestic to 300 
H. P. papers 

—travelij 

Backed by a world famous, survey 
$18,000,000, AAAAl rated £q 

company, 60 years in business, gj pj^n j 
is an effective merchandising if your \ 
program that includes: signed. 

LINK-BELT COMPANY 

Stoker Division 
2410 W. 18th St., Chicago. 

Send dealer plan to:. 


—direct factory financing on a 
new 5% plan. 

—^floor plan for display 
stokers. 

—advertising, promotion, 
sales and engineering assist¬ 
ance. 

—participation in local ad¬ 
vertising. 

—national advertising on 
stokers; company advertis¬ 
ing in more than 100 trade 
papers. 

—traveling representatives to 
help the dealer train men, 
survey jobs and close sales. 
Write for literature and deal¬ 
er plan; we will advise you 
if your territory is still unas¬ 
signed. 


Address 

H. A. 
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Mimmimd Ymmr Trmde Thmt 

Calking Is 
An Easy Job 

Any handy man can apply Pecora Calking 
Compound around door and window frames. 
It is the sure way to make a residence or 
building weather-tight. Saves money for 
the owner on fuel bills by reducing heat 
losses. Avoids dam^e to interior by rain 
and snow seepage. You can safely recom¬ 
mend Pecora Calking Compound. Properly 
applied, it will not dry out, crack or chip. 
Specified by leading architects. Used by 
largest builders. Made by an old reliable 
firm. 

Sbow Tbis Gan 

T» Ymur Cmmtmmmrm 


► 



HIGH PRESSURE ' 

CARTRIDGE 

CALKING BUN M ^ 


◄ 


Calking made even easier by using this im¬ 
proved Cartridge Qun. No ratchets, no 
pawls. A great time and material saver. 
Specially designed for Pecora Calking 
Compound, packed in Non-ReflUable Car¬ 
tridges of approximately One-Quart capac¬ 
ity. Get all the details. 

Write for Bulletin and Prices 



TRADEMARK 


Peeora Paint C^ompany, Ine. 

Lawrence dk Venango Mts., Phlla.«Pa« 

EmtabUmhed 1892 by Smith Bowen 


Pecora Sash Patties and 
Pecora Perfect Patching Plaster 
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forts being made to enable their 
dealers to meet price competition; 
expressed appreciation of associa¬ 
tion services; asked dealers and 
wholesalers to eliminate non-essen¬ 
tial operating expense; pledged 
support to Federal legislation for 
protecting independent dealers 
against price discrimination; ex¬ 
pressed opposition to price filing in 
any form; protested the establish¬ 
ment of branch stores by whole¬ 
salers and manufacturers; deplored 
any effort to increase taxes, and 
voiced positive opposition to the en¬ 
actment of the Walsh Government 
Contract Bill, the O’Mahoney Li¬ 
censing Bill and the Black Bill for 
a 30-hour work week. Another res¬ 
olution bespoke the desire of the 
association to sell American-made 


binder twine and requested manu¬ 
facturers to provide independent 
dealers with twine of comparative 
quality at prices enabling them to 
meet the price of any other selling 
agency. 

In addition to the entertainment 
features already mentioned, the 
Keystone Steel & Wire Co., Peoria, 
Ill., exhibited a talking movie Tues¬ 
day evening, which provided mu¬ 
sical interludes, many pointers on 
farm fencing problems, and numer¬ 
ous “shots” of wire products in the 
making. On Wednesday night a 
reception and dance was given in 
the exhibit hall at the Seelbach, 
with the orchestra of Milburn Stone, 
a son of Secretary Stone, furnish¬ 
ing the music for the occasion, as 
it also did for the Tuesday luncheon. 


South Dakota Convention 

(Continued from page 104) 


ing Administration official, also 
spoke, telling of the government’s 
activities in its national housing pro. 
gram. 

G. R. Siddons, Platte, was elected 
president of the association, suc¬ 
ceeding J. C. Mulvaney, Hitchcock. 
Harry DeKraay, Rapid City, was 
named vice-president. C. J. Chris¬ 
topher was again chosen manager- 
treasurer, and Earl Erlandson, Cot¬ 


tonwood, association fieldman. P. N. 
Elving, Alcester; O. R. Baily, Alex¬ 
andria; William Weidensee, Gettys- 
berg, and P. Beaulieu, Winner, 
comprise the executive board. J. C. 
Mulvaney, M. E. W. Christiansen, 
Irene, and W. E. Kuhn, Belvidere, 
make up the advisory board. 

The association held its dance 
and frolic on the second evening of 
the assembly. 


Oklahoma Convention 

(Continued from page 106) 


E. Young, Fairview. L. C. Clark, 
president, Clark-Darland Hardware 
Co., Tulsa, was advanced from sec¬ 
ond vice-president to first vice-presi¬ 
dent. H. C. Dobyns, Dobyns-Lantz 
Hardware Co., Stigler, was elected 
second vice-president. Charles F. 
Nelson, Oklahoma City, continues as 
secretary-treasurer. New members 
chosen for the board of directors 
were: W. W. Hickman, Ponca City, 
and U. V. Darland, Seminole. Other 
directors are F. R. Murphy, Foss; 


L. R. Duff, Lawton; E. P. Hall, Du¬ 
rant, and C. E. Weber, Talequah. 

Ladies were entertained at a the¬ 
ater party Wednesday afternoon, 
and the convention closed Thursday 
evening with a banquet, special en¬ 
tertainment, dance and card party, 
at the Chamber of Commerce build¬ 
ing, through courtesy of the Manu¬ 
facturers and Wholesalers Division 
of the Oklahoma Qty Chamber of 
Commerce. 


Circular On B. W. H. 
Transmission Belts 

Boston Woven Hose & Rubber Co., 
Cambridge, Mass., has issued a •cir¬ 
cular on its transmission belts made by 
a new process. According to the manu¬ 
facturer, through the perfection of a 
new and original rotary type of press, 
B. W. H. transmission belts are now 
vulcanized continuously, under absolute 
stretch control and pressure control 
which insures uniform thickness. It 
is stated that with every inch of belt 
perfectly vulcanized, there are no press 
overlaps, no press marks, no overcure 
or undercure at any point and a much 
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higher coefficient of friction is obtained. 
The Bull Dog and Perfection Gold 
Edge belts are illustrated. 

Waco Data Book 
For Lamp Purchasers 

‘^Waco Data Book for Lamp Purchas¬ 
ers’^ is a recently published booklet 
of Wabash Appliance G)rp., 331 Car- 
roll St., Brooklyn, N. Y. It answers 
important questions commonly asked 
about lamp quality, lamp efficiency, 
burning life, imported lamps, guaran¬ 
tees, tests, voltage, etc. The complete 
line of Waco lamps made by the com¬ 
pany is illustrated. 
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> JUST A ' 
r-r HAMMER TO 
APPLY \T' 


THE DEMING COMPANY 


THIS YEAR PUT THE NEW 


S NOTHING LIKE THIS 
&QS{tO(b FISH 

I WHEN THE SWAMPS IN WHICH 
I IT LIVES BE]I’ yP. THE AFRICAN 
f LUN6 FISH CRAWLS INTO A 
BORROW, PL06S IT WITH MOO, 
AND BREATHES THROOOH 
SMALL AIR-HOLES. 


TO WORK 

MAKING, PROFITS FOR YOU 


T his year an order for Ferry’s Seeds v 

brings yon a beautiful, ultra-mod- FERR * ^ 
era display—<he finest sales assistant 
we’ve ever offered for use in the store. 

It doesn’t cost you a penny, and can be it I p 

obtained with one, two or three shelves ^ 

—^to meet your exact requirements. • 

The aluminum-coated metal frame 
rests on rollers, so it can be moved 
from one part of the store to another, 
or outside. Your garden-tool custom- L 
ers can’t miss it. If you already have iT 
your new Ferry display, make it work n *•' ^ V 
for you to the limit. If you haven’t the Hii 
display, order one 11 I 

The Ferry sales plan is the fastest, 11 
way to build up real profits 
from this important line of your busi¬ 
ness. There are hundreds of varieties in the Ferry assortment. 
All vegetable seed packets, and many of the flowers, are priced 
at five cents; cartons of beans, peas and com at 10 cents. We can 
also fill your orders for seeds in bulk. Ferry-Morse Seed Co., 
Detroit, Michigan, or San Francisco, California. 


2 NOTHtNCr LIK£ &ULF BLBCTMC- 

MOTOR. OH EITHER \ 

it's THE ONE OIL MADE 
SPECIALLY FOR MOTORS 
OF ELECTRIC REFRICER- 
ATORS, WASHERS AND UirAjjP 

IRONERS. OPENS BIO NEW 
MARKET FOR YOU. It's 4 
ADVERTISED IN COLLIER'S ^ 
REOOLARLY- STOCK IT NOW I LNSJk 


eULF ELECTRIC-MOTOR OIL 


FERRY-NORSE SEED CO 


For further information, write Gulf Refining Company, 
3800 Gulf Building, Pittsburgh, Pa. 


ALLIGATOR 

TILADK MAPUL ILCO. US. PAT. OFFICE 

STEEL BELT LACING 


For belts of all kinds and sizes. 
Genuine ALUGATOR STEEL 
BELT LACING is stocked by 
leading jobbers and listed in 
their catalogs. Not sold by mail 
order companies under its own 
or any other name. Specify 
“Genuine Alligator Steel Belt 
I Lacing.” Order 
through your jobber. 

So/« Manufacturer$ 

FLEXIBLE 

steel LACING CO. 

4616 Lexington Street, Chicago 

U eMtU»J ^ m LmAm. r C 
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lUFKIN 


TAPES - RULES 
PRECISION TOOLS 


TH E/UFKIN Rule To. 

SAGINAW.MICHIGAN. U.S.A. 

NEW YORK 
106-110 Lafayette St. 

Canadian Factory 
WINDSOR, ONTARIO 


The 

Most Popular 
Steel Tape Sold 

lUFKIM 


UNIVERSAL 


Low in price to meet 
popular demand 

High in quality for those 
who want accurate 
measurements 


Lufkin Measuring Tapes are 
made in various types and grad¬ 
uations and are the recognized 
standard of accuracy wherever 
measurements are taken. 


conndence 


Send for General Catalog No. 12 


Why Chain Stores Sell More 

{Continued from page 110) 

Large bins on ends of counters are loyal unless you offer equal sendees 

filled with fast moving merchandise. and values, as those they can get 

It is only good business to give elsewhere. 

prominence to such merchandise as Why should you ask those who 
sells best, and makes you the most spend their money in your store to 
money. pay the added cost of—merchandise 

Couple this up with real lighting that stays on your shelves years at 
until the merchandise actually a time—of unnecessary help in dull 
shines and you build an atmosphere seasons—of excessive merchandise 

that is at once comfortable and in- costs, when you pay a price that 

teresting. People like to shop when makes it impossible for you to meet 

they come into stores like this. competitive figures—of operating a 

I sometimes think it is too bad store that is not meeting the ef- 

that hardware stores are not always ficiency of others which are super- 

located in basements rather than on vised by those who specialize in ef- 

first floors, for they would be forced ficient and up-to-date methods and 

to keep lights burning aU the time. merchandise. 

“In the gloaming** may sound ro- Today nobody owes you any busi- 
mantic, but not very business-like. ness. You must merit it by becom- 

And now to summarize that which ing the best kind of merchant—^as 

I have tried to tell you. I can do good as any one of whom your cus- 

it very briefly with these words: tomers might go to for their mer- 

If the chain store is doing things chandise needs, 
better than you are, you have to Said in the words of Buick, it 
step up your merchandising until would be: If better ways of mer- 

you do the same things equaUy well. shandising are found, the syndicate 

Otherwise, how can you remain stores will find them, 

competitive, and what license have That is why the chains sell more 
you to expect your customers to be merchandise today. 


Marshall-Wells Associates 

{Continued from page 82) 

meetings, and budgeting and sport- ciate Dealers who work with Mar- 

ing goods were handled by Harvey shall-Wells buyers and executives 

Sedgwick and Frank Brooks respec- was announced Tuesday morning at 

tively. Mr. Olsen and Ed Grinnell the opening of the session. There 

took charge of the stoves and range are six dealers on the Associate plan- 

sessions. ning committee and eight dealers on 

Monday night dinner was served the Associate advisory committee, 

at the Glass Block restaurant, Tues- The planning committee members 

day night at the Hotel Duluth, are: Einar Olsen, Guarantee Hard- 

Wednesday night at the Hotel Spald- ware Co., Wisconsin Rapids, Wis.; 

ing and Thursday night the final Bob Fesenmaier, Robert Fesen- 

banquet was at the Hotel Duluth, maier, Inc., New Ulm, Minn.; Ray 

where Seth Marshall, president. Remington, Remington Yards, Hib- 

made appropriate closing remarks. bing, Minn.; Art Strom, M. W. As- 

The annual stag party and smoker sociated Stores, Glasgow, Mont.; 

was held Wednesday night. Herb Adams, Adams Hardware Co., 

A feature of Thursday*s program Cavalier, N. D., and Sylvester Eckes, 
was a trip to the plant of the Amer- Eckes Hardware, Marshfield, N. D. 
ican Steel & Wire Co., at Morgan The advisory committee members 
Park, with special trains to and from are: Charles Pillsbury, Pillsbury 
the plant. Hardware, Devils Lake, N. D.; Bill 

Dealers came from Michigan, Powers, H. D. Powers, Grand Rap- 

Minnesota, Wisconsin, Iowa, North ids, Minn.; Harry Meyer, Farmers 

and South Dakota and Montana. Hardware Co., Shawano, Wis.; Ben 

Under the direction of Mr. Hart- L. Quirt, Ben L. Quirt Hdwe. & 

well and Max Smith a merchandis- Furn., Iron River, Mich.; Gus Hil- 

ing school was held at the gym di- lerud, G. Hillerud Hardware, Sauk 

rectly after the Tuesday dinner. Center, Minn.; Gil Johnson, Conlin- 

This was well attended and was de- Johnson Hdwe. Co., WiUiston, N. D.; 

voted to instruction in window and Joe Schmitz, Schmitz Hdwe. Co., 

table display work with demonstra- Valley City, N. D., and Joe Vande- 

tions. berg, Vandeberg Hardware, Bald- 

The 1936 advisory board of Asso- win, Wis. 
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FORSTNER 

Labor Saving 

AUGER BIT 



Bores Any Arc, 
of a Circle ^ 


Many 
New Uses 


The Forstner Auger Bit, un- 
like other bits, is guided bj its 
circular rim instead of its center, 
consequently it will bore any arc of 
a circle, and can be guided in any 
direction regardless of grain or knots, 
leaving a true polished surface. Takes 
the place of a chisel, gouge, scroll-saw, or 
lathe tool combined. For core boxes, fine 
and delicate patterns, veneers, screen work, 
scalloping, fancy scroll twist columns, newels, 
ribbon molding and mortising. 

Send for Catalogue. 

The PROGRESSIVE MFG. CO. 

TORRINGTON, CONN. 


Now • • • 

Guaranteed 
tor Life! 


A startling state¬ 
ment, that you 
can back up by 
this tag on i 
every Premaxl A 


Imagine how the idea is 
going to take with 
buyersi 




f . oo, Oja V ■ 

4 ,^ t: J 


:-z^‘ < 


The finest 
sprinkler in 
America todayl 


FEBRUARY 13, 1936 


r Get Bul¬ 
letin H and 
prices today. 
Your iobber 
can supply you 
with stock or 
sample. Write 
him now! 


Rollerskates 

Our national adverdting has created more than 
just consumer acceptance. It has established a 
recognized standard of quality in Roller Skates 
—and the name **Chicago” means much to 
dealers who want to enjoy protection, good 
profits and more sales. 

Omr price range meets your customer's ^arsa. 
Write for details and our printed Sales Policy. 

CHICAGO ROLLER SKATE CO. 

Roiler Skatea With Record* for Over JJ Yemra 
4486 W. Lake Street t-t CHICAGO, ILL. 



IJiw SuceiM 

START ON TOP! 

H Bottom 

bottom Olid works 
lolobrotod in tong 
brush businoss the 
the top ond work 
/ Boker ore good 
from top to bottom. Jobbers who hondle the 
Boker line will serve you with brushes thot stort 
on top ond work to the bottom. 

^ Fundamentally yours 

a KG.U.S.P*T.O*», 

baker brush cojk. 

• 7 GRAND STREET e NEW YORK 
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THE PROFITABLE 
WAY TO DISPLAY 
AND SEU 


CASTERS 



The Bassiek Display Block 

A sales producing display 
(8^'xl2") with samples 
mounted on removable 
wooden plugs. 


Kead what one hardware dealer 
in Manistee, Mich., says about this 
practical, profitable sales help: 

"This display block has 
sold more than 50% more 
casters than we could have 
sold without it*\ 

The Bassick display block is avail¬ 
able to all dealers who purchase 
the "Quality Group". 

Write for complete information- 



Diamond -Dart** 
No. 7258x42 — 1%" 
No. 5258x42—IV 4 ” 

With rubber or solid troad 
composition whools for 
beds, tables and mlsoella- 
neous furniture. 


THE BASSICK 

COMPANY 

Bridgeport 

Connecticut 

( 'jnudi.tn .7 


S r 1 WAR I WAR NI R 

AI 1 Ml n COR I*. 

1 I'l ( ANAI>\ M l> lU 1 1 1 VII I 1 . CTN [ ARIO | 
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How’s the Hardware Business ? 

(Continued from page 73) 


the Delco-Frigidaire Conditioning 
Corporation, to look after this im¬ 
portant new development. Individual 
manufacturers at the Chicago meet¬ 
ing reported sales increases thus far 
this year at 25 to 200 per cent above 
sales a year ago. 

* * * 

While sales activities, and all 
traffic and travel, have been seri¬ 
ously slowed by the, recent weeks of 
severe storm and cold, there have 
been compensations in the resulting 
large demands for emergency sup¬ 
plies. The immediate and sharp 
call for winter merchandise, like 
that for coal and other fuels, re¬ 
vealed a shortage in many areas. Re¬ 
tail stocks of axes, shovels and 
picks, of oil and electric heaters, of 
tire chains and denatured alcohol, 
of warm clothing, gloves, mittens 
and blankets, have been frequently 
insufficient to supply the heavy de¬ 
mand, and wholesalers have been 
called on for an unusual amount of 
rush service. January had started 
with a very satisfactory rate of in¬ 
crease over 1935, in general retail 
sales, but after the middle of the 
month, shopping became so difficult 
that early gains were largely offset. 
It will be remarkable, therefore, if 
final January totals shall be found 
ahead of those of a year ago. Whole¬ 
salers have fared rather better than 
their customers. Although traveling 
salesmen have found parts of their 
territories inaccessible, they have 
had a better share of the time and 
attention of the merchants they 
could reach. There has, too, been 
a fine backlog of early spring 
“futures” in the files of most whole¬ 
salers, which could be shipped dur¬ 
ing January, and these have con¬ 
tributed toward a much-needed 
boost for the month. 

« « « 

All classes of trade are still 
confident of a reasonably busy 
spring, though since the AAA deci¬ 
sion, expectation is a bit more con¬ 
servative among distributors who 
depend upon the farmer's spending. 
No setback is seen to agricultural 
prosperity, but a larger share of the 
farmer’s money must now come as 
the fruit of his own efforts. It is 
natural that the spending of earned 
money will be more canny and con¬ 
sidered than the spending of gov¬ 
ernment “windfalls.” Nature’s con¬ 
tribution thus far, to the 1936 crop 
season, has been encouraging. Wide¬ 
spread snowfall assures reserves of 


moisture, as well as protection of 
plantings previously made, and it is 
said that the extreme cold has killed 
much destructive insect life. Agri¬ 
cultural hand tools sold well during 
last fall, for 1936 shipment, but cur¬ 
rent new ordering is very heavy 
notwithstanding. Harness sales are 
making great gains, due in part to 
still low costs with more advances 
coming, but due even more to the 
restoring of the horse as an indis¬ 
pensable “farm hand.” Tractor sales 
have been gorging ahead, and will 
continue, but many small farms, and 
some large ones, have found “horse¬ 
power,” in its original sense, both 
more economical and more flexible 
in many situations. 

« « « 

Winter sports are gaining in 
popularity and publicity, and a 
great many stores have cashed in 
handsomely this winter on the grow¬ 
ing demand for sleds, toboggans, 
skates and particularly skis. 
These are no longer considered the 
playthings of children, but whole 
communities are organizing an ac¬ 
tive and healthful social program, 
for men and women, centering in 
these winter sports. Railroads are 
offering low fares and all-expense 
week-end trips to resort regions 
where outdoor activities reign. There 
is doubtless an untouched source of 
sales and profit for many a live 
hardware store, in catering to this 
growing fad in likely neighborhoods 
not yet reached. 

* * * 

Motor car manufacturers are 
apparently marking time and wait¬ 
ing future developments. Antici¬ 
pated February schedules have been 
cut and it is said that there is a hesi¬ 
tancy on the part of car builders to 
place orders for steel to be delivered 
four to six weeks in advance. De¬ 
troit manufacturers are now operat¬ 
ing their plants four days a week. 
Despite this temporary recession in 
production activity, the outlook for 
the year still remains bright. De¬ 
cember production of passenger cars 
and trucks in the United States and 
Canada was 421,579 units, as com¬ 
pared with 156,318 units for the 
same month in 1934. The total pro¬ 
duction for last year was 4,182,491 
units, as compared with 2,869,963 
units in 1934. 

» « « 

Final figures on 1935 wholesale 
hardware sales, by percentage of in¬ 
crease, as reported to Federal Reserve 
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-W' They’re 

Uniform 

Tha^s Why Fowler & Union Brands 
^ Bave Been the Blacksmith^s Favorite 

for Over 50 Years! 


1 . 

2 . 

3 . 


Hardness •>«“<* ‘o 

point, do not buckle 
in hard feet^ drive where you want 
them to go. 

misirktf^ Clean, accurately centered 
hold-fast head; perfect- 
taper blade, entirely free from 
“waves.” Sharp, reinforced point. 

^ cision machines, so accu¬ 

rate that every nail in the box is ex¬ 
actly the same. 


Three Quality Brands 

NORTHWESTERN-CROWNUNION 

Cold-Dolled 

HORSE XAIES 

Order from Your Jobber 


FOWLER&UNION HORSE NAILCO.I 

lOOO MILITARY ROAD. BUFFALO. H. Y. 


Novel Demonstration Sells This New 

WATERPROOFING 

ON SllsHTI Allows how any- 
yn 9l%9ni. thing made of 
cloth, canvas, leather, or wood can 
be made waterproof instantly—with¬ 
out stopping up the pores or keeping 
out air. Increases life of material; 
makes leather soft and pliable; saves 
its small cost many times over. 

Rmnyofly 

WATERPROOFS Clothing, Shoes, 

High’tops, Waders, Tents, Tarps, 
and ^uto Tops—Without Grease 

Y if,5tOTE CTlO*J 

A sure way to year-round profits, s s 

Every farmer, every iportsman, every sh^aii. 

business, every home (especially with 75<‘ 25< 

children) has dozens of uses for 
RAINY DAY! Easy to use: just mb FREE! 
on, spray, or dip. Send for sam¬ 

ple demonstra- 

Order from your jobber or direct if 
he cannot supply you. Attractive Show your 

sales helps. Nationally advertised in ® •.* o m • 

Popular Mechanics, Popular Science can m\ke^°a 
Monthly, and Sports Afield. Complete water! ^ ® * ** 
information upon request. 

PROTECTION PRODUCTS MFC. CO. 

7436 SeeoRd Ave., Detroit 
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GEO. H 
MINK 

MA/VA6£n 


<HicAdo:rl 


C O LORFU 


WITH PRIVATE 
BATH FROAA 

* 2 '-° 

WITHOUT 
PRIVATE 
BATH FROM 

$1 50 


Ctv^4uce. 


The charm of a Michigan i 

Avenue address-the lux- j 

ury of Hotel Auditorium j 

service-the convenience 
of Its "just off the Loop" 
locotion - the delights of 
Its world famous dining 
room -oil these are now 
yours at o very i 

economical cost. HOTEL I 

AUDITORItM I 

MICHIGAN AVC. AT CONGRESS ST. ii= 


An EXTRA $E0.00 
Coming In Each Month 


You can make approximately that fOm 

much extra money each month rent- I I 

ing out a SPEED-O-LITE Sanding 

Machine. You can also make extra 

profits on sandpaper, brushes, var- x ^ 

nish^ lacquer, wax, shellac, etc., ^ 

needed for floors. ff JBp 9 

Dealers find our Sanding Ma- IIBscHuUfS 
chines easy to rent. The adver- llv 
tising we supply definitely as- I IK K 

sures success of the rental _1IK « 

service, creating new custom- \|IK M 

ers and additional profits. 

SPEED0UTE 

Floor Sandint Machine 

It is lizht, easy to handle: 
reqnires no experience, worka close 
to comers; has a special ball-bear- 

inz motor zusranteed against burn-oats. Built for many years* 
service. Now is a good time for rentals. Our Sander costs less 
than most Dmlers suppose and oar Time Payment Plan is espe¬ 
cially interesting. Mail coupon now for full information. 

Uneoln-Schlueter Floor Mich. Co., 212 Grind Ave., Chiei|o, III. 


Please send us full Information covering the new SPEED-O- 
LITE SANDER. [J Interested in time payment plan. 

Name . 

Address. 

City .State . 
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More Sales 
in 1936! 


Egg prices are up ... • Live poultry 
prices have increased .... The de¬ 
mand for baby chicks is booming .... 
Poultry raisers are buying .... All of 
which means more Poultry Netting 
Sales for you in 1936. 

New fences must be erected; old ones 
replaced. The first signs of spring will 
bring customers into your store asking 
for poultry netting. 

Be prepared to meet this demand with 
ample stocks of U. S. HEXLOK—the 
perfect hexagon mesh netting—and 
U. S. STRAITLOK-the perfect 
straight-line netting! Place orders 
now for prompt delivery! 

Ask your jobber or write direct to us! 


•INDIANA 
STEEL & WIRE CO. 

MUNCIE . INDIANA 
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Banks are now available, and reflect 
the accuracy of an estimate made 
in these columns in our issue of 
January 2. It was estimated at that 
time, on the basis of reports received 
for the first ten months of the year, 
that the increase in sales for the 
country as a whole would average 
approximately 10 per cent. The final 
figure was 11.3 per cent, with the 
increases by Federal Reserve Dis¬ 
tricts being as follows: San Fran¬ 
cisco, 17.5 per cent; Dallas, 11.3 per 
cent; Kansas City, 3.1 per cent; 
Minneapolis, 13.0 per cent; St. 
Louis, 9.3 per cent; Chicago, 21.0 
per cent; Atlanta, 7.9 per cent; 
Richmond, 7.6 per cent; Cleveland, 
10.3 per cent; Philadelphia, 12.0 per 
cent, and New York, 3.2 per cent. 

* * * 

Improved conditions during 
the current year are foreseen by D. 
A. Williams, president. Continental 
Steel Corp., Kokomo, Ind., who 
says: “The optimistic confidence 
with which this company entered 
1935, based both on general condi¬ 
tions and the markets it serves and 
on its individual outlook at that time, 
has been well fulfilled by the devel¬ 
opments during the year. Looking 
ahead into 1936 we see prospects 
even better. I do not mean that 
1936 will show as much general im¬ 
provement over 1935 as that year 
did over 1934—though it might—but 
rather that the ground already 
gained is more securely held; that 
conditions are more stabilized so 
that we and our customers can make 
plans and commitments with more 
confidence.” Mr. Williams also 
stated that consumer acceptance in 
both the industrial markets is rap¬ 
idly increasing for the company’s 
fence wire and roofing sheets having 
special corrosion-resistant finishes. 

•» •» « 

The Wooster Brush Co., 
Wooster, Ohio, reports a sales in¬ 
crease for the first nine months of 
its current fiscal year of 45 
per cent over the same period a 
year ago, with the month of Jan¬ 
uary, 1936, reflecting an increase 
of more than 67 per cent over Jan¬ 
uary, 1935. 

♦ ♦ * 

The number of unemployed 
decreased by 218,000, or 2.4 per 
cent, during December, to a new 
total of 8,979,000, according to a 
report by the National Industrial 
Conference Board. The gain in 
employment over December, 1934. 
was 9.3 per cent. Trade figures 
showed the greatest gain—350,000 
—chiefly in retailing. Manufactur¬ 
ing and mechanical industries 
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showed an employment loss of 
77,000, transportation a loss of 
34,000, and domestic and personal 
service a loss of 30,000. 

» « «• 

Business failures, reported 
by Dun and Bradstreet, Inc., for 
the week ended January 23 totaled 
252, compared with 246 in the pre¬ 
ceding week and 259 for the same 
week in 1935. Insolvencies rose 
in the East but were lower in other 
areas. 

» « » 

Bank clearings reported by 
22 leading cities in the week ended 
January 29 were $5,272,618,000, 
or 3 per cent ahead of the same 
week last year. The previous week 
had shown a rise of 14.7 per cent. 
Although the latest week’s clearings 
at New York Qty were 2.7 per 
cent under the total reported for 
the corresponding week in 1935. 
gains were reported in all other 
leading centers, sufficient to estab¬ 
lish a betterment in the national 
totals. 

•ifr * * 

A more than seasonal de¬ 
cline of 4.4 per cent, from the 
week preceding, occurred in rail¬ 
road freight traffic for the week 
ended January 25. The drop was 
chiefly due to the severe weather 
conditions. However, shipments 
for the week remained 5.2 per cent 
above a year ago, and the total 
volume of 584,691 cars was the 
largest for that period since 1931, 
setting a five-year seasonal peak 
for the ninth consecutive week. 
Loadings exceeded last year by 5.2 
per cent, and were 3.8 per cent 
above 1934. While the cold wave 
proved a deterrent to freight traf¬ 
fic, the electric power industry 
benefited correspondingly. Produc¬ 
tion of electricity in the United 
States for the week ended Jan¬ 
uary 25 was 1,955,507,000 kilowatt- 
hours, compared with 1,781,666,000 
in the same week of 1935. The 
gain over last year amounted to 
9.8 per cent. All important manu¬ 
facturing areas showed gains over 
the same week last year. Percen¬ 
tage advances were: New England, 
5.7; middle Atlantic, 7.5; central 
industrial, 8.3; west central, 11.7; 
southern states, 12.3; Rocky Moun¬ 
tain, 22.4; and Pacific Coast, 12.2. 

* * * 

The balance of foreign trade 
in favor of the United States dur¬ 
ing 1935 was at the second lowest 
point in 25 years, according to fig¬ 
ures released by the department of 
commerce. Last year exports were 
$234,226,000 more than imports. In 
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* M a d t in thrt§ : 
models—a dtluxey 
two»bmrner, nii f 
utility two-burner 
and a one-burner. 


SALES APPEAL and SALABLE PRICES 

^ are combined in the 1936 line of 

-GASOLINE 

CAMP STOVES 

Turner Stoves appeal instantly to both the experienced campers and ‘‘first timers” because of sturdy con* 
struction and attractive appearance. In addition the Turner is the ^ most efficient and practical camp stove 
made. Each burner is individually operated and controlled permitting fast and slow cooking at the same 
time (a feature found exclusively in Turner Stoves). The burners light instantly and develop an intensely 
hot flame. The fuel tank is easily removed for filling and has a built*in safety pump. 

Priced at no more than ordinary camp stoves—you can increase your sales and profits with the Turner line 
—your jobber can supply you. 

(jsaTsssstBSSsmms'^ 

A m Sycamore, 111. U.8. A* iJA 


YEARS OF 


LEADERSHIP 


amuuOitd BUILDERS HARDWnBE 


Barn Doer Hardware 

—Door Hangers 
—Tracks 
—Qable Door 

Sets. Hinges, 
Hasps, etc. 


Garage Hardwaie 

—“Over-the-Top” 
Rquipment 
—“Around - the - 
Corner” Sets 
—Sliding * Fold¬ 
ing Sets 

—Swieging Sets 


—Complete Hard¬ 
ware In sets— 
for cupboard 
doors, cabinets, 
cellar windows, 
screen doors, 
screen s a u h. 
etc. 


Write today for complete 
information and prices. 

FRANTZ MFG. CO. 

STERLING, ILLINOIS 


Pardon me for butting in: I’m looking 
for some additional lines to represent. 
Know where I can find any good 
ones? 


epen d on RICH 

for ALL Types of 

LADDERS 


Certainly! You’ll find many good 
accounts advertising under the 
heading of “Sales Representatives 
Wanted” in the Classified Sec- 
Hon of HARDWARE ACE. Read 
the ads in every issue and you 
will be reasonably sure to find 
the kind of a line you want. 
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Rich ladders are outstanding in qual¬ 
ity, and the line is complete from the 
smallest to the largest sizes. The Rich 
line includes Fruit Pickers’ Ladders, 
Platform Ladders, Sectional Ladders, 
Window Cleaning Ladders, Paper- 
hangers’ and Decorators’ Rodded 
Ladders, Scaffolding, Trestles, Adjust¬ 
able Scaffold Jacks, Step Stools and 
every other type and size of ladder 
your trade might call for. For both 
regular and unusual types of ladders, 
turn to RICH. Better quality—better 
values—always. Rich ladders win cus¬ 
tomer preference because they are 
unequaled for safety, durability and 
light weight. 

Prompt Shipments 

Large stocks of RICH Ladders at con¬ 
veniently located shipping centers, to¬ 
gether with modern manufacturing 
methods and great plant capacity 
assure prompt service on all orders. 

Other RICH Specialties 

Ironing Tables—Clothes Props— 
Wash Boards, etc. 

Ask your jobber. Write 
UM for complete catalog. 

The Rich Pump & Ladder Co. 

1028 Depot St., Cincinnati, Ohio 
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WITH A LOOSE-LEAF CATA¬ 
LOG, YOU CAN SHOW AN 
ILLUSTRATION OR QUOTE 
A PRICE instantly » » » 

When your customer asks for information on 
a large unit of sale which you do not stock, 
that is no time for fumbling with supplements, 
slips, or an obsolete, undependable tight-bound 
catalog. That’s when you cash in on up-to-the- 
minute information — the kind you always 
have, on every item,when your wholesaler pro¬ 
vides you with the modem Heinn loose-leaf 
system of catalog service. Ask your wholesaler. 


new efficient loote-leaf catalog issued 
1^ Wisconsin Hardware Company. Their 
retailers say. "1 know" — and do a real 
job of merchandising. 


Wbohsalers: Write on your letterhead to THE 
HEINN COMPANY, Dept. 226, 326 W. Florida 
St., Milwaukee, Wis., for new book, "The Caulog 
(^estion," showing how you can serve vour dealers 
better and make more money with a loose-leaf caulog. 



Originators of the Loose-Leaf System of Cataloging 
Branch offices in principal cities 


1934 the export surplus was $477,- 
745,000. The total of America’s 
foreign trade, however, reached the 
highest level since 1931. Exports 
were 7 per cent more than in 1934 
and imports increased 24 per cent. 
Exports of goods last year aggre¬ 
gated $2,282,023,000 and imports 
were $2,047,797,000. Largest im¬ 
ports for all of 1935 included farm 
products, wood and paper, metals, 
and manufactures. Leading ex¬ 
ported lines were machinery and 
vehicles, mostly automobiles and in¬ 
dustrial machinery, and nonmetallic 
minerals, mostly petroleum and 
petroleum products. 

« « « 

Sales of the General Elec¬ 
tric Company during 1935 amounted 
to $217,361,587, an increase of 18 
per cent over 1934. Volume of 
sales billed in 1935 by the Westing- 
house Electric & Mfg. Co. was the 
best since 1930, and a gain of ap¬ 
proximately 35 per cent over 1934. 
The company’s sales of refrigera¬ 
tors rose 46 per cent, while sales of 
electric ranges increased 49 per 
cent. 

« « « 

Factory operations during 
January suffered from weather con¬ 
ditions, though steel output was 
well maintained at around 50 per 
cent of capacity. Heavy construc¬ 
tion awards for January exceeded 
288 million dollars, double last 
year’s. Structural steel awards 
totaled more than 100,000 tons, 
against 76,000 tons in December. 
Railroads are again becoming fac¬ 
tors in the steel market. Purchas¬ 
ing of rails, track fastenings, freight 
cars and locomotives has increased 
importantly during the last two or 
three months and there is promise 
of further business. Automobile 
makers are feeling some reaction 
from the busy ordering of Novem¬ 
ber and December, and used car 
sales were greatly slowed during 
the sub-zero days. Increased pro¬ 
duction schedules were adopted by 
manufacturers of plumbing sup¬ 
plies, building materials, and elec¬ 
trical equipment, with most of the 
paint factories running full time to 
catch up with delivery dates. Mak¬ 
ers of both farm equipment and 
rubber products operated at a 
higher rate than a year ago. 

« « « 

Portland cement shipments 
in 1935 were lower, with the excep¬ 
tion of 1933, than in any year since 
1918, with the deficiency being at¬ 
tributed, for the most part, to the 
virtual absence of private work. The 


1935 total was 74,934,000 barrels 
of approximately 380 pounds each, 
with the total 1.3 per cent under 
that for 1934. All of the first eig^t 
months, except March, showed de¬ 
creases from the preceding year, 
while gains were registered in the 
last four months. In the first eight 
months, the decrease was 7 per 
cent. 

« « « 

Wholesale collections and 
sales in 97 cities during December 
revealed an encouraging return to¬ 
ward fall levels, after resisting sea¬ 
sonal declines, according to the 
January survey of the National As¬ 
sociation of Credit Men. In con¬ 
trast to 49 cities reporting “good” 
collections and 47 “good” sales, 
the current study has 55 cities in 
the “good” collections, and 64 in 
the “good” sales column. Slow 
collections are reported by only 
two cities, in contrast with nine the 
previous month, while slow sales are 
noted by only one city, a drop of 
two from the month preceding. 

« « « 

The volume of department 
store sales in 1935 was 7.1 per 
cent larger than in 1934. Total 
retail sales for last year were 12 
per cent more than for 1934, and 
28 per cent above 1933, but stfll 
nearly 10 per cent lower than in 
1931 and about 35 per cent below 
the level reported in 1929. In some 
commodities, such as rayon, woolen 
goods, shoes, oil burners, electric 
refrigerators, vacuum cleaners, cig¬ 
arettes, air-conditioning equipment, 
and gasoline, demand expanded to 
the highest level since 1929, and, 
in some cases, to new all-time highs. 

« « « 

Business in the United States 
spent $155,000,000 in 1935 for 
plant and equipment, compared 
with $85,000,000 in the preceding 
year, according to a report by the 
Securities and Exchange Commis¬ 
sion. New issues of stocks and 
bonds amounted to $2,667,000,000, 
compared with $630,000,000 in 1934, 
a great proportion representing 
corporation refunding operations. 
Officials interpreted the 1935 gains 
as indications of a reviving capital 
market. 

* * * 

Income of the United States 
in the next six months, according 
to estimates made by the Brook- 
mire Economic Service, will be 14 
per cent higher than for the same 
period a year ago, and 38 per cent 
higher than the average for the 
same period in the last three years. 
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OBVIOUSLY 
A SELLING IDEA 


What could be MORE obvious than the 
"Blac-Link" silhouetted against the pure 
white background ... it obviously 
assures quick, absolute detection of 
blown fuses . . . and just as ob> 
viously it assures MORE plug fuse 
^ profits for you! A 


NO MORE "GYP" FLINT 

(AS PAR AS WE ARE CONCERNEDl 

Effective January First, 1936, we have discon¬ 
tinued the manufacture of Flint Sandpaper in the 
8%" X lOVi" size. 

On and after that date we offer only our First- 
Quality JEWEL Brand, full 9^^ x ir size, made 
from first-quality materials and packed either in 
the waste-saving Jewel carton or the time-saving 
Jewel shelf dispensing box. 

A Gtmiiiit J«w«l Abrosiv# 

BEST OF THE BETTER BRANDS 

And—best of all—Genuine First-Quality 
JEWEL Sandpaper will cost you no more 
than the "scalped*’ size! 

ABRASIVE PRODUCTS, INC. 

Manufacturers of Coated Abrasives for Wood, 
Metal, and Leather Working 
SOUTH BRAINTREE. MASS., U.SJL. 

A General descriptive catalos. now on the press, 
lists many improved time and money-saving 
abrasives. 

Shall we reserve your copy. 

just mail the coupon—Pin it to your letterhead if you prefer. 


Order from your jobber today 
. . . then display this forceful 
display carton for MORE plug fuse 
sales! 

Carries Underwriters’ Label 

THE CHASE-SHAWIVIUT CO. 
NEWBURYPORT . MASS. 


Abrasive Prodnets, ine. 

Soath Brointree. Moss. 

Reserve my copy of your now catalog (H.A.4) 
NAME . 


FUSE SPECIALISTS SINCE lt93 


MAULMASTER ia 
sturdily built of 22 
gra. material . . . 
pilfer-proof slot... 
door hinged at top, 
closes of its own 
weight. A high- 
quality box at a 
bargain price every 
home owner can 
afford. 


TREMENDOUS MARKET 
for Low-Priced 

MAILMASTER 

Notice the number of mail 
boxes right in your own vicin¬ 
ity that need replacing. Ap¬ 
proximately 15,000,000 mail 
boxes now in use are so out¬ 
moded and disreputable look¬ 
ing that it is a disgrace to 
allow them to remain in their 
places of prominence; also 
more new houses are being 
built now than for the past 7 
or 8 years, and every house 
needs a mail box. 

Take advantage of this vast 
market Displ ay the low-priced 
MAILMASTER and the other 
Fnlton Mail Boxes—^let the public 
see them—theyll be one of your 
“best sellers.” 

Write for fnU information and 
prices. 


Patent IVovelty Company 


305 Biglitk Ave., 

POLLY PRIM DUST PANS 
POLLY PRIM RECIPE CABINETS 
RUST-RESISTING MAIL BOXES 
POLLYANNA DUST PANS 


FiritM, 111. 


JUMBO FIRE SHOVELS 
FULTON CRUMB SETS 
FULTON DOCUMENT BOXES 
BLUE-BIRD INDOOR CLOTHES 
UNES 
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MJETAL SIGNS 

18 YOUR LAWN AND GAR¬ 
DEN DEPARTMENT COM- 
PLETET SELL 'Please Keep 
Oir Oraas" ilfna—aloof with 
your grass seed. 

A tried and proven iSd seller 
li) year after year. 

P* DESCRIPTION.—Metal Plate—5 by 8 
Lr Inches—black lacquer background—white 
11 letters, and border stake attached. 
PRICE—6^ each in 3 doa. lots. 

5d each In grou lots—F.O.B. Shipping 
wt. 37 lbs. per 100 signs. 

WE ALSO CARRY A COMPLETE STOCK OF 
METAL SIGNS AS *'No Hunting." "For Sale." 
"Offlce." "No Parking." and over 100 others. 

Write tor owr complete list and dreeriptive eireular 


CLOUSER 

100 Tronsporfation Bldg. 


BROS. 

Indianapolis. Ind. 


Better Lacee- 
flexlble. tough, dur¬ 
able—that retain their 
fibre strength and toughness. 
—Specially tanned without 
lime, acids or injurious 
chemicals. Uniform thick- J 
ness, accurate widths. 

Proof-tested for strength. 

Each dozen pair in a 
Ck)unter Display Box. 
rhey sell themselves; i 
build repeat business. 

Write tor 
Price Circular 
Chicago Rawhide Mfg. wv. 

1285 Elston Ave.. Chieafo. U.S.A. 




Co. 



Be prepared for the spring 
season. Order nowl 

HINDLEY WIRE GOODS 


WIRE SPECIALTIES 
BRIGHT WIRE GOODS 
COTTER PINS 
EYE BOLTS 

Writt For Our Catalog 


HINDLEY 


MFG. CO. 
VALLEY FALLS. R. 


STEEL MORTAR HODS 

dripping onto 
tho ttser’a back. 
Made entirely of 
steel with wooden 
shoulder saddle 
and handle. 
Edges are heavily 
reinforced. The 
fork Is pressed 
from heavy gauge 
steel. 

Write for jtrices. 

The Cleveland Wire Spring Co. 

E. 38tlt St. and Hamilton Ave. 

• • aeveland, Ohio # # 



irxl2'' 
X iiy'i 
deep 


ROCHESTER ADJIJSTARLE 
SASH HALANCES 

A product of Guar¬ 
anteed quality. Real 
profit in handling 
them. 

Write for prieea* 



ReeheMtere N. Y. 


Ca.* tee. 


5UHS.ii!,«r 

cAaMDIS 

MADE IN U. 5.A. 


ASK YOUR JOBBER 


H D YT WD RTH E N 

TANNING CQRP. 
HAVERHILL MASS. 
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Snap-Cut Tree and 
Shrub Pruner 

In this pruner, the “Snap-Cut” action 
is mounted on a light weight, strong, 
aluminum shaft. The 4 foot length is 



suited for pruning briars, fruits, roses, 
shrubs, etc. The 6 foot length is suited 
for pruning fruit trees, high vines, etc. 
Will cut up to % inch branches witli 
ease. Seymour Smith & Son, Inc., 
Oakville, Conn. 


Evinrude 1936 Hooded 
Power Fisherman 

In this model the carburetor, spark 
plugs and wiring are housed in an 
aluminum covering from which the new 
style valve lever and the primer lever 
protrude. An integral drip pan reflects 
casual carburetor drippings outside the 
boat. A large carrying handle is formed 
integral with the hood at the exact point 
of balance. According to the manu¬ 
facturer, other improvements are the 
rubber mountings which “float” the 
motor 80 that no vibration reaches the 
boat; a completely shock-proof steering 
handle that retracts when tilting; rub¬ 
ber-cushioned propeller drive; propeller 
is of the weedless type. Motor it is said 
develops 4.4 N.O^. certified brake 
horsepower at 3500 r.p.m., and an im¬ 
proved co-pilot feature keeps the boat 
upon a set course while the operator's 
hands are busy. The 1936 Fisherman 
lists at $110 f.o.b. factory. The Weed¬ 
less Fisherman with patented weedless 
gear housing but otherwise identical to 



the standard 1936 Fisherman lists at 
$10 higher. The 1935 Fisherman model 
listing at $95 also remains available. 
Folder on the Fisherman model is avail¬ 
able. Outboard Motors Corp., Milwau¬ 
kee, Wis. 


Prize-Winning List of Tools 
For the Homeworkshop 

(Continued from page 54) 


pared to answer a distressed up 
stairs cry of ‘Will you fix this 
kitchen faucet?’ ” 

Many ways in which this list 
can be used to good advantage 
will doubtless occur to hardware 
merchants. Copies of the list could 
be distributed in the tool depart¬ 
ment, or the list could be re¬ 
printed in the store’s paper, or 
other advertising matter. If the 
list is so used it is important that 
credit should be given to the spon¬ 
sor of the contest — The Home 
Craftsman Magazine^ New York 
City. Window or interior displays 
in which all of the items on the 
list are shown with suitable ex¬ 
planatory show cards could also 
be used with good effect Such 


Digitized 


displays will convince home 
craftsmen that the store is pre¬ 
pared to serve him in complete 
and intelligent fashion, and is 
really interested in catering to his 
hobby. 

The prize-winning list is re¬ 
printed herewith by special per¬ 
mission. As previously stated, 
this list was selected for first 
place by the judges because it 
represents a workshop of wide 
scope. Since the list is only one 
of the entries it cannot be con¬ 
sidered as being a composite of 
all the entries, or as being typical 
of the entire contest. On this 
account, brand names have been 
omitted in fairness to all con¬ 
cerned. 
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SUPER APEX 

has a zinc coating almost twice aa heavy as some other widely and 
more or less carelessly advertised lines. 

On top of this zinc coating there is baked a coat of high quality 
enamel thus reducing corrosion almost to the vanishing point. 

THE UFE OF SUPER APEX 

in ‘^Salt Air,** moisture or gaseous laden climates is almost double 
the life of cloth made by the old process. 

STEEL — COPPER — GOLDEN BRONZE — SPECIAL ALLOYS 
ANTIQUE BRONZE — ALUMINUM 

HANOVER WIRE CLOTH CO. 

HANOVER* PENNSYLVANIA 


for Safety and 

Satisfaction 


ACGO 

11 WELDED and WELDLESS 

CHAIN 

Made by the World's Largest 
Manufacturer of Welded 
and Weldless Chain. 
■ ■ I \ American Chain Company, Inc. 

Bridgaport, Conn. 

{ I World's Largest Manufacturer 

_ -V -y _ of Welded and Weldless Chain 

BUSINESS FOR YOUR SAFETY 


LOOK FOR THE DISTINCTIVE 
CROSS PACKAGE 

red - white-black 
YOUR CUSTOMERS DO I 

all 




O. K, 


if they're 


W. W. CROSS & CO. INC., EAST JAFFREY, N. H. 



TROWBRIDGE 
GRAFTING WAX 


GRA^FTIMG 


“Best since I860.** The leading x ^ 

Hand or Brush Wax for graft- \ -. \ 

Ing, budding and trimming of all ~ ' _ __> 

fruit, ornamental trees, shrutM 

and Tines. Also for painting tree cots and bruises. Hew ^ and 
1 lb. Dkgs., also 6 and 10 lb. containers. 
Readj. profitable seller. 




WKiiiDeMFnNctwm 

! APPUtO COLO I 

: '•AITCR C. CLARK & SO^ 

L 'ocroPOL CONN J 


Treekote Emulsion 

The new and efficient tree wound dressing, 
pruning and grafting compound for alt types 
of tree woundis. Also protects trees from in¬ 
sects and fnngl. Applied cold. Not affected 
by hottest weather. EkH>nomical. 1 pt. to 5 
gal. cans. Write for Prices. 

Walter E. Oark & Son 

Milford Box E Conn. 


ORIGINAL •■PRIMUS" BLOW TORCHES 

for Gasoline or Kerosene fuels 

Made entirely of ^ ^ 

brass. Highly pol- ^ 

ished. Strongly con- 
structed. Filling 
funnel on top of 

Torch for both in- 1 

doors or out in 
windy, cold weather. 

jobbers or vorite 

Sole Agents for U. 8. A.: 

SANDVIK SAW & TOOL CORPORATION 

IW Lafayette Street 740 Washington Ava. No. 

New York, N. Y. Minneapolis, Minn. 


The 500-MILE 
SKATE 



Someth! ng new 
and different te 
talk about — guar¬ 
anteed not only for 
500 miles’ travel 
but for a full year’s 
wear . . . nothing 
to equal it in the 
highest quality class 
— yet moderately- 
priced. 


Retails for 
$1.95 to $2.25 
a pair ^ 
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NUMBERS 


—each different—each showing qual¬ 
ity at a glance—each so closely 
priced that a few cents one 
way or another makes the 
sale—that's what the 
Speed King line of- 
fers 


GOOD PROFIT 
ON EVERY 
ITEM 


tlELO 





Speciol 1936 


Speed King 


ROLLER SKATES 


and Look! 

A TOP-NOTCH 
BALL-BEARING SKATE 
RETAILING FOR $1.00 TO $1.23 


No. 540 


tailed for double the 





































Originated end developed STEEL Beat¬ 
ers and are still LINE No. I in Quality 
and Satisfaction. The ONLY ONES to 
fully support the present nation-wide 
movement of Important dealers in first 
Quality HOUSEWARES, back to their 
important place in trade and resulting 
PROFITS. HELP IT ALONG. 

18 pictures would be required to here 
show this longest line in the world in 
and out of glass: a Quality model, 
assorted colors, for every hand require¬ 
ment. Why handle 2d and 3d grade 
lines, when LINE No. I is same pnce 
and alone fulfills every need? Insist 
upon LADDS from your jobber or send 
your stock orders direct to us for a 
suitable price range—for remember 

LADDS PUT THE PROFITS IN AND 
KEEP THEM IN EGG BEATERS. KITCH¬ 
ENWARES ARE COMING BACK 
RIGHT NOW. 

United Royalties Corporation 

1133 Broodwoy. Naw York 


Corf land 

Cray-Wick Wire Cloth 



One of the best 
telling screen 
cloths ever pro¬ 
duced. Popular 
with thousands 
of home own¬ 
ers. Cortland 
Gray-Wick is al¬ 
ways 


Made From 
OPEN HEARTH 
Copper-Bearing-Steel 

.011 aauge wire used botb 
toayt. Has a pleasing dull aal- 
vanized finish. Electro zinc 
coated and enameled with a 
pigmented varnish — double 
protection againtt corrotion. 


We Control 
Every Operation 

From raw material to finished product. 24 
to 48 in. widths, double selvage. Individual 
fibre cartons. 


Adc your Jobber for Prkos 

STEEL PRODUCTS 

“NATURAL GAS now uMd in sor fur- 
oases prsdnses vary lew sulpbor steel 
which, together with a eepper alloy, re- 
duees cerreslen." 



CORTLAND. N. Y 


Aggressive Policy Adopted 

(Continued from page 61) 


one side wall and partly across the 
back. This entire row of display 
closets with orange doors, presents 
a most striking and neat appear¬ 
ance. 

From a publicity standpoint the 
most striking feature of Madway’s 
store is the huge mural covering 
on one wall. This piece of art mea¬ 
sures twenty-one feet by seven feet, 
and is one of the first things no¬ 
ticed by customers who enter the 
store. The painting was done on 
Mr. Madway’s order by Bertram 
Goodman, a pupil of one of Amer¬ 
ica’s outstanding m u r a 1 i s t s, 
Thomas Benton. The piece is en¬ 
titled “The Evolution of Tools,” 
and fulfills the idea that Mr. Mad¬ 
way had in mind; namely, depict¬ 
ing man before the stone age, then 
on up to the iron age and hand 
forged tools, up to the present use 


of modem tools. It is asserted that 
the entire work is done with tested 
materials so successfully used by 
the old masters—such ingredients 
as white of eggs, etc.—and that the 
colors will stay bright and perfect 
for ages. 

When this painting was first 
complete, Madway’s came in for 
all kinds of wide publicity. It was 
at the time when the Government 
was appropriating money for art 
work and the public’s interest in 
art had been stimulated. Hence, 
the appearance of this painting in 
a Philadelphia hardware store 
created considerable news interest. 
The consequence was that Mad¬ 
way’s had splendid write-ups, not 
only in the Philadelphia papers, 
but even those of New York and 
other cities. 


Clamp Assortment 



Contains 13% dozen “Sure-Grip” 
clamps in six sizes put up in this at¬ 
tractive counter display carton. Three 
sizes are for use on garden hose, beer 
pumps, automobile heaters, etc. Other 
three sizes are for use as automobile radi¬ 
ator clamps. It is stated that they are 
flexible enough to be fitted around con¬ 
nections without removing hose and they 
are galvanized after all machining opera¬ 
tions arc completed, preventing raw 


edges to rust or corrode. J. R. Clancy, 
Inc,, Syracuse, N. Y. 


Inspection Plan For 
Everedy Door Qosers 

The Everedy Co., Frederick, Md., will 
send, ]>03t paid, a sample of its Everedy 
Door Goser to dealer or wholesaler, on 
request. This “Sample - On - Approval” 
plan was devised so that the product may 
be properly inspected before purchased. 
A feature of this Door Closer is its 
double-jointed door bracket. 


Motion Window Display 

For Hotpoint appliances. Electrically 
animated arm swings back and forth 
pointing out the appliances. Reproduced 
in rich colors and is in three sections. 
Center piece, 36 x 36 in^ will accommo¬ 
date three large or four small appliances. 
Side panels spot the coffee maker and 
automatic Hotpointer Toaster. General 
Electric Co,, Merchandise Dep’t., 1285 
Boston Ave., Bridgeport, Conn. 
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COBURN 


WAREHOUSE DOOR 
HARDWARE 

• A patented Track using a channel iron 
or I-Beam is sold exclusively by Cobum 
for supporting heavy sliding doors. No 
opening is too wide, and no door too 
3D 5 heavy for No. 7M Track ami Hanger. 

No supporting beam is required, as the 
Track can be made an integral part of 
I the building. Detailed information will 
' be furnished on request. 

Since 1888 Cobum ProdueU Have Been Dependable 

COBURN TROLLEY TRACK CO. 

HOLYOKE, MASS. 


WILDER’S Lion Half-Soles 

Popular Display Assortment In Tin 

IwiLOEirs LiON^ir-soL^ Lion Tap Cabinet 

I ! Contains 1 dos. pairs each of 10#, 15#, 

. ^ ^ 20# and 25# grades of Lion Taps, Total 

4 dos. pairs eomplmtm with noile. Gross 
W m wght, shout 15 lbs. Sold through Job- 

i- n ^ Jmk ■§! bers. Retail value $8.40. Dealer’s 

I TSvtin’aa?ii.HCAA'swRitLLvSji I pTofit 50®>i. 

I WaOER COMJHNT ChKACO } _ _ . , 

Refills always avauable. 

Lion Taps are also sold for display independent of cabinet, imeked one 
dozen pairs of a grade in an attractive display carton. Prices range 
from 10# per pair to 50# per pair, including nails. 

Give us name of your fohher and receive FREE^ a sample 
pair of 104 LION TAPS. 

WILDER & COMPANY 'SSttST '^,^,2; 


WnLDER V COMJHNT ChKACO 








VAUGHAN’S f‘*“r ;.7.' "I 

handle utility items is selling 
fast now. All metal parts are heavily nickel plated. 
Each item guaranteed. Red and Green Catalin Handles. 
Send for Prices and Details on this Complete Line. 

VAUGHAN NOVELTY MFC. CO., INC. 

S211.2S CARROLL AVE. CHICAGO, ILL., U.S.A. 


CASH IN 

BICYCLES 

This is the year to cash in on quality bicycles! 
There is no surer way to do so than with the 
Columbia franchise. Open territory still avail¬ 
able. Write for details nowl 

THE WESTFIELD MFG. COMPANY 

Westfield, Massachusetts 



The 

EASY.TACH 


4^ 4 


Just push in—^no THE OLD thcnkw 
tools needed. 

Avoids broken Pat. No. 
and corroded 


Put np 6 Snper-Qiialitj Beveled Robber Washers and 
4 patented Washer Holders on a Display Card—to re¬ 
tail at 10c per Card. 

Samples sent upon requesi 

KEYSTONE BRASS & RUBBER CO., f.; 


Repairs Unsightly Chipped Porcelain 


When home owners hit and chip 
porcelain or enamel fixtures 
Tilette Liquid Porcelain Glaze 
will quickly repair them like 
new. Ideal for Porcelain and 
Enamel Sinks, Bath Tubs. 
Lavatories, Refrigerators, etc. 
Ready for use, waterproof, 
dries quickly with a perma 
nent porcelain gloss. In 1 oz. 
Jars, packed 12 to attractive 
counter disp’ay. Quick 25 
cent seller. Liberal profit. Ask 
your jobber to supply you. 

If he cannot, write to us. 


TILEHE 

CEMENT CO., INC. 

401 Lafayette St., 
N. Y. C. 

1115 Temple St., 
Los Angeles, Calif. 


Liyuld Poreolmia Gimme f| 






ALWAYS NEEDED! 

A JLisi ot 

WHOLESALE 
HARDWARE 
HOUSES Giving 

Names and Ad^esaes; Capitalua- 
A tiona; Lines Handled; Territoriea 
Covered; Number of Men Travelled; 
Up Names of Officers and Buyars. 

^ Usetui tor 


Mee 010.0# a Capp 
CAaek wttiB Order 


PERSONAL BALES CONTACTS 
CREDIT DEPARTMENT 
DIRECT MAIL WORE 


HABDWARE AGE VERIFIED LIST 

239 W. 39tb ST., NEW YORK, N. T. 



Krustoff 

Cleans and prevents rust on 
enameled stoves, ovens, stove¬ 
pipes, tools, machinery. Every 
home needs it. 

Made by the makers of 

STOVINK 

Johnson’s Laboratory, Inc. 

WORCESTER, MASS. 


FEBRUARY 13, 1936 


Digitized by 


Google 






















for gasoline and kerosene lamps and 
lanterns as the newest development in 
improved rayon mantles. Mantle b 
round in form and, according to the 
manufacturer, of sturdy double weave 
rayon fabric and provides maximum 
candle power. The dealer cost is $6.50 
per gross and the maker suggests they 
he sold at 2 for 15 cents. 


Improved Gasoline And 
Kerosene Lamp Mantle 

The Lindsay Light and Chemical Co., 
161 East Grand Ave., Chicago, has an¬ 
nounced its Lindsay Rosette No. 200 


Xn the heart of Philadel 
phia . . . socially, conuner< 
cially and geographically, 


Sickles-Loder 
Catalog No. 35 

Sickles-Loder, Inc., wholesale 6rm in 
the Port Authority Commerce Building, 
New York City, has recently issued its 
catalog describing and illustrating the 
various lines carried. The catalog con¬ 
tains a sectional index, products index 
and information of the company’s 
facilities. 


CLAUDE H. BENNETT, Gieneral Manager 


Norge Line for 1936 

Norge Rollator Refrigerators have 
been redesigned to eliminate all appear¬ 
ance of squareness yet retaining har¬ 
mony and simplicity of design. The 
interiors have many improved and 
added features for utility and conveni¬ 
ence. The Concentrator Gas Range 
line has also been redesigned in the 
same manner. There are nine models 
with a flexibility of color and features. 


Two models have been added to tlic 
washer line. All have Autobuilt trans¬ 
mission and the same system of 
Quietors. They require no oiling for 
at least five years, and are available 
with friction drive pump. Model 56-G 
and 76-G are available with gas engine. 
New models have been added for the 
1936 line of ironers with further im¬ 
provements in design and construction. 
Norge Corp., Detroit, Mich. 


Booking Office. 

New York; 11 W. 42nd St. 

LoDtrmcre 6>4&00 
PfttebQrtrh: SUnderd Life Rids. 
^ Court 1488 


BOLTS 

SCREWS 

NUTS 


The service they give the 
user, plus the prompt de¬ 
liveries we give you on 
all orders, are the reasons 
we have gained the repu¬ 
tation of giving REAL 
SERVICE. 


QjtlK pMSBoLTf Ji 


Bemiss St. MUldale, Conn, 


Noaec QUALITY mORtll 


1 |Paw 

Tj 

A 
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WHITING 

ADAMS 




I WHITING-ADAMS 

C □ M P A N Y 

690-710 HARRISON AVENUE • BOSTON«MASSACHUSETTS 


fAnUiU 

COIL CHAIN 

Other Hodell Chains 

WELDED ~ Proof Coil Chain • Stool 
Loading Chains o Traco Chains • Wall 
Chain • Cow Tios# Log or Binding 
Chains • Hool and Butt Chains • Broast 
and Wagon Chains • WELDLESS 
Tio Outs • Pump Chain • Porch 
Swing Chains PCowTios • Dog Chains 
• Sash Chain 

THE CHAIN PRODUCTS CO. 

3934 Coopor Avo., Clovoland, Ohio 
Established 1886 







WARE TRADE ONLY 

ALLEN’S RE-DESIGNED 

SUPREME 

LINE 

OF 

LAWN SPRINKLERS and 
GARDEN HOSE ACCESSORIES 

f-KCC L^AI Catalog contains over 100 

items—soma entirely new, others completely re-da- 
signed. Profusely illustrated with color plates and 
halftones. Send for your copy today. 

W. D. ALLEN MFG. CO- 

566 W. Lake Street. Chicago, Illinois 
28 Warren St., New York City, New York 


Stores say: “It’s a Sensation!’’ 

Make quick profits with HANSON 

SILVER CLIPPER 


A* Strikingly beautiful, with silver and 
black dial, this original new SILVER 
CLIPPER sells on sight. 

See these features; 

1. Modernistic design 4. Unusuil accuracy 

2. Eye appeal 5. Reasonable price 

3. Improved mechanism 6. Attractive profits 

Ask yotsr Jobber for prices. 

HANSON SCALE COMPANY rEst.it8i) 

525 N. Ada 8t. 1150 Broadway 

Chloage New York 



R. MURPHY'S STAY SHARP 
>!!:i ROOFING KNIVES "JT 


Paper Hangers’ 
Knives 
Shoe Knives 
Oyster Knives 
Skiving Knives 
Rubber Knives 
Clam Knives 
Mackerel Knivet 
Cigar Knives 
Pruning Knives 


2 Sizes—No. 0, Blade 2" long— 

No. I, ai/," long. 

Highest Quality — Absolute Depend- 
^ility—Reuonable PrIeee . . . Make Butcher Knives 
'®«'‘ <he name Oilcloth Knives 
R. MURPHY on a work knife. . . . Plaster Knives 
^'■®" experience R. Kitchen Knives 

MURPHY 8 Work Knives are their Stencil Knives 

5est buy. Manual Training 

.r. •»' Rffinl'K"'*?' 


oar KnivM I . Shirt Cutters’ 

uning Knives ^ Complete Blades and 
I Catalog Handles 

ROBERT MURPHY’S SONS CO.. Ayer, Mass. 

Makers of the finest Work Knives for 86 years 




REAL sales representa¬ 
tives advertise in the 
"Sales Accounts Wanted" 
columns of the classi¬ 
fied advertising section 
of HARDWARE AGE. 
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Classified Opportunities Section 


Um this section to reach Hardware Manufaetwrers, Manufacturers* Agents, 
Jobbers, Jobbers* Salesmen, Retailers and Retail Salesmen 


CLASSIFIED ADVERTISING RATES 


Mtlont WsntMl AdwrUMfiMnts punun u ^ NOTE 

“ *'* 11 ?' "** *' *? * *? * “ “*'*■ D^rtr'Ilu’(rJui'r^ iun—M * Samplcs o£ literature^ Bler^ 

““ “rT“ ——- - Catalogm ete., wiD 

miniME o«a »«•>• 

*® words.. 4.J0 Send check or money order« AOdrooayour c arra s pa ii dan c e —<repMo o to 

noi^n^. hardware age 

Bomd DImley lt*tM HARDWARE AGE is pidblishod ororr other Clatwifisd OppmtmtMeg Depi. 

1 iBoh .98.00 T hu rsd a y. aosstlod forms eloso IS days tMi Maw York CtHr 

Eooh odditlonel Inch .4.00 prorloM to doto of pohUeotloo. "E WOtt 3901 91-9 HOW TOT* 


HARDWARE AGE 

ChtMtifUi OpportmmitlM Dmpt, 

2SS WMt SMh St., New Yerfc City 


Salks Re: RrsENTAiivKs Wanted 


NATIONALLY KNOWN MANUFACTURER 
IS LOOKING FOR AN 
EXPERIENCED HARDWARE MAN 
Age SO to 40 yesn, to take charge of their New 
York Office. Office has been established twelre 
yean. Applicant must be acquainted with jobbing 
trade in Metropolitan District. Philsdelpbis. Bal¬ 
timore. Washington and Virginia. Salary and 
bonus. 

Address Bex B-»47. care ef HARDWARE AGE. 
239 W. 39th 8t.. New Yerk City 


Sm.f.s Repkkslntatives WaNTl.. 


Sales Representatives Wanted 

To sell leather half soles and rubber heels to 
jobbers in New England. Ohio. Indiana an<l 
Southwest. Straight commission on all orders re¬ 
ceived from territory. Line established in 1920. 
THE HAGERSTOWN LEATHER COMPANY 
Hagerstown, Maryland 


MANUFACTURERS’ AGENTS’ WANTED. 
ELECTRIC WIRING devices, heating pads; 
wholesalers, departments, chains, better retailers. 
State territory and trade. Prominent eastern 
manufacturer. Address Box B-983, care of Haed- 
WAEE Ace, 239 W. 39th St., N. Y. City. 


WANTED — HARDWARE SIDELINE 
SALESMAN —EXPERIENCED and weU ac¬ 
quainted in department stores, retail, hardware 
and garden supply houses for selling fast moving 
item. Address Box B-97S, care of Haedwaeb 
Ace, 239 W. 39th St., N. Y. City. 


MANUFACTURER OF A NEW LINE of 
stainless steel utensils, specialties, etc., has ex¬ 
clusive territory for sevei^ experienced salesmen 
on commission basis. Jobber, department store, 

E remium, furniture and hardware trade following 
ighly desirable. Address Box B-977, care of 
Haedwaeb Age, 239 W. 39th St., N. Y. City. 


SALESMEN DESIRING PERMANENT 
CONNECTION WITH reliable corporation man¬ 
ufacturing finest fastest sellers, call on furniture, 
hardware, department stores, also jobbers, cither 
whole or part time. Address—Dustmaster Corp., 
Dept. H-3, 600 First Avenue North, Minneapolis, 
Minnesota. 


SALES REPRESENTATIVE WANTED, 
PREFERABLY WITH following in the indus¬ 
trial field for side line, a universally used hard¬ 
ware article of high merit, xlling at very com¬ 
petitive price. Unusual commission. Address Box 
B-981, care of Haedwaee Ace, 239 W. 39th St., 
N. Y. City. 


ESTABLISHED MANUFACTURER HAS 
SEVERAL OPENINGS exclusive territories. If 
you are now calling regularly on hardware, mill 
and contractor supply trade and can add several 
good items to your line, commission basis, our 
proposition will interest you. Address Box 377, 
Toledo, Ohio. 


SALESMEN: SELL ATTRACTIVE 10c-25c 
ITEM. Rust and tarnish remover—metal—porce¬ 
lain renewer. All hardware, chain, department, 
auto, sporting goods, drug, grocery and general 
stores. Attractive commission. Territories open. 
Address Box B-985, care of Hardware Ace, 239 
W. 39th St., N. Y. City. 


WE WANT SEVERAL SALESMEN NOW 
devoting their entire time selling to deoartment 
stores to sell our line of dust mops and wet mops 
as a side line on commission. State experience 
and territory wanted. Full territory protection. 
Address Box B-972, care of Hardware Ace, 239 
W. 39th St., N. Y. City. 


WANTED — SALESMEN CALLING ON 
HARDWARE and house furnishing rcUil stores, 
chain stores, auto accessory stores to sell a jine 
of chamois and sponges. Side line or full time 
on commission basis. Full protection repeat busi¬ 
ness. Write full particulars. Address Box B-986, 
care of Hardware Age, 239 W. 39th St., N. Y. 
City. _ 


SALES REPRESENTATIVE WANTED. 
NOW CALLING on jobbing, chain and depart¬ 
ment store trade to sell moderately priced in¬ 
secticide, polishes and waxes. Guaranteed quali^ 
products. Attractively packaged. Our season is 
now approaching. Good proi^ition for men with 
following. Commission basis. State territories 
covering and references. Address Box B-988, care 
of Hardware Ace, 239 W. 3^ St., N. Y. City. 


A LARGE AND WELL-KNOWN COM¬ 
PANY, manufacturing a varied line of hardware, 
are in the field for commission salesmen, who in 
turn must have well-established lines and fields 
of activity either amonff jobbers and large c<m- 
sumers, or separately. In reply give full details 
of territory regularly covered, and firms repre¬ 
sented. Address Box B-970, care of Hardware 
Age, 239 W. 39th SL. N. Y. City. 


SALESMEN WANTED. NEW YORK 
WHOLESALE electrical house has several open¬ 
ings for representatives in States east of the 
Mississippi. Men covering large hardware ac¬ 
counts preferred. Attractive ca^o^ illustrat¬ 
ing our line available for distribution by our 
representatives. Straight commission basis. Ex¬ 
cellent opportunity for live wires. Write stating 
experience and territory covered. Address Box 
B-980, care of Hardware Ace, 239 W. 39th St., 
N. Y. City. 


* Business Opportunities 


OLD ESTABLISHED UP-TO-DATE HARD¬ 
WARE STORE, modern fiirtures. Large store 
at very low rent; at 60% of inventory value, for 
ersh. Reason for selling—on account of health. 
(Metropolitan District.) Address Box B-971, care 
of Hardware Age, 239 W. 39th St., N. Y. City. 


WANTED TO PURCHASE: AN ESTAB¬ 
LISHED hardware store in N^ England, in 
community with drawing population of 15,000 to 
50,000. Stote full details, including type of mer¬ 
chandise carried and amount of inventory. All 
replies will be held in strict confidence. Address 
Box E-3, care of Hardware Ace, 140 Federal St., 
Boston, Mass. 


Business Opportunities 


How About Your Sales? 

Manufacturers about to put out new 
products—do you know what the po¬ 
tential market is—the salability of 
the product — prices obtainable—ad¬ 
vertising necessary. 

What about your present products? 
Perhaps a minor change vnll speed 
up s^es. You must have the facts 
about your market—^what the de¬ 
mands and trends are NOW. 

We can get accurate facts from the 
most reliable sources quickly and at 
a much lower cost than you would 
expect to pay. Write us giving brief 
details of products including cata¬ 
logue, for estimate. 

The Federated Sales Service Inc. 

729 Boylston Street, Boston, Hass. 


Sales Accounts Wanted 


A WESTERN CANADA MANUFAC¬ 
TURER’S AGENT, selling to wholesale 
hardware, department stores and 
builders’ supply houses, is Interested 
in arranging to represent a few large 
manufacturers. 

ABdivn Btx B-974. ten sf HARDWARE AGE. 
239 W. 39tli Bt.. N. Y. City 


LINES WANTED—FAST-SELLING LINE 
wanted by manufacturer’s agent calling on depart¬ 
ment stores, chains, electrical, hardware and drug 
jobbers in Michigan. Electrical specialties, small 
appliances or supplies preferred, but what have 
you that will appeal to the low-priced quantity 
buyer. Address Box B-979, care of Haedware 
Age, 239 W. 39th St., N. Y. City. 


MANUFACTURER’S DISTRIBUTOR AND 
JOBBER SELLING to retail ^rdware, bouM 
furnishing, department store, chain store trade in 
Pennsylvania, New Jersey, Delaware, locking for 
additional lines to nandle on a jobbing or dis¬ 
tributor basis. Address Box B-987, care of 
Hardware Ace, 239 W. 39th St., N. Y. City. 



Our files eooUin appUeatlou of eereral bimdred ex¬ 
perienced and well-trained employees in the bard- 

''*"NoTHj(llGE TO EMPLOYERS FOR THIS 
SERVICE 

If we can be of any help to you. just phono 
ASSOCIATED PLACEMENT BUREAU 
152 West 42ad Gtroot New Yerfc City 

WI8. 7-I8G2. 1808 
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Positions Wantkd || Positions Wantkl- || Positions Wantei) 


Do You Know That — 


of the subscribers whose sub¬ 
scriptions expired during 1936 renewed their 
subscriptions to HARDWARE AGE. 

This renewal rate of 80.71% is really close to the highest possible, 
considering the personnel changes and normal mortality of the field. 

Since there is nothing to induce subscriptions other them the hard¬ 
ware man’s desire to read and use the paper, this renewal rate 
affords a direct indication of the very high degree of interest with 
which HARDWARE AGE is regarded by its readers. 

Advertisers, experienced in marketing through the hardware trade, 
know that it Pays to Concentrate in HARDWARE AGE. 



EXPORT EXECUTIVE, LONG EXPERI- 
ENCE, at present employed by New York Ex¬ 
porter, would prefer employment with manufac¬ 
turer, New York, or New England. Address 
Box B-984, care of HAanwAas Age, 239 W. 39th 
St., N. Y. City. 

SITUATION WANTED BY MIDDLE-AGED 
MAN. Twenty-nine years* experience as an ex¬ 
ecutive in hardware, tools and automotive sup¬ 
plies, wholesale and retail. Address Box B-973, 
care of HAanwAax Ace, 239 W. 39th St., N. Y. 
City. 

YOUNG MAN EXPERIENCED HARD¬ 
WARE AND sporting goods clerk and book¬ 
keeper. Can type and operate mimeograph. Good 
health. Good reference and will go anywhere. 
Address Box B-954, care of HAanWAas Ace, 239 
W. 39th St., N. Y. City. 

SALESMAN WITH ESTABLISHED FOL¬ 
LOWING AMONGST hardware, house furnishing 
and variety jobbers, also contact department 
and chain stores in Metropolitan New York area 
desires connection with reputable manufacturer. 
Address Box B-978, care of HAxnwAaE Age, 239 
W. 39th St., N. Y. City. 


SALESMAN 11 YEARS* EXPERIENCE 
SELLING to wholesale hardware and woodenware 
trade in the following territory: Ohio, Kratucky, 
West Virginia, Virginia, Carolinas, Georgia, Ala¬ 
bama. Single; can make headquarters as desired. 
Salary or drawing account. Address Box B-976, 
care of Haedwaxe Age, 239 W. 39th St., N. Y. 
City. 


HARDWARE BUYER: WHOLESALE, 
EIGHTEEN YEARS* purchasing experience. 
Capable, reliable and competent. Making change. 
Twenty years’ wholesale experience with two job¬ 
bers. ^cellent reeprd and references. Know the 
jobbing business from A to Z. Correspondence 
invited. Address Box B-966. care of Haeowaee 
Age, 239 W. 39th St., N. Y. City. 


TRAVELING SPECIALTY SALESMAN 15 
YEARS’ EXPERIENCE covering 36 States sell¬ 
ing to wholesale hardware, auto, factory, plumbing, 
sporting goods, large industries, railroads, con¬ 
tractors, large retail hardware, furniture and seed 
iobbers. Clean cut, active, convincing, experienced 
in demonstrating and advertising. Address Box 
B-944, care of Haeowaxe Age, 239 W. 39th St., 
N. Y. City. 


ADVERTISING—SALES PROMOTION: 16 
YEARS preparing manufacturers* advertising and 
sales plans—worked with dealers and specialty 
salesmen—familiar with electrical merchandising, 
air-conditioning, and new building and moderniza¬ 
tion—will bring broad and intensive experience to 
company requiring advertising or sales manager. 
Address Box B-965. care of Haxowaxx Age, 239 
W. 39 St., N. Y. City. _ 

EXPERIENCED IN HARDWARE, HOUSE- 
FURNISHINGS, ELECTRICAL, plumbing, mUl 
and factory supplies; store departmentizing and 
display work, also considerable experience in win¬ 
dow trimming doing my own show card and sign 
work. Desire to locate for a permanent petition 
where hard work and good sales work will be 
appreciated. Address Box B-961, care of Hako- 
waxe Age, 239 W. 39th St., N. Y. C. 

YOUNG LADY OFFICE MANAGER, BOOK¬ 
KEEPER, stenographer, 7 years* experience re¬ 
tail hardware, electrical appliances, house furnish¬ 
ings and heavy hardware. Credits and collections. 
Good education, honest, dependable, good worker, 
thorough. Excellent record. Highest references. 
Aee 28. Of good family. Good moral habits. 
Will go anywlMre. Address Box B-982, care of 
Haedwase Age, 239 W. 39th St., N. Y. City. 
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Th% Daih (—) /n^/caltf tkst tk^ AdvwUmmtit Da^s Not Appoor In This luuo 


Abrasive Products, Inc. 147 

Alabastine Co. — 

Alladin Industries, Inc. — 

Albion Mfg. Co. — 

Allen Mfg. Co. 8 

Allen Mfg. Co., W. D. 153 

Allith-Prouty Mfg. Co. — 

Aluminum Goods Mfg. Co. — 

American Brass Co,, The. 89 

American Can Co. — 

American Chain Co., Inc. 149 

American Cyanamid & Chemical 

Corp. — 

American Fork & Hoc Co.... 2 

American Gas Machine Co., Inc. — 
American Pad A Textile Co.... — 

American Safety Razor Co.... — 

American Sheet A Tin Plate Co. 

(U. S. Steel Corp. Subsidiary) 11 
American Steel A Wire Co. 

(U. S. Steel Corp. Subsidiary) 10 

American Weekly, The. 85 

American Wire Fabrics Co.... 13 

Ames Baldwin Wyoming Co.. 125 
Animal Trap Co. of America.. — 

Arcade Mfg. Co. 135 

Archer, Daniels, Midland Co.. 17 

Armstrong Bros. Tool Co. 124 

Armstrong Mfg. Co. 137 

Atkins A Co., E. C. 42 

Atlas Tack Corp. 87 

Auditorium Hotel. 143 


Babcock Co., W. W. — 

Baker Brush Co. 141 

Barrett Company, The. 101 

Barton Corporation, The. — 

Bassick Company, The. 142 

Behr-Manning Corp.129 

Bellevue-Stratford Hotel . 152 

Bemis A Call Co. — 

Bethlehem Steel Company. — 

Bissell Carpet Sweeper Co.... 127 

Blair Mfg. Co. 109 

Blaisdell Pencil Co. — 

Bommer Spring Hinge Co_ 158 

Boston Varnish Co. 15 

Boston Woven Hose A Rubber 

Co. 23 

Boyle Co., A. S.118, 127 

Bridgeport Hardware Mfg. Corp. — 

Briggs A Stratton Corp. — 

Brown Co., The E. C.-Ill 

Brown Co., W. R. — 

Brush-Nu Co. 158 

Buckeye Aluminum Co., The.. — 

Bunting System, The. 158 

Burden Iron Co. — 


C-K-R Co., The. — 

Car Products Co. — 

Car^rundum Co. 14 

Chain Products Co., The. 153 

Chase Shawmut Co., The. 147 

Cheney Hammer Corp., Henry.. 117 

Chicago Lock Co. — 

Chicago Rawhide Mfg. Co_ 148 

Chicago Roller Skate Co. 141 

Chicago Spring Hinge Co. 135 

Chicago Wheel A Mfg. Co.... — 

Chisholm-Ryder Co., Inc. 141 

Clancy, Inc., J. R. — 

Clark Bros. Bolt Co.152 

Clark Co., The J. R. — 

Clark A Son, Walter E. 149 

Clarke Sanding Mch. Co. 121 

Clayton A Lambert Mfg. Co_ — 

Clemson Bros., Inc. — 

Cleveland Wire Spring Co., The 148 
Climax Cleaner Mfg. Co., The.. — 

Clouser Bros. 148 

Clover Mfg. Co. 28 

Coburn Trolley Track Co. 151 

Coleman Lamp A Stove Co., The 105 

Collins Co., The. — 

Colson Corp., The. — 

Columbia Steel Co. (U. S. Steel 

Corpn. Subsidiary) .10-11 

Columbian Rope Co. 103 

Commercial Factors Corp. 48 

Continental Screen Co. — 

Continental Screw Co. 135 

Continental Steel Corp. 39 


Cook Co.. The H. C. — 

Corbin Cabinet Lock Co. 133 

Corbin Screw Corp., The. — 

Cross A Co., Inc., W. W..... 149 
Cyclone Fence Co. (U. S. Steel 
Corp. Subsidiary) . — 


International Housewares Show — 
Irwin Auger Bit Company, The — 


— Johnson’s La'boratory, Inc.. 


Dazey Churn A Mfg. Co., The, 

112, 136 

De Laval Separator Co., The.. — 

Deming Co., The. 139 

Dickson Weatherproof Nail Co. — 

Dietz Co., R. E. 159 

Disston A Sons, Inc., Henry..32-33 
Dixon Crucible Co., Joseph.... — 

Domes of Silence. 158 

Dreadnaught Sanders . 121 

Duluth Show Case Co. — 


Eagle Lock Co. 119 

Eagle Mfg. Co. — 

Easy Washing Mach. Corp.... — 

Edlund Co. 133 

Elastic Tip Co. 158 

Electric Soldering Iron Co., Inc. 124 
Enterprise Aluminum Co., The — 
Evansville Tool W’orks, Inc.... 136 
Everedy Co., The. Ill 


Faultless Caster Corp. 40 

Ferry-Morse Seed Co. 139 

Fireline Stove A Furnace Lining 

Co. — 

Flexible Steel Lacing Co. 139 

Florence Stove Co. 6-7 

Fowler A Union Horsenail Co.. 143 

Franklin Hotel, Benjamin. — 

Frantz Mfg. Co. 145 

Frigidaire Corp. 99 


Gardex, Inc. — 

Gardiner Metal Co. — 

Gardner-Denver Co. 131 

Gera Safety Razor Corp. — 

General Electric Co., Bridgeport, 

Conn. — 

General Electric Co., G. E. Re¬ 
frigerator Div. — 

General Electric Co., Hotpoint 

Refrigerator Div. 93 

General Electric Co., Nela Park, 

Cleveland, Ohio. — 

Gibbs A Son, Inc., W. A. — 

Gibson Electric Refrigerator 

Corp. — 

Gilbert A Bennett Mfg. Co.... — 

Goodyear Tire A Rubber Co... — 

Graham Mfg. Co. — 

Grasselli Chemical Co., Inc., The 34 

Gray A Dudley Co. — 

Greenfield Tap A Die Corp. — 

Greenlee Tool Co. — I 

Griffin Mfg. Co. — i 

Gulf Refining Company. 139 


Hamilton Beach Mfg. Co. — 

Hanover Wire Cloth Co. 149 

Hanson Scale Co. 153 

Harris Hdw. A Mfg. Co., Inc., 

D. P. 120 

Hazard Insulated Wire Works 5 

Heinn Co., The. 146 

Hindley Mfg. Co. 148 

Hoppe, Inc., Frank A. 137 

Hotel Auditorium . 143 

Hotel Bellevue Stratford. 152 

Hotel Benjamin Franklin. — 

Hoyt A Worthen Tanning Corp. 148 
Hustler Corporation . 149 


Independent Lock Co. — 

Indiana Steel A Wire Co. 144 

Ingersoll Steel A Disc Co.... 36 

International Harvester Co. of 
America, Inc. — 


Keystone Brass A Rubber Co.. 151 
Keystone Steel A Wire Co. ... — 

Kingston Products Corp. — 

Klein A Sons, M. — 


Landers, Frary A Clark. — 

Libbey-Owens-Ford Glass Co.. — 
I.incoln-Schlueter Floor Machine 

Co. 143 

Link-Belt Co. 137 

Lockwood Hdwe. Mfg. Co. — 

Loma . 132 

Lowe Bros. Co., The. — 

Lufkin Rule Co., The. 140 


McKinney Mfg. Co. 12 

Malleable Iron Range Co. 91 

Marble Arms A Mfg. Co. —- 

Master Lock Co. 122 

Maydole Tool Corp., David.... 128 

Merchandise Mart, The. — 

Metal Sponge Sales Corp. 135 

Micklin Mfg. Co. 121 

Mid-States Steel A Wire Co.... 30 

Midway Chemical Co. 116 

Miller, Inc., Robert E. 158 

Millers Falls Co. 113 

Minnesota Mining A Mfg. Co.. — 

Moore Push Pin Co. 158 

Morse Twist Drill A Machine 

Co. 134 

Moulton Ladder Mfg. Co., The. 158 
Murphy’s Sons Co., Robert.... 153 
Musselman Products Co., The.. — 
Myers A Bro. Co., The F. E.. 18 


National Enameling A Stamping 

Co. — 

National Mfg. Co. 158 

National Screen Co. 129 

Nicholson File Co. 16 

Norge Corp., Div. of Borg- 

Warner Corp. — 


Northwestern Barb Wire Co... 24 

Norton Abrasives..129 


O-Cedar Corp. 123 

Okonite Co., The. 5 

O-Pan Top Mfg. Co. — 

Osborn Mfg. Co., The. 26 


Padco, Inc. 120 

Patent Novelty Co., The. 147 

Peck, Stow A Wilcox Co., The. 114 


Pecora Paint Co., Inc.. 
Perfection Mfg. Co... 
Phoenix Mfg. Co.. 


Pittsburgh 

Plate 

Glass 

Co. 

(Brush 

Div.).. 



Pittsburgh 

Plate 

Glass 

Co. 

(Paint 

Div.).... 



Pittsburgh 

Plate 

Glass 

Co. 


(Pennvernon Div.). 29 

Pittsburgh Steel Co. 43 

Plymouth Rubber Co., Inc.... — 

Porter, Inc., H. K. — 

Premax Sales Div. 141 

Progressive Mfg. Co. 141 

Protection Products Mfg. Co... 143 


Raybestos-Manhattan, Inc. 

(Raybestos Div.). ■— 

Red Jacket Mfg. Co. 4 

Reeves Mfg. Co., The. 25 

Reflector Hardware Corp. — 

Remington Arms Co., Inc. 

19, 20-21, 22 


Republic Steel Corp. — 

Republic Steel Corp. (Upson 

Nut Div.). 35 

Reynolds Wire Co. 27 

Rich Pump A Ladder Co., The 145 

Richards-VVilcox Mfg. Co. — 

Ridge Tool Co., The.115 

Hixson Co., The Oscar C. 107 

Robertson, Arthur R. — 

Rochester Sash Balance Co., Inc. 148 

Rubberset Co. 9 

Ruby Chemical Co. — 

Russia Cement Co. lU 


Samson Cordage Works. 97 

Sandvik Saw A Tool Corp. 149 

Savage Arms (2orp. 31 

Schacht Rubber Mfg. Co. 115 

Schaible Foundry A Brass 

Works Co., Inc., The. — 

Schalk Chemical Co. — 

Schatz Mfg. Co. — 

Shapleigh Hardware Co. — 

Sheffield Bronze Powder A Sten¬ 
cil Co., Inc. 44 

Sherman Mfg. Co., H. B. 128 

Signal Electric Mfg. Co. 130 

Silver Lake Co. — 

Smith, Inc., Landon P. 126 

Smith A Son, Inc., Seymour... 133 

So-Lo Works. — 

Standard Safety Razor Corp... 107 

Standard Tool Co., The. 153 

Stanley Rule A Level Plant.... 95 

Stanley Works, The. — 

Star Heel Plate Co. — 

Stearns A Co., E. C. — 

Stevens Arms Co., J. 31 

Stewart Iron Works, Inc. — 

Sure Grip Rope Clamp Co . — 

Swartzbaugh Mfg. Co . 123 


Tamms Silica Co..* • * • 

Taylor Instrument Companies.. 45 
Tennessee 0>al, Iron A R. R. Co. 

(U. S. Steel Corp. Subsidiary) 10-11 

Tennessee Corp. 132 

Three-in-One Oil Co. 115 

Tilette Cement Co., Inc. 151 

Tubular Rivet A Stud Ck). — 

Tucker Duck A Rubber Co. 119 

Turner Brass Works, The.... 145 
Turner Bros. 


LTiion Fork and Hoe Co. 1 

Union Hardware Co. 46 

United Royalties Corp. 150 

U. S. Rubber Co.. — 

U. S. Steel (3orp. Subsidiaries. 10-11 


\'aughan Novelty Mfg. C^., Inc. 151 
V'icfor Electric Products, Inc... 132 


Wagner Mfg. Co. — 

Wallace A Sons Mfg. Co., R.... — 

West Bend Aluminum C^..... 125 

Western Cartridge Co. — 

Western Clock . — 

Western Products, Inc. — 

W’estfield Mfg. Co. 151 

W'estinghouse Elec. A Mfg. Co. — 

Whiting-Adams Co. 155 

Wickwire Brothers. 150 

Wickwire Spencer Steel Co- — 

Wilder A Co. 151 

W’^illiams Co., The. 37 

Winchester Repeating Arms C^. 160 

Wooster Brush Co. — 

Worthington Co., Geo. 109 

Wrighf Steel A Wire (2o., G. F. 137 
Wrought Washer Mfg. . — 


Yale A Towne Mfg. Co. 3 

Yard-man, Inc. 153 
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Advertising Our 
Advertisers 


The advertisers in HARDWARE AGE are not merely our advertisers 
but your advertisers as well. Patronize them to the full extent of your 
requirements, because— 

—They are worthy of your support. Being leaders in their 
fields, they feature in straightforward, dependable adver¬ 
tising the merchandise and service that will profit you in 
the conduct of your business. 

—They can be whole-heartedly depended upon. 

—They are concerns that are in business to stay. 

—They believe in the future security and success of the hard¬ 
ware trade. 

—They are eager for the continued prosperity of our country. 

—They are practicing what they preach—successful and 
profitable hardware merchandising. 

They deserve your support for their help in making possible the finest 
business paper published for the hardware field, the recognized authority 
of the trade for over seventy-five years— 

Mention HARDWARE AGE when writing to your advertisers. 


HARDWARE AGE 

A Chilton Publication 

239 West 39th Street New York City 

A.B.C.—Charter Member—^A.B.P. Inc. 
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MOULTON Ladders Will 
“Step Up” Your Sales 

Here'S the YALE—a (Mechanic 
Type) Step I adder of qmmUty. 

Strong, safe, durable. A popular 
seller. Its Malleable top hinges are 
clamped over top—'/i Steel rod 
under each tread with truss block. 

Steel braces under bottom tread. 

Cadmium plated hardware. Sides 
394 in. Legs 2(4 in. with 1</s In. 
rungs. Treads 394 in. Sizes 3 to 
12 ft. Wgt. approx. 3 lbs. per ft. 

Other models for every require¬ 
ment. 

Send for Literature and Trade-prices. 

THE MOULTON LADDER MFQ.CO. 

Somerville Matt. 



Bommer 

Checking Floor mngec 



Suitable for 
all sizes and 
kinds of 
doors, metal 
or wood 


Write for iUiutrated caUdogue 

r Spring Biage Co., Brookljm, N.T. 



ation&l 

HARDWARE 


R ecognized everywhere as a 
product of quality. A complete 
line to meet every building require- 
ment. Send for illustrated catalog and 
join the ranks of National dealers. 

National Manufacturing Co. 

STERLING V ILLINOIS 


Cenu-^DOMESo/SILENCE 

SLIDE SILENTLY-SOFTLY-SMOOTHLY 

40<SET-IO<SET- lO^SET^SAVE FURNITURE 

FLOORS-CREATE gUIE T 

Look for v/ords DOMES °f SILENCE ' 

INSULATED-NOISELESS FOR TILE 
CEMENT OR MARBLE FLOORS IN 
BATH ROOMS. RESTAURANTS . ETC. 

LARGE SIZE FOR METAL & WOOD BEDS 
LARGE CHAIRS & ALL FURNITURE.. 

Ask your Jobber — 

If he is not supplied, write to 

DOMES of SILENCE, Inc., 35 Pearl SL, N. Y. C. 



Molded Rubber Goods 


i 

At 


Wg atoek g compltto aMortaicBt gf rabbgr 
tipg aad bwapgrg, aad arg gqalppgd to maaa- 
taetarg ommI aa/thlaf for yonr gpodal rg- 
QVlrgBigBU. Catalofng No. 50 oa raqaaot. 

ELASTIC TIP COMPANY 

370 Atlantic Ava., Bofton, Maaa. 




leiS 


Se/fs fast 

10 ^ 





at 


IS^in 
ROCKY MOUNTAIN 
STATtS and CANADA I 



BRUSH-NU COMPANY 

BALTIMORE MARYLAND 




MADE-TO-ORDER 
PERSONALIZED 
BUSINESS GETTING 
MAGAZINES 

Ten yeora of coogtmetive oervioe to the Hardware 
Trade baa eatabliahed Banting Store Magantnea aa 
reaultful, direct-to-bome advertiaiag media. 

Aak about the New A teated meana of cooperative aalea effort for 

Banting Service aggreaaive dealera, jobbera and manufactorera. 

Tlie Bunting System 

NORTH CHICAGO, ILL. 


MANY EXTRA DIMES FROM THIS 

New AUrMetal RejmUfUujOUfilaifCahinet 


aHdt& FREE! 

Advertising creates a steady demand 
>r Moore Push-Pins, aluminum or 
glass heads and Moore Pushless Hangers. 

new Revolving Display Cabinet given 
absolutely /ree with 72 window front pack¬ 
ets . . . occupies only 6VS square inches 
of counter space ... makes sale after sale. 
Get one from your jobber today ., 
then watch the extra dimes build 
your daily volume. 

MOORE PUSH-PIN CO. 

113.125 Berkley St., Phila. 
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YOU NEVER MISS THE SHOOTERS 
WHEN YOUR SHELL TRADE'S GOOD 


K eep them coming, and coming strong, 
.with a plentiful stock of Winchester 
World Standard Shot Shells. Wanted—and 
supplied at a full range of popular prices 
for every gun that throws shot, from 
squirrel, rabbit and crow loads to buck* 
shot and single-ball loads for deer. Fa¬ 
mous ever since muzzle-loading days for 
best improvements, materials and manu¬ 
facture—from untiring scientific pioneer¬ 
ing backed by progressive manufacturing 
leadership in serving a world-wide mar¬ 


ket. Advertised effectively, in magazines, 
folders, booklets, catalogs and display 
material, to millions of shooters —for 
hunting, skeet, trap, hand trap, pest and 
varmint shooting. Unsurpassed in display, 
as they are in performance. 

Place your order NOW for Spring, 
Summer and big Fall demand. For correct 
load numbers and combinations, refer to 
your Winchester Catalog or special Shot 
Shell folder. 



4-Color Shell Folder FREE 

T IIK late^t revised edition of the Winchester Shot 
Shell folder an.«iwers virtually every question as 
to load combinations that any customer may ask 
about Winchester Shells. Attractive 4-color cover. 
Shows each carton, each shell, in four colors. Ex¬ 
plains Winchester short shot string advantages in 
Super Speed shells. Tells, too, the superiority of 
Seal-tite wads —used by Winchester under patent 
license. Lists all loads. Keep copies handy on your 
counter. Write us for a supply. 

WINCHESTER REPEATING ARMS CO. 
NEW HAVEN, CONN., U. S. A. 
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For more than SOYeal^ 

PERFORMANCE 

and 

SALES 


OR more than half a century Loui'svilic Slugger 
Bats have been the overwhelminsly first choice of 
leacJin3 slu^sers of the National Game. Likewise in 
sales they have been a standout .... It requires no 
hish pressure work to sell a Louisville Slugger. 
NoW; for the benefit of dealers everywhere . . . 

PLANNED FOR YOUR PROFIT.... this new 

display rack has been desisned to make your sellin3 
easier. Ask your jobber about No. ABB Bat Assort¬ 
ment .... special discount, free display rack, 
attractive, and desi3ned to help you set more bat 
business with less effort. 


HILLERICH iiBRADSBY CO., IncOTorated. LOUISVILLE, KY. 
















ONLY THE 26 
FASTEST-SELLING 
BRUSHES IN THE 
WORLD'S FASTEST- 
SELLING LINE 


THREE SCIENTin- 
CALLY-DESIGNED 
DISPLAY UNITS ... 
FOR WALL, TABLE- 
TOP AND COUNTER 


Ace-high with retailers is the new Wooster 3-Point 
Merchandising System, for it takes core of the three 
points about which dealers hove worried for years. 
It gives you a condensed, simplified, interchangeable 
line . . . only 26 of the most popular brushes in the 
world. It gives you real merchandising appeal, be¬ 
cause the Sampler, the Table-Top Refill Deals, and 
the Variety Venders convert walls, table-tops and 
counter spaces into real sales spots. Yes, and it mokes 
sales because it reminds visitors to your store of their 
need for brushes, enables them to select their own 
without aid of high-power salesmanship. Install the 
three units in your store ... or even the 26 scientifi¬ 
cally-selected brushes for open stock . . . and you've 
assured yourself a thriving, profitable brush business! 


JUMP. BECAUSE ALL 
ITEMS ARE WHAT 
CUSTOMERS WANT, 
DISPLAYED SO THAT 
THEY ARE SEEN AND 
BOUGHT 


Wooster @ Brushes 




e 


BRUSH COMPANV wor>CTgp 











YALE 




This advertisement 
will appear in the 
March 7th issue of the 
Saturday Evening Post. 


Here is another powerful advertisement in the campaign that is driving home the story 
of YALE security and dependability* Ten million people will read its forceful message. 


Don't leave anything to chance in the matter of pleasing your customers and building 
good will. Standardize on the YALE Line of Auxiliary Locks, Mortise Locks, Padlocks 

^ and Cabinet locks. yALE Helps The Sale" 

THE YALE & TOWNE MFG. CO., STAMFORD, CONN. 


FEBRUARY 27, 1936 


Agt, pullUked every other Thmredav by CfkUton Co. (Ine.), Cheetnmt and 66th 8t$.. Philadolphia, Pd* Bntend M •eoond'elati metter March H, 19SS. at the Poet 
Oftoo at RhUadelphta under the Act of March S, 1879. (Printed in U. 8. A.) $1.00 per year. 8ingle copiec 16c each. Vet. 137, No. S. 
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Legitimate Dealer to do 
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Of the Two Evils - - 

—^the Factory-owned Paint Store is the worse. Both together are eating at the very roots 
of the legitimate merchant. 

Trade Associations recognize the problem and 
have tried to solve it, without success. 

Mail the Coupon Today 

A 45 year old organization invites inquiries from J 

independent merchants and associated buying { 

groups, who are well established, and in a position 1 

to discount invoices. S 

1 

Box (C-5), I 

Care of HARDWARE AGE, \ 

239 W. 39th St., New York, N. Y. } 

Gentlemen: i 

1 

Please send full details. J 

1 

■ 

To such merchants our organization can offer a ■ 

plan that will solve the problem without sacrifice ■ 

to your present established paint set-up. ■ 

FIRM NAME i 

1 

1 

BY TITLE J 

1 

ADDRESS 1 

4 
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How to Increase l^bur 
Screen Cloth Business 
this Sirring! 

Y our customers know the name “Cyclone.” They 
know that it stands for the world's best fence. They 
know that Cyclone cannot afford to make a product with 
the Cyclone name that is not of the finest quality. 

So offer your customers Cyclone Red Tag Wire Screen 
Cloth. They'll recognize the name and accept this screen 
cloth as the best. Your customers will be satisfied—and 
that means more business and more profit for you. 

The cloth lies flat and even, without curling. Bright 
extra heavy galvanizing coat resists corrosion. Double 
wire outer selvage gives added strength and rigidity to the 
fabric—makes it easier to stretch “square.” 

Every roll of this fine screen cloth comes packed (at no 
extra charge) in a strong fibre carton which exactly fits the 
roll, protects it from damage and makes handling easier. 

Put a simple display of these cartons in your window. 
Stock the rest of them on a conspicuous shelf. Your cus¬ 
tomers know the Cyclone name—display it where they 
can see it! » 

Cyclone Hardware Cloth, too 

Cyclone makes a complete line. Add to your profits by 
selling Cyclone Red Tag Hardware Cloth. A strong, de¬ 
pendable cloth for screening, rat-proofing, window guards, 
etc. Exclusive galvanizing process assures a more durable 
and uniform product. Available in the standard widths 
and meshes. 

Phone your jobber for information, prices and discounts 
—on hardware cloth, lawn fence, flower bed borders, trellis, 
metal baskets, wire screen cloth. 

CYCLONE 

RED TAG WIRE SCREEN CLOTH 

Made by the makers of Cyclone Fence 

Cyclone Fence Co., General Offices: Waukegan, III. 


UNITED STATES STEEL 



Pmei/ie C—tt DivisUu: Standard Penoa Co., Oakland, Cal. 
Expert Diitribmiwn: United Statea Staal Produota Co., Now York 
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If you have ever sold compressed air sprayers 
you have few if any illusions about them. Like 
other lines of merchandise with which you are 
familiar there are all kinds sold at all kinds of 
prices for all kinds of service. 

Heading the list is the new MYERS KWIKFILL 
with its new design and special improvements, 
its attractive appearance and new performance 
standards that instantly appeal to anyone who 
has an eye for better values and recognizes that 
‘Equality remains long after price is forgotten.’’ 

Two sizes with 2^ or 4 gallon galvanized or 
brass tanks (both oversize) with funnel shaped 
concave top formed to simplify filling, and 
fitted with removable discharge tube and quick 
detachable hose connection. Myers Kwikfill 
Compressed Air Sprayers, complete as pictured 
with hose. 18 inch brass extension and 45 de¬ 
gree nozzle, can he Glled, operated and cleaned 
without muss or fuss—a revelation in sim¬ 
plicity, durability, economy and efficiency that 
provides the medium of worthwhile sales and 
profits. 

Sold only through legitimate trade channels, 
every inch a quality built product and favorably 
priced, the demand for the new Myers Kwikfill 
Compressed Air Sprayers will he heavy during 
the months ahead. In view of these facts, if 
you have not already placed your order with us 
for one or more of these new sprayers, wouldn’t 
it he well to write or wire us immediately for 
catalog and complete information? 




ASHLAND, OHIO. 


PUMPS-WATER SYSTEMS-HAY TOOLS-DOOR HANGERS 
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Sell the Fence 

that Farmers Know 

and Want! 


C ERTAIN products have acceptance every¬ 
where. One of these is genuine American 
Fence. Farmers know this fine fence. It’s got 
every feature farmers want, including copper¬ 
bearing steel, medium hard wire, smooth 
evenly coated galvanizing, resistance to rust, 
heat, and cold; American Weather Curves, 
American Hinge Joint. It comes in every 
style, size, and gauge. Every roll is guaran¬ 
teed full weight, full gauge, and full length. 
American must be good—there is more gen¬ 
uine American Fence in use today than any 
other brand! Write for prices, and informa¬ 
tion about the profit opportunity in selling 
American Fence and Posts. 



AMERICAN 

FENCE and POSTS 


American Steel & Wire Company, 208 South La Salle Street, Chicago, Ill. 

Tennessee Coal, Iron & R. R. Co., Birmingham, Ala. —a Columbia Steel Company, San Francisco, Calif. 


Export Distributors: UNITED STATES 


STEEL PRODUCTS CO., NEW YORK 


UNITED STATES STEEL 
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Let’s see why Sherwin-fVilliams are enjoying 


3» Its appealing arrangement of the brushes—handles toward 
customer—invites examination and selection while dealer is fill¬ 
ing order or busy with another customer. Dealers like this. 


1 • This colorful counter merchandiser catches customer’s eye— 
arranges brushes neatly according to size—retains its attractive¬ 
ness even when not filled to the top. Dealers like this. 


Trust the dealer. When he sees a good display—one 
that will work, one that will really merchandise the 
product —hell buy it! 

Of this display, Sherwin-Williams reports: “Our sales on 
it the first three months have been over 50% greater than 
the total sales on our display package throughout the 
entire fiscal year.” 

Canco’s experience in building 
displays that work—and that the 
dealer knows will work—extends 
into every retail field. Call Canco 
regarding your product. 


Listen to 

BEN BERNIE 

"‘and all the lads” 
TUESDAY mCHT 
9 P. M., E. s. T. 
N.B.C. WJZ NETWORK 


AMERIC 


3* The customer is already partly—if not entirely—sold, by the 
time the dealer comes into the picture. And he can pick out the 
right brush to do the job instantly. Dealers like this. 


DISPLAYS 


HARDWARE AGE 











e best steel sheets 


... make customers happy 
... make mwe money for you 

I N the long run you can save money for 
your steel sheet customers and make 
more money for yourself by handling only 
the best in sheet metal roofing and siding. 
Stock American, Tennessee, or Columbia 
sheets. These sheets are always/«// gauge, 
with the full weight value that insures 
long life. Tough enough to resist years 
of severest weather attacks — evenly 
coated — easy to apply. All types — rust- 
resisting Copper Steel, galvanized, black 
. . . flat, corrugated, or V-crimped. Write 
for prices and full information. 

AMERICAN 

TENNESSEE • COLUMBIA 



STEEL SHEETS 


American Steel & Wire Company, Chicago, Ill. 
Tennessee Coal, Iron & R.R.Co., Birmingham, Ala. 

Export Distributors: UNITED STATES 



American Sheet and Tin Plate Co., Pittsburgh, Penn. 

Columbia Steel Company, San Francisco, Calif. 

STEEL PRODUCTS CO., NEW YORK 


UNITED STATES STEEL 
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^ Time and again dealers 

have asked — *‘how can such 
a long-lasting poultry fabric, with all 
its other superior features and many-fold 
advantages, sell for less than ordinary 
netting?" . . . Sounds like it can’t be 
true, but it’s an actual fact. 


Only 2 inches between stay wires 


Close Spacing 
Heavier Than Netting 
Lower Priced 
Lower Erection Costs 


5 bottom spaces 1' high. Next 9 spaces 
graduated from up to 25^'. 

Next 4 spaces graduated from 3' up 
to All spaces above this 4' high. 
2' between stays. 3'-4'-5' and 6' 
heights. Line and stay wires 18 gauge. 
Top and bottom wires 151^ gauge. 


Non-Climbable 
**Galvannealed** Wire 
Copper-Bearing Steel 
Turns Smallest Chicks 
A REAL FENCE 


Built like and stretches like regular 

farm fence. Get ready for this Spring’s business. 

They’ll be asking for Chic-Mesh—make 
quick, profitable sales and plenty of them. 
Write for samples and prices. 


Keystone Steel & Wire Co., Dept. P, Peoria, Ill. 


10 
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mm BUILDERS 


RUSSELL, BURDSALL S WARD 
BOLTDiA Nbi:L3«C|gk COMPANY 


W HEN, in 1850, the chilled plow came into genera] 
use and displaced the iron-bound “sod-buster” on 
our prairies, agriculture entered a new era in which iron 
and steel were increasingly to supplant bone and muscle. 
Even then, EMPIRE Brand Bolts and Nuts were already 
contributing to industrial development. They have con¬ 
tinued to do so ever since, playing an important part ir 
the growth, not of agriculture alone, but of the world’s 
every major industry. 

From the founding of this business in 1845 to this 
very day, R B & W has pioneered; constantly improving 
EMPIRE Brand Bolts, Nuts and Rivets; attaining evei 
higher standards of quality and service. 













True quality is embodied in a product only through uninterrupted 
maintenance of the highest manufacturing standards and practices 
over a long term of years. Continuously maintained quality re¬ 
quires experience, stability and a progressiveness that makes the 
best use of up-to-date plant and equipment, seeks out and applies 
the newest methods and materials, keeps both operating staff and 
management ever in step with the trend of the times. 

Quality has always been the very basis of R B & W policy for 
nearly a century—a policy passed along from worker to worker 
throughout the entire organization and reflected in the unsurpassed, 
uniform accuracy of every EMPIRE Brand Bolt, Nut and Rivet. 

BOLTS: Carriage • Machine • Lag • Plow • Stove • Elevator • Step • 'fap • Wire 
Wheel & Rim • Battery • U-Bolts • Semi-Finished • Automotive Replacement 
NUTS; Cold Punched • Semi-Finished • Hot Pressed • Case Hardened * Slotted • Castle 
RIVETS: Standard • Tinners’ • Coopers’ • Culvert SCRPAVS: Cap • Machine • Hanger 
WASHERS: Plate • Burrs PINS: Clevis • Hinge 

MATERIALS: Alloys • Steels • Non-ferrous Metals RODS; Stove • Seat • Ladder 
PLATED PARTS: Cadmium • Zinc • Chromium • Nickel • Hot Galvanized • Copper - Tin 
SPECIAL UPSET AND PUNCHED PRODUCTS 


EMPIRE 
PLOW BOLTS 


EMPIRE Plow Bolts are 
manufactured and stocked in 
all standard and many special 
sizes and shapes. Heads and 
thread arc produced to close 
tolerances that materially 
speed up assembly operations 
and prevent jamming and 
stripping. Identification of the 
various styles by number 
makes lengthy descriptions 
unnecessary, permits stock to 
be checked quickly, saves time 
and money. 

Out of long experience, we 
can make valuable suggestions 
for standardizing and simpli¬ 
fying bolting material. Ad¬ 
dress the R B & W Engineer¬ 
ing Service. No obligation. 



RUSSELL, BURDSALL S WARD 
BOLT AND NUT COMPANY 

PORT CHESTER, N. Y. ROCK FALLS, ILL, CORAOPOIJS» PA. 

SALES OFFICES: 

CHICAGO * DETROIT ■ PHILADELPHIA * DENVER • SAN FRANCISCO • LOS ANGELES • 8EATTLS • FOItTkAND 
































Qutch 

•OFT * 

^HITE 1^! 


^ Magnet 
For Painters^ Eyes 


Smart dealers find that one 
of the best devices for at¬ 
tracting painters' business 
is a Dntch Boy Department. 
This concentration of the 
complete line of Dutch Boy 
products in a prominent 
section of your shelves is a 
sure way of telling them 
how well you are cMiuipped 
to serve them. 


■STRUCK 

TRADE 


And the way to get 
a painter^s busi¬ 
ness is to sell him 
his white-lead! 


T he business of one painter is worth more to you 
than dozens of ordinary customers. For when paint¬ 
ers l)uv thev buy in volume. 


NATIONAL LEAD COMPANY 

111 Broadway, New York; 116 Oak St., Buffalo; 900 W. 18th 
St., Chicago; 659 Freeman Ave., Cincinnati; 820 'W, Supe¬ 
rior A ve., Cleveland; 722 Chestnut St., St. Louis; 2240 24th 
St., San Francisco; National-Boston Lead Co., 800 Albany 
St., Boston; National Lead & Oil Co. of Pa., 
316 Fourth Ave., Pittsburgh; John T, Lewis 
& Bros. Co., Widener Bldg., Philadelphia. 



DUTCH BOY 


These big order customers patronize the stores 
where they get their white-lead. Wherever they buy 
this item they also buy the other supplies they need. 

Attract these profitable volume buyers by stock¬ 
ing and pushing Dutch Boy White-Lead ... the most 
sought-after item in the painters’ line. Other Dutch 
Boy products that help to bring them in are; 
Dutch Boy Linseed Oil, Dutch Boy Lead Mixing Oil, 
Dutch Boy Colors-in-Oil, Dutch Boy Liquid 


PAINTERS’ PRODUCTS 


Drier, Dutch Boy Wall Primer and Dutch 
Boy Quick-Drying Red-Lead Primer. 
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DAZEY 

SUPER-JUICER 


t» Duplieatintf Famous 
Can Opener Success 

rkEALERS have learned that Dazey 
^ Can Openers (formerly called 
Speedo) not only sell fast but also 
make other profits for them. Last fall 
when we announced the addition of the 
Dazey Speedo Super-Juicer to our line, 
dealers did not appreciate its full sig¬ 
nificance from a profit standpoint. 
However, they do today because this 
marvelous addition to the Dazey line 
is well on its way to equalling the 
well-known success of the famous 
Dazey Can Openers. 

Millions of Ready-Made Prospects 
This immediate acceptance is due not 
only to the fact that this Dazey 
Speedo Super-Juicer is a quality prod¬ 
uct—nor because it is the handiest of 
citrus fruit juicers. More than that— 
there are millions of kitchens already 
equipped with the handy Dazey wall 
bracket into which this Super-Juicer 
fits. Millions of satisfied Dazey Can 
Opener users want this quality Super- 
Juicer and are buying it as they see 
it displayed. Dealers who have it on 
display in their stores say “It is 
astounding how Dazey sells—it passed 
our fondest expectations.” 

Make These Easy Extra Profits 
Remember—Dazey Super-Juicer fits 
the handy Dazey wall bracket—out of 
the way but easy to use—taken down 
or left up at will. Just show its nu¬ 
merous features to your customers 
and get these extra profits for your 
store. Displaying them on your coun¬ 
ter with Dazey Can Openers and 
Dazey Sharpits will make many a dou¬ 
ble and triple sale and profit for you. 

Order from your jobber today. Write 
us for any information or sales helps. 


And Don’t Forget^^ 

DAZEY CAN OPENERS 

Just as wc predicted in earlier announce¬ 
ments. DAZEY Can Openers are selling 
like wildfire everjrwhere. Here’s a veritable 
“bonanza” that no dealer can afford to 


DAZEY De Luxe 


The former 
SPEEDO con¬ 
tinues “tops” 
in the can 
opener world. 
Minimum re- 
tail price, 


V^DAZEY Senior 


Prime favorite 
everywhere in 
the medium 

a rice range. 

[inimum re¬ 
tail price 
$1.39.* 


DAZEY Junior 


CHURN & MFG 
COMPANY 

Dept. B-10 

Warne & Carter Aves. 

St. Louis, Mo. 


Greatest value 
among lower priced 
openers. Minimum 
retail price, 69c.* 


*All pHcts are slightly higher west of the Rockies. 


Another 


Profit Sensation 
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where are all of the fine new 


NATIONAL MANUFACTURING COMPANY KUNOIS 


operates quickly, easily and quietly. This exceptional door set— 
acclaimed by leading contractors and builders everywhere—is the 
type which raises the doors straight up and parks them safely over¬ 
head, leaving full clearance of the door opening and free use of the 
floor space below. 

Many exclusive features are 
included in the No. 900 Door 
Set. Doors are made in a 
variety of sizes and are fur¬ 
nished completely glazed and 
with most of the hardware 
mounted in place, which 
greatly simplifies 
rr;;-^ installation. 


National Hardware is sold direct to the 
retail dealer—a policy that promotes qual¬ 
ity, service and direct selling cooperation. 


View showing hardware mounted on the inside of the garage 


National 


DOOR 

SET 


No. 

900 


A private garage installation 


I NTO well-appointed garages, we 
hope—garages that are strictly 
in keeping with the modem cars. 

Motor-car owners are insistent upon 
their new cars having all of the 
latest mechanical improvements 
and are becoming just as mechani¬ 
cally minded about the operating 
efficiency of their garage doors. 
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TNE MASAZINES ARE LOADED 
AND PRIMED-iiit(6ef!(«u/ 

Forceful human advertisements like this run straight 
through the year in the big outdoor, farm and tech¬ 
nical magazines. Theyll send Plenty of customers 
into your store for Peters Cartridges and Shells! 
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Frigidaire launches its 1936 selling season with the most 
sensational new model, the most dynamic selling plans, in its entire history 


# For months Frigidaire has been waiting for this day. 
For months feverish excitement has been growing ... 
mounting toward the day when this smashing announce¬ 
ment could be made. And now Frigidaire proudly displays 
its sensational 1936 product — the New Frigidaire with 
the Meter-Miser. Wi^ it, Frigidaire introduces the most 
powerful, the most dramatic seUing program ever devised 


to support a new product. The New Frigidaire is fteu ... 
from stem to stern. And the plans that will help you sell 
more than you have ever sold before, are new plans... 
new methods for getting a greater share of refrigerator 
sales. The product, the plans, the sales program...every¬ 
thing. .. is set for the biggest year on record. Remember 
this slogan: ** You’ll Do Better with Frigidaire in *36!’* 


For the first time in the industry, refriger¬ 
ator prospects need not be forc^ to make 
their decision on blind faith or unsup¬ 
ported claims. Frigidaire’s dramatic 1936 
program provides a definite basis of com¬ 
parison for buying an electric refrigerator 
the Way — on its ability to meet All 
Five Standards for Refrigerator Buying. 
Meeting one standard is not enough — 
for complete 1936 value your customers 
will demand Proof of All Five! 



THE NEW 

FRIGIDAIRE ^"METER MISER" 

MEETS/IZ/J STANDARDS FOR REFRIGERATOR BITO 



FRIGIDAIRE'S FIGHTING CHALLENGE 
THAT SIGNAUZES EVERY 1936 ACTIVITY 

Frigidaire has wrapped up its new product in a 
new story — a dramatic, smashing, aggressive ad¬ 
vertising theme! In 1936 Frigidaire says: **You 
Can’t Beat Proof!” ”Buy on Proof!” Frigidaire, 
and every man who sells Frigidaire will be able to 
give proof, visual, convincing proof, that Frigid¬ 
aire meets All Five Standards for Refirigerator 
Buying! Here is a stirring advertising story that 
ties together both die advertising and the demon¬ 
stration. This complete co-ordinated program is 
a mighty selling tool with which Frigidaire men 
will go to town in 1936! 

With the greatest product in its history, with 
the most forceful selling and merchandising plans 
on record, Frigidaire offers you the opportunity 
for your biggest refrigeration year. 

MEET THE 1936 FRIGIDAIRE WITH 
THE **METER.MISER'’ 

Look at the spectacular New Frigidaire with the 
Meter - Miser! Beautiful — eye - catching beauty! 
Crammed with new use-in-the-home conveniences. 
Wider, ro#mier, handier than ever! But even 
greater than these important selling features is the 
fiurt that no refrigerator has ever performed as re¬ 
markably for so little operating cost! 

Frigidaire has built right into the product itself, 
selling features, unusual and compelling beyond 
all expectations. Beside the Meter-Miser there is 
the Food-Safety Indicator. A newly designed, 
handier-to-use, sealed Steel Cabinet, Sliding 
Shelves, Portable Utility Shelf, Automatic Interior 
Light...just about everything that has definite 
sales appeal—and this year Frigidaire has added 
the vi^ selling tool of a Five-Year Protection 
Plan for every purchaser of a Frigidaire. 



THIS IS THE 


imm-Miet 

Friai<huK’s new cold • making 
unit cuts current cost to the 
bone. Quiet . . . unseen . . 
trouble-free. Gives more cold 
for much less current cost, 
because of outstandin# desian 
that makes necessary only three 
moving parts, permanently 
oiled, precision built and com¬ 
pletely sealed against moisture 
and dirt. 



TIm Nmi Food-SaMy MMw 

Frigidaire is now equipped 
with this new Food-Safety In¬ 
dicator, an accurate instru¬ 
ment built right into tht center 
of the food cempmrtmentt giving 
visible proof that the cmhiuet 
is kept at Safety-2^ne Tem¬ 
perature, below 50 degrees 
and above 32 degree 
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FRIGIDAIRE OFFERS THESE OUTSTANDING 
SELLING FEATURES 


The 1936 Frigidaire 
Line Includes 


FOUR MASTER MODELS 


Five-Year 
Protection Plan 

Frigidaire places such faith 
and confidence in the Meter- 
Miser that this sealed-in 
mechanical unit, a marvel of 
outstanding design and en¬ 
gineering, comes to your 
customers protected for Five 
Years against service 
expense. 


The New Name-Plate 


from 4.1 to 7.24 cu. ft. ca¬ 
pacity. All with Dulux Ex¬ 
terior, Stainless Porcelain 
in Seamless Interior and a 
long list of other superior 
advantages. 

In addition there are the 
Koldchest, 2.1 cu. ft. capac¬ 
ity .. . and the D3-36, 3.3 
cu. ft. capacity. 

FIVE SUPER MODELS 

from 4.1 to 9.1 cu. ft. ca¬ 
pacity. All with Porcelain 
Exterior and Interior, Port¬ 
able Utility Shelf, Hydra- 
tor and the Quickube Ice 
Tray, in addition to all 

other Frigidaire advan¬ 
tages. 

FOUR EXTRA-SIZE AND 
DE LUXE MODELS 


Is a Salesman in Itself 

Frigidaire is made only by the 
Frigidaire Division of Gen¬ 
eral Motors Corporation. 
Your prospects are being 
educated to look for this 
name-plate before they buy. 


from 10 to 15.1 cu. ft. 
capacity. 

TWO SPECIAL MODELS 

5.1 and 6.24 cu. ft. capacity. 


Meter-Miser • Food-Safety Indicator • Wider, Room¬ 
ier Interior • Portable utility Shelf • Full-Width 
Sliding Shelves • Automatic Interior Light • Frigidaire 
Hydrator • Super Freezer • Automatic Reset De¬ 
froster • Automatic Ice Tray Release • Quickube and 
Rubber Grid Ice Travs "Double-Range" Cold 
Control • Sealed Steel Cabinet finished in Dulux or 
Porcelain • Touch - latch Door Opener • Exclusive 
*’F-114" Refrigerant. 


FRIGIDAIRE CORPORATION 


DAYTON, OHIO 


FEBRUARY 27, 19S6 
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CHECK THESE SELLING FEATURES 

/ Portable Mixing Unit 
/ One-Hand Operation 
^ Patented "Bowl-Control" 

/ One-Piece Guarded Beaters 
/ 3-Speed Motor 
/ 57% Increase In Power 
/ Radio Interference Eliminator 
/ Practical Labor-Saving Attachments 
/ Distinctive Streamlined Beauty 


The Hamilton Beach food mixer is loaded with features—strong selling 
features that can he explained and demonstrated over the counter. Check 
them and compare them with any other mixer. Then you will see why 
Hamilton Beach mixers are easier to sell. 

Attractive advertisements in leading magazines — the Saturday Evening 
Post — Good Housekeeping — American Home — BMer Homes and 
Gardens — Woman*s Home Companion —^and American Magaxine —^are 
constantly telling your customers about these Hamilton Beach features. 
Specially prepared Dealer Helps—^window and counter displays, circulars, 
envelope stuffers and newspaper mats—enable you to tie up with our 
national advertising. This material is furnished Dealers free on request. 

Hamilton Beach food mixers are distributed on our clean-cut Wholesaler- 
Retailer policy. We do not sell to mail-order jobbers who offer dealer’s 
prices to consumers. All inquiries are referred to Dealers—^we take no 
orders. We are 100% for price maintenance. This policy protects your 
profit on every Hamilton Beach sale. Order from your Wholesaler. 

HAMILTON BEACH CO., Racine, Wis. 
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Utilizing the longest forward stride 

in fence protection since galvanizing was introduced, 
Bethanized Fence breaks completely away from for¬ 
mer limits on fence life. Bethanizing—a new zinc 
coating process—vastly increases resistance to weather 
and provides the dealer with forceful selling points. 

Bethanizing is an entirely new electrolytic process of 
coating wire with zinc. As compared with coatings 
applied by other processes the Bethanized coating 
is heavier, tighter, more ductile, more uniform and 
of higher purity. Each of these points of superiority 
definitely increases the lasting qualities of fence 
woven from the wire, as explained on the next page. 

These Values All Work for the Dealer 

Bethanized Fence is a product far ahead of anything 
else in its field. And there s no extra charge for this 
new fence. Its qualities are a powerful lever for 
the dealer to use in building business. With this 
super-fence selling at usual fence prices, he gets the 
jump on competition and stays ahead, because the 
quality of Bethanized Fence—even more evident 
after a few years of service than when new—will 
clinch old customers and win new ones. 







FULL PROTECTION AT THE JOINTS I A* Bethanized Farm Fence is of the | 

.. «• 1** same design as the well-known Beth- 

TnC tightness 3.nu ductility combine to elimi- lehem (Cambria) Fence which it 

nate any possibility of either peeling or loss of I supersedes. It is of the same tried-and I 

coating weight from the powdering away of Mg Z.^rrei^nr".”; 
the zinc by the wrapping at the joints as the after being knocked out of shape, 

fence is woven. As shown in the illustration, Bethanl/ed Farm Fenced made in 1 

Bethanized Wire will even stand being bent flat back on itself r..'™ 
without flaking of the coating. The wire in Bethanized hence bethanized chick fence 

has the protection of an impervious zinc tube—always. ★The superior protective coating on I 

Bethanized Wire is of special impor- 

HEAVIER. MORE UNIFORM COATING I tance on chick fence with its relatively | 

The uniform thickness of the 
extra heavy Bethanized coating 
is another big advantage. This 
assures that with the Bethanized 

coating extra weight also brings ^aurr-^ai^i 

extra protection and added fence life. For the protective * 

value of the zinc is no greater than that of its thinnest spot. I Fence has features that appeal to pros- I 
And there are no thin spots on Bethanized Wire. It offers the 

same long, stubborn resistance to the elements at all points. cureiy but stiii permitting adjustment 

99.99 PER CENT PURE ZINC «n« 

d'he lasting qualities of zinc when exposed to .* i-me of the B.,ha„i«d ^.t- 

the weather are to a great extent dependent fence where api>earancc is so impor- I 

uponitspurity. Mostof the gradual lossof zinc IIHBI tant. Bethanized Lawn Fenc« is 

occurs as a resultof imjpuri ties opening the way WMm 3,'" rerUce'ci “rh'.djolnl’n/picr. 

to the attack of acids formed from sul- ets, forming what » known as the 

phur gases, present in the atmosphere “braced-snff” top that keeps the 

^ c ^ ^ ij* 1 , fence erect and straight. It is made 

ofevenremoteruraldistncts. 1 urezinc in either .ingie-arch or douWe-arch 

is immune to these acids. Thecloser the zinc approaches absolute I construction. I 

purity the longer it will last. Bethanizing applies to wire 99.99 bethlehem steel fence posts 

per cent pure zinc -the purest ever manufactured commercially. Bethlehem make, a line of «eei fence 

The freedom of the Bethanized coating from attack by Zr^refwTLt^thZ^^ 

sulphuric acid is shown by the test illustrated above, ^^hen strength that makes it practically un- 

Bethanized Wire is immersed in a solution of sulphuric acid ‘«"<<abie. Th.Erecm Pct-ineapen- 

(at the left in the cut) no bubbles arise from it, snowing its ance and with exceptional strength for 

high resistance to attack by the acid; whereas the clouds of its weight. Punched and Seif-Fascener 

bubbles that rise immediately from the specimen of galvanized ;!.VcotrPo:::.rc'^; 

wire of the ordinary kind, immersed beside it in the same I or tubular types. I 

beaker (right) show that it is vigorously attacked. 

★ All Bethanized Fence is woven from wire made of true copper-bearing steel, containing from 0.20 to 0.30 per cent copper. 
The diiferent types of Bethanized Fence are described briefly at the right. Full details are given in our fence catalog. 



BETHANIZED FARM FENCE 

★ Bethanized Farm Fence is of the 
same design as the well-known Beth¬ 
lehem (Cambria) Fence which it 
supersedes. It is of the same tried-and 
proved cut-stay, hinge-joint construc¬ 
tion, that enables it to spring back 
after being knocked out of shape. 

Bethanized Farm Fence is made in a 
wide range of types and sizes to meet 
the various needs of users of held fence. 

BETHANIZED CHICK FENCE 

★ The superior protective coating on 
Bethanized Wire is of special impor¬ 
tance on chick fence with its relatively 
light wires which, unless thoroughly 
protected from the weather, are an 
easy target for the attacks of rust. The 
Bethanized coating assures long life for 
even the lightest-gauge fence. 

BETHANIZED 
STIFF-STAY FENCE 

★ For fence users who prefer a stiff- 
stay fence, Bethanized Stiff-Stay 
Fence has features that appeal to pros¬ 
pective buyers. Among these is the 
staple lock, clamping the wires se¬ 
curely hut still permitting adjustment 
to uneven ground. 

BETHANIZED LAWN FENCE 

★ The lustre of the Bethanized coat¬ 
ing is of special advantage in lawn 
fence where api>earance is so impor¬ 
tant. Bethanized Lawn Fence is 
woven with the top of each picket 
tightly incerlaced with adjoining pick¬ 
ets, forming what is known as the 
“ braced-stiff ” top that keeps the 
fence erect and straight. It is made 
in either single-arch or double-arch 
construction. 

BETHLEHEM STEEL FENCE POSTS 

Bethlehem makes a line of steel fence 
posts that meet every farm require¬ 
ment. The Oinega-U Post with rugged 
strength that makes it practically un- 
hendable. The Erecto Post—inexpen¬ 
sive, easy to set out, neat in appear¬ 
ance and with exceptional strength for 
its weight. Punched and Self-Fastener 
Posts, in angle and tee secti-^ns. End. 
Gate and Corner Posts, in either angle 
or tubular types. 


ETHLEHEM STEEL COMPANY 

GENERAL OmCESt BETHLEHEM, PA. 






H AND HL HINGES 

For use on duurs and cupboards in 
residences where colonial effect is 
desired. 




H Hinees 
No. 857 Plain 
No. 857^ 
Hammered 


HI. Hinars 
No. 858 Plain 
No. 858^ 
Hammered 


INATION CASEMENT 
•ad SCREEN HARDWARE 


For use on single 
wood casements, 
combination 
liingcs swing both 
•ash and screen 
outward. Unique 
fastener locks 
both sash and 


BUTT HINGES 



The standard hinge for medium weight 
interior doors of residences and apart¬ 
ments. Available in a wide variety of 
hnishes to match other hardware trim- 


BUTT HINGES 
Button Tips 


H 


For medium weight doors. When 
cloaed only the attractive olive knuckle 
is visible. 



Particularly suitable for pantry doors 
in residences. Will hold the door open 
ut an angle of 90**. Ball Bearings 
assure long wear. 


CABINET LATCH 


H 


Attractive hammered design especially 
appropriate for use on cabinets having 
H and HL hinges. 


SURFACE BOLT 



This year, Stanley is making home builders think 
of go^ hardware as an important part of their 
houses — a part that can increase their enjoy¬ 
ment of the homes they build. 

Sell the hardware that helps to assure carefree 
doors and you’ll reap the full benefits of this 
Stanley advertising. Your sales will be carefree 
sales—each with its fair margin of profit—each 
sure to make the purchaser a loyal friend of your 




IS Your Store 

GETTING THE PROFITS 
OF QiA^jhee SALES? 


No. 242 

Extra clearance on inner edge* of 
leaves allows hinge to operate without 
scraping the paint off the barrel. Fur¬ 
nished with priming coat—an excellent 
boMC for paint. 


OLIVE KNUCKLE HINGES 


To over two million people, representing every 
factor in building — architects, contractors, and 
prospective builders — 1936 Stanley advertising 
is taking its message in national magazines. It is 
offering escape from doors and windows that 
squeak, stick, or sag. 

The new 3 2-page Stanley booklet, ^Xarefree 
Doors,” shows your customers hardware like that 
on this page — items you have in your own stock. 
It will pay you to send for your supply of these 
booklets now and let your store ^ known as 
headquarters for carefree Stanley equipment. 

THE STANLEY WORKS 

New Britain, Conn, 


R 





Hammered deaign is especially appro¬ 
priate for use on doors where a colo¬ 
nial effect is desired. 


CABINET HINGES 


(oAeihee DOORS WILL 
MAKE SALES 



THIS SPRING/ 


For cupboards, bookcases, and cab¬ 
inet*. Available in a wide variety of 
finishes to match any other hardware. 


FRICTION HINGES 


For windows of cellars, garages, dairies, 
henneries. Hold* window open in any 
position. Friction element is adjust¬ 
able. 


CLOSET HARDWARE 


Adjustable Hanger Bars No. 7020 



SCREEN HARDWARE 

Screen Hangers No. 1724 _ 


DOORS SELL STANLEY HARDWARE 
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THE S/TrUUpHY 
evening 


In March 

16 GREAT MAGAZINES URGE 
CUSTOMERS TO BUY MORE 
G. E. MAZDA LAMPS 


HANDS 


.55 ~y/ir» 


Trd ihrlioiith 


Cash in on the Million-A-Day Advertising impressions this Month! 



GENERAL ^ ELECTRIC 
MAZDA LAMPS 


Think of it! In March alone 16 great national 
magazines will carry approximately 30,000,000 ad¬ 
vertising impressions to your customers . . . that’s 
an average of nearly a million messages a day! 
Much of this advertising stresses the need of proper 
light for school children...not only in wIkk)! hut in 
their homes . . . wherever they read, play, or stud). 
All of it urges customers to buy the kind of lamps 


that stay brighter longer . . . G. K. M azda lamps. 
Cash in on the popular appeal of this tremendous 
advertising in March. Make it ‘'Right Light for 
A’^oung Eyes” month in your store, in your show* 
window', and in talking with customers. Use one of 
the current magazine advertisements as a counter 
card . . . display it with your Mazda lamp display. 
General Electric Company, Nela Park, Cleveland, O. 


General Electric manufactures lamps for home litjhling and dect}raiion, aulumobilcs, Jtashr 
lights, photography, stores, offices and factories, street lighting and signs. Also Sunlighl lamps. 


/ 
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This * illustration shows a 
cross section view of the 
patented Dickson lead 
head nail—the head fully 
covered with lead. Such 
nails completely seal the 
holes made by the nail in 
laying galvanized roofing 
and prevent moisture from 
reaching the raw edges of 
the metal sheet at the nail holes where the 
protective zinc coating is broken, and where, 
when hard head nails are used, rust and dis¬ 
integration of the sheet always start. 

Dickson Nails, without impairing their rust¬ 
proof lead caps, drive directly through un- 
pnnched, lapped roofing sheets. 




DICKSON LEAD HEAD 


Fasteners 

Lead head fasteners are used when metal 
roofing sheets are laid directly on steel 
frame work. 



DICKSON Screw Shank 

LEAD HEAD NAILS 

This recently patented Dickson Screw Shank 
Lead Head Nail is the only all-over lead head 
nail of its kind. These nails are growing in 
popularity and sales are steadily increasing. 


Wrstmrn reprtf tentative a 
Hughton A Merton^ San Franeitco^ Cal. 
Southern repf-eaentatiret 
Louit Williams & Co.y Nashville, Tenn. 

Midaomst representatives 
4. in. Wooster Co.‘ St. Louis, Mo. 


A PHENOMENAL SALES RECORD 

T hree years ago, Dickson Compressed Lead Head Nails 
already had forged to the front, leading all other types 
and makes in popular favor and in annual tonnage sold. This 
is a remarkable achievement, considering that Dickson Nails 
are the newest on the market. What is more, production has 
continued to climb. 

In spite of the depression, during the last three years, dis¬ 
tributors of Dickson Lead Head Nails have enjoyed a con¬ 
tinued and most remarkable increase in sales—65.8% in 1933. 
22.86% in 1934 and 71.2% in 1935. More galvanized sheet 
metal roofing is now being laid in the United States with 
Dickson Lead Head ISails than with all other makes of lead- 
head and lead-washered nails combined, 

REASONS FOR DEALER DEMAND 

The basic reason for this phenomenal sales record is simply 
the superior merit and much low^er cost of Dickson Nails— 
a case of “the better mouse trap” over again. The use of 
better steel nails, capped with the highest grade of soft 
virgin lead in patented high speed automatic machines, has 
so iniprove<l the quality and reduced the cost over old style 
lead head nails that no well informed owmer or builder 
would now’ consider any other means of laying a sheet 
metal roof. 

Dickson’s Best Known 

Dickson Nails are well known 
as all pioneering has been done, 
and any dealer desiring in¬ 
creased sales of lead head nails 
has only to stock them. That 
is why most of America’s large 
Hardware Jobbers, large Steel 
Companies and Sheet Metal 
Roofing Fabricators maintain 
ample stocks of Dickson Nails 
and are at your service. Send 
for samples, descriptive litera¬ 
ture and names of nearby 
sources of supply. 


DICKSON 

WEATHERPROOF HAIL COMPAHY 

America’s Largest Producer of Lead Head Nails 

EVANSTON, ILLINOIS 
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Just 


Among 

Ourselves 


By CHARLES J. HEALE 

Editor^ Hardware Age 


30 Federal Taxes— 

During 1934-1935 the average 
American family, in the income 
tax-paying group, paid directly 
or indirectly more than thirty 
taxes to the Federal Government. 
Nearly two billion dollars were 
collected in so-called concealed 
or indirect taxes and an estimated 
retail price increase of 5 per cent 
was due to such taxes. Such are 
the findings reported by L. A. 
Tanzer, chairman of the N, Y. 
Merchant’s Association tax com¬ 
mittee. 

The Nalion^s Wealth— 

From the Clover Business Ser¬ 
vice we quote the following in¬ 
teresting observations: “During 
the past 80 years the average wage 
of American workmen has in¬ 
creased 450 per cent, while the 
average work-day has been reduced 
from 13 to 7 hours, or, roughly, 
50 per cent. Only 80 years ago 
per capita wealth was $307. To¬ 
day per capita wealth is about 
$2,222—^increase of over 723 per 
cent. The country’s accumulated 
wealth is divided: 24 billions in 
savings deposits owned by 44 
million people; eight billions in 
building and loan associations, 
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owned by 10 million depositors; 
91 billions in ordinary life in¬ 
surance policies, owned by 33V2 
million people; 10 billions in in¬ 
dustrial policies, owned by 88 
million people; 20 billions in 
assets of life insurance compa¬ 
nies, owned by the public; 50 bil¬ 
lions are invested in 10^ million 
owned homes (not farm houses), 
housing 40 million people; 27 
billions are invested in owned 
farms, operated by three million 
farmer-owners, housing 15 mil¬ 
lion people.” . 

Customer Relationships 

Every retail hardware store suf¬ 
fers the loss of business incident 
to the loss of an old and regular 
customer. Rickard & Co., New 
York City advertising agency, re¬ 
cently commented on the “lost 
customer” problem as follows: 

“One thing an expert discov¬ 
ered and measured was the phases 
which customer relationships usu¬ 
ally pass through, and another 
was the average length of time a 
customer’s name remains on the 
books. First it is our ‘prospect.’ 
One day it becomes our ‘new cus¬ 
tomer,’ then our ‘regular custom¬ 
er,’ next our ‘old customer,’ and 


finally our ‘former customer.’ The 
average length of this cycle is 
from 6 to 7 years, which means 
an average annual customer mor¬ 
tality of 15 per cent. This can 
imply only one thing and that is, 
that the average company must 
have an annual ‘replacement’ of 
15 per cent, more or less, of new 
customers merely to hold its own. 
To make a ten per cent gain in 
the number of its customers a 
company must add 25 per cent of 
new names to his books each 
year.” 

Safely Slogans— 

The appalling record of 36,- 
000 deaths due to auto accidents 
in 1935 is leading to drastic ac¬ 
tion by the national, state and 
local governments. A new in¬ 
dustry, the manufacture and in¬ 
stallation of speed governors, has 
had mushroom growth selling its 
product and services to the op¬ 
erators of large truck fleets. Lo¬ 
cal ordinances regarding speed 
are being studied. There is talk 
of speed governors on all cars. 
The U. S. Department of Agri¬ 
culture has a staff of “Highway 
Economists.” Being a slogan-lov¬ 
ing country we have these two 
good ones: “Children should be 
seen and not hurt,” and in taxi¬ 
cabs of one company, “Some cab 
drivers drive as though they 
owned the road, but our drivers 
are trained to drive as though 
they owned the car.” 

Some Good Rules— 

From one of the “Highway 
Economists” comes the following 
good advice for safe auto driv¬ 
ing: 

“Both you and your car must 
be properly equipped and ready 
for the road. Inspect car regu¬ 
larly, especially brakes and steer¬ 
ing gear. Discard worn tires. 
Keep lights properly adjusted, so 
they won’t glare and blind other 
drivers. Drive to the right when 
meeting vehicles or where ap¬ 
proaching vehicles may be hidden 
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from view. Drive to the left in 
passing vehicles from behind. Do 
not pass vehicles on crest of hill 
or on a curve—you may find 
your way blocked by an approach¬ 
ing vehicle. Do not reduce your 
speed or change directions sud¬ 
denly without signaling. Keep a 
safe, clear stopping distance 
ahead of you. 

“The most important single 
cause of accidents is too much 
speed in-the wrong place. A car 
traveling 40 miles an hour moves 
as fast as if it were falling from 
a four-story building. Going 30 
miles an hour on the highway a 
car can be stopped in about 30 
feet, but it takes 225 feet in 
which to stop it at 60 miles an 
hour. At a mile a minute a car 
moves 88 feet in a second, which 
means that it travels 50 feet be¬ 
fore the driver can even push 
the brake pedal down.” 

Salad Bowl— 

This page is being written on 
a train. I have just finished lunch 
and be'ng on a Pennsylvania train 
have enjoyed “salad bowl.” It is 
now 35 cents per person but was 
formerly 25 cents. I first met up 
with this idea on a Southern Rail¬ 
way train. My appreciation for a 
moderately priced “bit of greens,” 
necessary for my diet on a long 
train ride encourages me to select 
Penn trains even when a compet¬ 
ing line offers more convenient 
schedules. Smartly the Penn RR 
now offers a bottle of the French 
dressing used, packed with a reci¬ 
pe of “salad bowl.” This niean*^ 
that jpany customers spend 5(' 
cents more than originally in¬ 
tended. That’s merchandising. As 
I ate my salad bowl I wondered 
if hardware stores couldn’t take 
a good lesson from this phase of 
railroad merchandising. Surely 
many stores could give extra at¬ 
tention to glazing, key makmg. 
electric appliance repair work, 
service of radios, etc. In the town 
where I was raised, one Geo. Green 
fixed anything and everything. He 
is still alive and over 80 years. 
His son (nearly sixty) carries on 
the business of sharpen ng knives, 
ice skates, lawn mowers, etc., and 
of “repairing everything.” Some 
of the local hardware stores direct 
their service prospects to “young 
Mr. Green” but they should learn 
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to handle this work either in their 
own stores or through their own 
stores even though Green really 
did the work. There is nothing so 
potent as a selling force than the 
reputation for being useful—and 
that means being able to fix 
things. Hardware stores were 
originally service stations for 
miscellaneous services and I think 
that most of them could resume 
such departments at a profit. Be¬ 
ing known for some special and 
extra usefulness is worth a lot in 
any business. 

Radio- 

Harry Clark is one of Brook¬ 
lyn’s leading radio service men. 
He has a real organization servic¬ 
ing radio for his own customers 
and for those hardware and other 
radio dealers who are not equip 
ped to handle service themselves. 
It is surprising to watch, as I have, 
frequently, the problems that face 
his staff of service men. People 
buy, at extremely low prices, an 
alleged five or s'x tube small radio 
set. It works for a while (particu¬ 
larly in the cold weather on local 
stations) and then there is trou¬ 
ble. I have seen six different 
makes of such sets torn apart and 


learned that two or three of the 
five or six tubes are dummies and 
have nothing to do with the opera¬ 
tion of the set. These n.g. tubes 
will light o.k., but have no bear¬ 
ing on the operation of the sets. 
In other words, these extra tubes 
are connected but add nothing to 
the circuit nor to the set’s eflS- 
ciency. TTiere is a definite profit 
opportunity for hardware stores 
to sell radio, including the low 
price, small size sets, but our 
readers are urged to investigate 
carefully the real value offered 
in any line. 

Convention Jokes— 

An executive of a voluntary 
grocery chain offered two good 
witticisms for hardware audiences. 
He said hardware stores with 
basement sales floors should keep 
the’r lights lit because “ ‘in the 
gloaming’ might be very romantic 
but not very businesslike nor con¬ 
ducive to increased sales.” Else¬ 
where in his talk to hardware men 
he said “You hardware men sell 
iron and steel (steal) whereas we 
grocers sell soap and lye (lie) 
therefore, we have something in 
common.” 


The Townsend Plan 


The taxes required under the 
Townsend plan amount to nearly 
lialf the total national income, more 
than half of all wages and salaries, 
eight times as much a*^ all dividends, 
and more than three times the gross 
cash income of all farms. 

The proposed 2 % transactions tax 
on gross agricultural income under 
the Townsend plan would take away 
a large share of the profits of the 
small number of farmers who have 
net incomes and force others to re¬ 
duce their standard of living. 

Under the Townsend scheme cor¬ 
porations would be forced to pass 
the 2 % transactions tax to the con¬ 
sumer in higher prices or go out of 
business, because even in 1929 most 
corporations had no net income or 
net income was less than 2 % of the 
gross. 

Wage earners and salaried em¬ 
ployees would suffer a lower stand¬ 
ard of living under the Townsend 
plan because their purchasing power 
would decline due to higher living 
costs, and 2 % of their earnings 
would be regularly taken away by 
the tax. 


The adoption of the Townsend 
plan would cause a collapse of 
prices of all fixed-income-bearing 
securities and would make it impos¬ 
sible for the government to obtain 
loans at a reasonable rate of inter¬ 
est. 

The Townsend plan would cause 
wholesale bankruptcies of real es¬ 
tate concerns and destruction of 
capital on which depends the secur¬ 
ity of urban real estate mortgages 
which in turn serve as a backing for 
life insurance policies, bank depos¬ 
its, and other forms of savings. 

The total cost of government 
under the Townsend plan would in¬ 
crease to about $40 billion. The 
necessary sums would have to be 
obtained in the end by means of 
general inflation of prices and de¬ 
preciation in the value of money. 

The Townsend plan would dras¬ 
tically redistribute the national in¬ 
come at the expense of millions of 
wage earners, salaried employees, 
farmers, and owners of small busi¬ 
nesses. 

—Summary from the National Indus¬ 
trial Conference Board, Inc. 
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This already attractive front is the basis of the sketches on following pages. 


4 S used in tkis article, the ex- 
x\. preasion luminous store 
front means a store front 
covered with more or less exten¬ 
sive areas of light-transmitting 
and light-diffusing media, such 
as flashed opal glass, which are 
illuminated from behind by in¬ 
candescent lamps. This treat¬ 
ment, in which light is used as 
an architectural material, is an 
outgrowth of the lighting ex¬ 
perience gained at A Century of 
Progress Exposition. 

The sketches used in the ar¬ 
ticle represent snggested mod- 
emiaation treatments for an 
actual store. Costs for these 
snggested alterations range from 
less than $200.00 up to as much 
as $3,000.00 for the double 
store. 


W ITH the upswing in busi¬ 
ness activity during 1935 
and the favorable outlook 
for 1936, this is the psychological 
time to modernize. It is signifi¬ 
cant that many loans are now be¬ 
ing advanced by the Federal Hous¬ 
ing Administration for just this 
purpose. In any program of store 
modernization particular attention 
must be given to bringing the 
lighting up to date, for nothing 

• General Electric Co., Ncla Park 
Engineering Dept., Cleveland, Ohio. 


else that can be done to a building 
has a more definite effect upon its 
appearance and usefulness. Let 
us begin by considering the store 
front. 

Competition is keen, and no one 
knows it better than the hardware 
dealer. All retailers realize that 
their competitors are not simply 
those other merchants who sell the 
same kind of merchandise. Their 
competitors are all the other mer¬ 
chants on the street, and in the 
town, who are making a bid for 
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some part of the consumer’s dollar 
Therefore it is obviously an 
advantage for a store to be as 
conspicuous as possible, in an at¬ 
tractive way, and to attract more 
attention than any of the surround¬ 
ing stores, not just more attention 
than the nearest store that sells 
the same kind of goods. 

The luminous store front pro¬ 
vides maximum attention value 
and is attractive. It is the out¬ 
growth of experience gained in 
lighting at A Century of Progress 
Exposition. Extensive areas of 
glowing flashed opal glass, 
smoothly illuminated from behind 
by incandescent lamps, form ar¬ 
chitectural elements which cover 
the entire exterior of the store, 
up to the second floor, if there is 
one. Small stores in localities 
where there are few other stores 
and competition is not so keen as 
in downtown shopping districts, 
may be more conservatively mod¬ 
ernized by a more sparing use of 
luminous elements. A lighted 
panel filling in the transom win¬ 
dow or perhaps a glowing pilaster 
on either side of the entrance will 
transform an ordinary exterior 
into a distinctive one. A lumi¬ 
nous store front is bound to catch 
the eyes of pedestrians and motor¬ 
ists and excite curiosity even be¬ 
fore the show window can be seen. 

The large areas of flashed opal 
glass, glowing by night, snow- 


white by day, make excellent back¬ 
grounds against which to mount 
opaque letters or designs. The 
contrast between background and 
letter is very high, assuring maxi¬ 
mum visibility. Although lumi¬ 
nous fronts are usually treated in 
black and white, all sorts of color 
combinations are possible, and 
striking color effects can be pro¬ 
duced by a designer who thor¬ 
oughly understands the use of 
color. 

Luminosity 

Technically, luminous treat¬ 
ment means lighting some trans¬ 
lucent diffusing medium such as 
flashed opal glass, from behind 
so that light is actually transmit¬ 
ted through the medium. Another 
treatment that gives an effect of 
luminosity consists of illuminating 
white or tinted opaque areas by 
means of channel lights that are 
mounted directly across or at one 
or more edges of the illuminated 
surfaces and out a few inches 
from them. Letters or designs, 
usually opaque, may be mounted 
on the channels so that they are 
seen in silhouette against the il¬ 
luminated background. 

In addition to whatever letter¬ 
ing may appear on the architec¬ 
tural elements, it is often desirable 
to have a luminous sign mounted 
at right angles to the building 
front and projecting a few feet 


over the sidewalk so that it may 
be seen from both directions on 
the street. Such a sign should be 
designed to harmonize with the 
store front. It may consist of a 
luminous area on which are 
mounted opaque letters, or the 
letters may themselves be lumi¬ 
nous, each being faced with flashed 
opal glass and containing its own 
lamps. 

The luminous wedge sign is an 
interesting variation of the usual 
luminous sign. As the name sug¬ 
gests, this type of sign is shaped 
like a wedge. When its flashed 
opal glass faces are placed at a 
proper angle to each other they 
may be given a brightness of satis¬ 
factory uniformity when they are 
lighted merely by a few lamps in 
a parabolic trough reflector at the 
base of the wedge. Either one or 
both faces of the wedge may be 
translucent. The pattern or back¬ 
ground, or the entire element, as 
the case may demand, may consti¬ 
tute the luminous portion. This 
type of display has the advantage 
of having an appearance of light¬ 
ness, neatness, and finish. 

The proper brightness of lumi¬ 
nous elements depends upon the 
surrounding brightnesses. In a 
comparatively dark district where 
there are no brilliant electric signs 
or window displays, a luminous 
front would be effective with a 
relatively low surface brightness. 



Here is the first of a short series on store moderniza- 
tion. Stores keyed to today’s competitive conditions 
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in terms of its appeal to the 
public. 

We can analyze the manner in 
which such an appraisal of costs 
might be made, by taking a hypo¬ 
thetical case with liberally esti¬ 
mated costs (in practice they vary 
widely depending upon size, ma¬ 
terials, finish, etc.). Suppose in 
a location where a conservative 
estimate of traffic shows about 
2500 people per day (and this 
does not require a large town, or 
a high percentage of the total 
traffic), a merchant builds a store 
front similar to one of those shown 
in the artist’s sketches, at a cost 
of $500.00. It might well require 
2000 watts for lighting, and the 
owner pays 4c. per kilowatt-hour. 
Then we can indicate the charges: 

(Continued on page 104) 



In a bright downtown district 
where there are many bright dis¬ 
plays, the luminous front should 
be bright enough to attract at¬ 
tention more commandingly than 
competing displays. 

Since the luminous front is the 
last word in modem architectural 
treatments,* it is bound to give the 
store an appearance of progres¬ 
siveness, and by unconscious as¬ 
sociation people will feel that here 
is a store that carries only the 
highest quality, most up-to-date 
merchandise. 

So easily are people’s tempo¬ 
rary moods influenced by their 
surroundings, that the pleasing 
appearance of a well-designed 
luminous front helps to put cus¬ 
tomers in a cheerful frame 
of mind when they enter the store. 
A customer in a cheerful mood is 
more than likely to be a customer 
in a buying mood. 

It must not be supposed that 
the luminous front is effective only 
at night. During the day when 
the lights are off, the large areas 
of smooth white, and the trim, 
modem lines of a well-designed 
front make the store stand out 
from its surroundings to attract 
the attention of all who pass. 
Furthermore, in the northern sec¬ 
tions of the country, darkness 
comes early during the fall and 
winter months, and there are many 
dark days. This means that it is 
often possible to take advantage 
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of the drawing power of the 
lighted front during normal busi¬ 
ness hours. 

The cost of any sort of advertis¬ 
ing must always be appraised in 
the light of the results. The news¬ 
paper advertiser does not buy 
paper and ink—^he buys circula¬ 
tion. In the same way, the mer¬ 
chant w’^ho puts his money in elec¬ 
trical display does not buy metal, 
glass, lamps, electricity, etc.—he 
buys circulation. The cost of a 
luminous front must be considered 


Top of Page: An example of one of 
the simplest uses of light for the store 
front. This sign is illuminated hy 
rotes of lamps concealed in the hori¬ 
zontal channels. The silhouette letters 
are mounted on the edges of the 
channels and out a few inches from 
the flat white wooden surfaces. Such 
a sign has excellent visibility both by 
day and by night. 

This front is of white stucco in which 
black letters are sunk. Illumination is 
provided by units with sections of 
parabolic trough reflectors set in the 
projecting canopy. The fact that the 
letters are depressed makes the 
shadows fall within the letters instead 
of below them. 
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Margins Must Increase 

—Wholesale to 40%, Retail to 60% on Cost 


By J. B. PARSONS 

President, Mayhew Steel Products, Inc, 
Shelburne Falls, Mass. 

ERETOFORE a “rule of 
thumb” considered a mar¬ 
gin of not less than 33 1 /3 
per cent for the wholesaler and 
50 per cent for the retailer (based 
on cost) as safe and sound. That 
is no longer true. Your tax for 
Social Security payments alone 
may easily exceed your average 
profit. And the retailer may not 
be as eflScient as the jobber in 
meeting this situation. On the 
basis of our views, we come 
squarely to this summary. Whole¬ 
sale margin must be increased to 
approximately 40 per cent on 
cost and dealer margin must be 
increased to approximately 60 per 
cent on cost. 

I do not believe any wholesaler 
or any dealer can escape this 
same conclusion. None of us may 
attempt to say how it may ulti¬ 
mately effect the distribution of 
this and that item. In theory it 
should not disturb the logic of 
wholesale distribution—in prac¬ 
tice on some commodities where 
margins are extremely small it 
may do that very thing. 

On a recent trip through twenty 
middle western States I visited 
some forty of our large wholesale 
houses and I “passed the time of 
day” with a large number of hard¬ 
ware retailers. Without excep¬ 
tion they were doing a better vol¬ 
ume of business compared with 
the previous year, though few of 
them were really enthusiastic 
about this because of the smaller 
profit margin. Without excep- 
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tion they asked no questions and 
made no comments as to price ten¬ 
dencies ! 

Taxes Inevitable 

Taxes are as inevitable as day 
and night or death. They cannot 
be avoided nor can they be re¬ 
duced under any present plan of 
the nation’s management. They 
must be increased. And this means 
all forms of taxation, not merely 
Federal government demands for 
money which already have reached 
staggering proportions of the en¬ 
tire national income. 

With such taxation as is based 
on profit I am not concerned in 
this discussion. But taxation in the 
form provided by the Social Se¬ 
curity legislation is not based on 
profit but on practically all pay¬ 
ments for human activity! Be¬ 
ginning in January, 1936, this ad¬ 
dition to overhead expense will 
increase ultimately to a total of 6 
per cent or more of the bulk of 
the entire payroll of the United 
States. 

I/et us keep in mind, as well, 
the fact that it will be cumulative; 


that is to say, the payrolls of all 
manufacturers providing us with 
supplies and materials must carry 
this burden. In turn it will be 
added to the cost of these sup¬ 
plies to us. To that increased 
cost we shall add the burden of 
our own taxed payroll increase. 

Whether it is possible to closely 
calculate all these angles of in¬ 
creased cost I do not know. But 
1 do know that in oiir situation 1 
can see an upward tendency. We 
deplore this necessity and we 
totally disagree with the theory 
of higher prices bringing national 
salvation. 

Now let’s take a few definite 
commodities entering into our 
own production costs: Boxes up 
12 to 25 per cent in a year; logs 
and lumber up from 25 to 40 per 
cent in six months; freight in¬ 
ward and freight allowances out¬ 
ward up 12 to 15 per cent; labels, 
glue, coal, insurance all higher. 

In one of the paragraphs above 
1 have referred to taxation not 
based on profit. 1 know our 
wholesalers all over the country 
represent an alert, keen, sensible 
classification of trade and com¬ 
merce. But in the routine of 
daily affairs, faced with other 
problems of a seemingly more 
pressing nature, I am fearful they 
may not promptly enough analyze 
this most vital matter. 

The question of price protec¬ 
tion, or purchase ahead of a ris¬ 
ing market is not paramount. 
That is a routine matter at best. 
But the question of margin and 
how this should best be handled 
is vital—it is the very essence of 
existence both to the wholesaler 
and the retailer. 
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How Fleck’s of Jenkintown, Pa.^ 


Stimulate Interest in Tools 


I N the new hardware store of 
W. C. Fleck and Bro., Inc., 
in Jenkintown, Pa., the lover 
of tools and the mechanical- 
minded have not been forgotten. 
On the contrary, the management 
has made a special effort to attract 
and please those interested in 
building things. 

An elaborate display of tools is 
segregated in a section enclosed 
in a low-paneled wall. The large 
openings serving as windows in 
this wall are framed in irregular 
saw-tooth style, giving the entire 
setup an unique appearance—and 
spelling tools better than any sign. 


In this tool department are sev¬ 
eral heavy tables on which are 
mounted motor-operated drills, 
lathes, grinders and saws—band, 
circular and jig. All of this 
equipment is set up for immediate 
operation, a mere turn of a switch 
setting in motion the machine that 
it is desired to demonstrate. 
Spaced around the tables are 
larger machines that stand directly 
on the floor. These are likewise 
wired for instant demonstration. 

On the walls of the “tool room” 
are arranged displays of all types 
of hand tools. Various kinds of 
sharpening stones and abrasive 


cloths are also on show. In fact, 
everything is there that might be 
needed by a wood or metal worker, 
be he a professional mechanic or 
a hobbiest. 

The uniqueness of this display 
attracts the attention of most all 
customers. Those interested are 
urged to come in and witness oper¬ 
ating demonstrations of the differ¬ 
ent machines. Advice and instruc¬ 
tion is freely given to those with 
problems to solve. 

An important adjunct to the 
FI eck tool department is the 
Old York Road Handicrafters’ 
Club. This is an organization 



1 ^ ^ ^ 





All power tools in Fleck*s tool department are connected and ready to be operated. View shows a closeup of the 

department. 
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Hardware Age 
Fifty-Year Club 


RUDOLPH TENK is pres- 
ident of the Tenk Hardware Co., 
Quincy, 111., and has been in 
the hardware business since 
1885 which is his entire business 
life. Although he tells us that 
his chief hobby is photography, 
his earliest ambition was to be 
an electrical engineer in which 
field he has experimented in his 
limited spare time. He has a 
fundamentally scientific point of 
view, mixed with a deep and 
very human emotional side 
which would have made him an 
ideal scientist. In the early days 
of the X-ray Mr. Tenk did con¬ 
siderable work in that branch, 
and with his own hands built the equipment necessary to 
produce the current required to operate the tubes. He has 
made many electrical studies and has an unusually fine 
electrical sense. Being naturally a student he has asso¬ 
ciated socially with many medical men and has shown 
particular interest in the relation between psychology and 
medicine and their combined curative possibilities. A few 
years ago a leading medical journal published an article 
by this hardware wholesaler, offering it as an important 
opinion and study of a layman and urging doctor readers 
to give heed to his message which dealt with the importance 
of proper mental attitude when attempting to cure ills. 
Mr. Tenk follows the same practical kind of thinking and 
planning in his business, in his life and his public duties! 
He has ever held any political office but has frequently 
served on major civic boards. Prominent as a bank direc¬ 
tor and business man in his own community and as an 
active distributor of many hardware lines, this hardware 
executive has frequently written special articles for the 
hardware trade, particularly for Hardware Age, and has 
been more often quoted for his opinions and experiences. 
When invited to join this club, Mr. Tenk made these simple 
yet eloquent comments, “I started in this business when I 
was 13 years old. At that time it was considered that the 


best way to learn a business was to start at tbe bottom, so 
I was put to work unpacking merchandise and sweeping 
floors. I worked through all the positions in the stock 
department, then through the office, and after seven years 
of this training, the buying was turned over to me.” 


OLIVER R SURPLESS, 
president, Surpless, Dunn & Co.. 

Inc., manufacturers’ agents, 74 
Murray St., New York City, and 
34 N. Clinton St., Chicago, Ill., 
entered the hardware business 
in 1884, when, at the age of 14. 
he began working for R. K. 

Carter, who is said to have orig¬ 
inated the hardware purchasing 
agency business. Leaving Mr. 

Carter in 1886, he then accepted 
a position with the Seymour 
Mfg. Co., with whom he was 
affiliated from 1887 to 1889. 

When Surpless, Dunn & Co. 
was organized, in 1890, he be- ouver b. surpless 
came a member of the firm, and 

^'ince 1905 he has siirved as president of the company. To 
his host of friends in all divisions of the hardware industry 
Mr. Surpless is best known as “Ollie.” He has always been 
keenly interested in welfare work, and has taken a promi¬ 
nent part in the hospitalization and charitable activities of 
Jewish, Protestant and Catholic welfare organizations, as 
well as in the financial campaigns of the Red Cross and 
the Salvation Army. He has also held many offices in 
political, civic and patriotic organizations. For many years, 
he has voiced energetic opposition to unnecessary taxation 
and to monopolies of any character. In recent years, he 
has frequently acted for hardware manufacturers and their 
interests on code and Institute committees. Through per¬ 
sistently emphasizing the importance of the sales element 
he has contributed much to the progress of the manufac¬ 
turing division of the hardware industry. As chairman of 
the Ridgewood, N. J., War Memorial Committee, Mr. 
Surpless was largely responsible, with the assistance of 
the late Henry Bacon, for the War Memorial in that city, 
which has been widely praised. He has always been en¬ 
thusiastic about athletic sports and baseball in particular, 
having played the game until a few years ago. 
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The Nation Takes A Shot of Dope 


By SAUNDERS NORVELL 


T he fiftieth annual banquet, 
golden anniversary of the 
Merchants and Manufactur¬ 
ers Association of Philadelphia, 
on Thursday evening, January 30, 
at the Bellevue-Stratford Hotel in 
Philadelphia, struck a high point 
in trade dinners. The menu with 
its list of the banquet committee, 
past presidents and gold medal¬ 
lists for the years 1931, ’32, ’33, 
’34 and ’35, was printed on heavy 
cream colored paper spangled 
with gold. Because it was the 
golden anniversary gold keys, 
pendant from silk neck ribbons, 
were presented to the living past 
presidents and George A. Fernley, 
secretary of the association, for 
good work done. The president 
of the association, John S. North 
of North Brothers, turned the 
banquet over to Leslie M. Strat¬ 
ton of Memphis, president of the 
National Wholesale Hardware As¬ 
sociation, who acted as toast¬ 
master. Mr. Stratton had the 
commendable characteristic of all 
good toastmasters, making his 
remarks very brief but graceful, 
fitting to the occasion and to the 
point. 

Mr. Stratton in presenting the 
gold keys called attention to the 
fact that the recipients in several 
cases were carrying on the busi¬ 
nesses founded by their fathers and 
grandfathers before them. When 
George A. Fernley was called be¬ 
fore the speakers’ table by Mr. 
Stratton and was presented with 
his gold key, Mr. Stratton spoke 
feelingly of the long services of 
Mr. Femley’s father to the hard¬ 
ware trade, and how these services 
had been taken up and carried 
forward by his son. Mr. Strat¬ 
ton referred to Mr. Fernley as 
the worthy son of a worthy sire. 


All present heartily endorsed Mr. 
Stratton’s remarks and gave Mr. 
Fernley probably the greatest 
ovation of the evening. 

Of the recipients of the Award 
of Merit Gold Medal from this 
association C. J. Whipple, A. J. 
Bihler, Robert H. Treman and 
myself were present. Frederick H. 
Payne, the other medallist, could 
not be present. He missed one of 
the most remarkable banquets in 
trade history. 

The Speakers’ Table 

At the speakers’ table were the 
following: Messrs. Charles F. 
Rockwell, Robert G. Thompson, 
John M. Miles, Joseph M. Hottel, 

C. J. Whipple, Fayette R. Plumb, 
A. J. Bihler, Paul A. GrifiBth, Rev. 
John L. Davis, Harry D. Moore, 
John S. North, Leslie M. Stratton, 

D. A. Merriman, S. Horace Dis- 
ston. Rev. Andrew Mutch, D.D., 

E. E. Chandlee, Saunders Norvell, 
A. P. Van Schaick and George H. 
Griffiths. There were thirty-six 
other tables with about eight hard¬ 
ware men to a table. Therefore, 
if my arithmetic is correct, the 
total attendance at this banquet 
was between three and four hun¬ 
dred. A study of the names of 
those sitting at the various tables 
indicates without question that 
this banquet is the outstanding 
annual function in the hardware 
business. Some of the greatest 
houses in the industry were rep¬ 
resented at the tables. But not¬ 
withstanding this impressive gath¬ 
ering in the beautiful banquet hall 
of the Bellevue-Stratford, the thing 
that surprised the observer was 
the informal atmosphere. There 
was no effect of stiffness or undue 
dignity, but an atmosphere on all 


sides of good will, humor and 
good fellowship. 

One of the outstanding differ¬ 
ences between this banquet and 
others was that there was only one 
set speech and that speech was 
made, not by a hardware man, but 
by a Methodist minister, the Rev¬ 
erend John L. Davis, who hails 
from Olkahoma and is pastor of 
a church in Greenwich Village in 
New York. Mr. Davis’ speech 
held the attention of his audience 
for some forty-five minutes. There 
was not a dull moment. He told 
many good stories, and these 
stories not only adorned a tale 
but pointed a moral, too. At one 
moment we thought Dr. Davis was 
about to touch upon politics but 
we discovered he was only telling 
about his experiences £is a boy and 
young man on an Oklahoma farm. 
He told us how the farmers in 
Oklahoma go to bed at sunset and 
arise before dawn. Then he added 
that if all of his hearers would do 
that, they would seldom get into 
trouble because it had been his 
observation that people always 
got into trouble sooner or later 
when they went to bed after twelve 
o’clock and slept late in the morn¬ 
ing. He said we would know 
nothing of crime waves if we 
could induce the population of 
this country to follow the rule of 
early to bed and early to rise. 
Crimes were due to late or rather 
early hours and to a loss of sleep. 

I might inject here a remark 
made by George Ade on another 
occasion. George has just cele¬ 
brated his seventieth birthday, and 
in a recent newspaper article tells 
how it feels to be seventy. He 
does not enjoy it. In this article 
he refers to a remark he once 
made to the effect that: “Early to 
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bed and early to rise—but you 
will not meet many prominent 
people.” 

One of Dr. Davis’ remarks that 
almost touched on politics im¬ 
pressed his audience very much. 
He said there were only two things 
that would redeem this country 
and redeem the world, and put an 
end to our troubles. One of them 
is religion and the other is edu¬ 
cation. He added that until this 
fact is recognized and until the 
people in this country start to 
learn religion by first learning 
the golden rule and then becom¬ 
ing educated so they will under¬ 
stand the facts back of things, no 
matter what we do in the way of 
putting out one gang of self-seek¬ 
ing politicians and putting in an¬ 
other will not change conditions. 
In other words, whether we have 
the old deal or the new deal, just 
as long as the old dealers and the 
new dealers are the same old 
gang we will have the same old 
stuff. 

I wish all of my readers could 
have heard Dr. Davis’ address. I 
wish I had a copy of it. What I 
have written above is just from 
memory. 

It has been the custom for many 
years at this banquet to give the 
guests souvenirs in the form of 
hardware articles. This year the 
committee on souvenirs outdid it¬ 
self. There were so many that 
each guest was given a canvas 
duffle bag waist high in which he 
could carry home his plunder. I 
did not see a single man leave his 
bag behind. It was funny to see 
all those dignified hardware men 
dragging their bags to the ele¬ 
vators at the end of the banquet. 
There were samples of useful 
hardware from all over the coun¬ 
try, but Philadelphia manufac¬ 
turers seem to have been the most 
generous. 

« « « 

Real estate is the last thing to 
be adversely affected in a depres¬ 
sion, and it is also the last to show 
recovery at the end of a depres¬ 
sion. Visiting a suburban village 
to make a talk to the Rotary Club 
last week, the real estate member 
told me that a lot of sharks from 
New York were now coming out 
to their village and picking up 
real estate bargains at depression 


prices. I told him this was one 
of the first signs that we were ac¬ 
tually getting out of the woods. 

I had to laugh at a story told 
by one of the gentlemen present 
to the effect that he had a mort¬ 
gage on his home, on which he 
not only had to pay interest, but 
according to the terms of the 
mortgage every six months he 
had to pay a certain fixed sum 
for amortization. Notwithstanding 
the fact that by these payments 
he had cut down the mortgage to 
half its original size, the interest 
rate was just the same. He added 
that he had told a certain real 
estate dealer about the unfairness 
of the situation. The mortgage 
was certainly a better one when 
he had improved the property 
constantly, and at the same time 
reduced the mortgage. The real 
estate man told him that according 
to recent laws passed in New York 
state, if he declined to pay off 
the amortization charge, the 
holder of the mortgage could not 
compel him to pay such charges. 
The real estate man also told him 
as long as he paid his taxes and 
his interest and kept up the prop¬ 
erty the holder of the mortgage 
could not foreclose the mortgage. 
The owner did not know these 
things. However, armed with this 
information he called on the trust 
company holding his mortgage 
and arranged for a reduction of 
1 per cent in the interest rate. 
This is just another instance of 
the value of education as outlined 
by Dr, Davis, 

» » » 

Have just read quite an inter¬ 
esting article on the bonus to be 
paid to the veterans of the world 
war. This article tells of the 
enormous amount to be paid and 
that will be paid June 15, or very 
soon thereafter. Then it goes on 
into an analysis of what past ex¬ 
perience has shown is the way the 
veterans will spend their money. 
One of the firrt things they will 
do, and this will take about 27 
per cent of the total amount paid 
to them, will be to settle old debts. 
This speaks well for the veterans. 
It will be a fine day for those of 
their families and friends who 
have loaned them money, when 
they get their money back. Then 
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a certain percentage will pay up 
on their cars. 

This article with all the figures 
would make interesting reading. 
But I have become weary of statis¬ 
tics. One thing we know, and 
this is certain, that all of this 
money, no matter how the gov¬ 
ernment raises it, when it is 
pumped out to the public through 
the veterans will be like giving 
the United States a shot of dope, 
or a grand big blood transfusion. 
It will certainly be a grand na¬ 
tional cocktail with a strong kick 
in it. Now the problem up to all 
of us in business is just how we 
can relieve some of these veterans 
of their cash. Let the future take 
care of itself! 

I have been wondering if some 
enterprising cutlery manufacturer, 
for instance, will bring out souve¬ 
nir pocket knives for the veterans 
The veteran might carry this 
pocket knife for years in memory 
of the great event that will take 
place so soon. Some lines of busi¬ 
ness, the most aggressive and those 
with imagination, will get many 
more of the veterans’ dollars than 
other lines of business which will 
lie dormant and not make them 
any offers. Every hardware dealer 
should look over his stock, figure 
out just what the veterans would 
like and fix up a show window 
on June 15 in honor and celebra¬ 
tion of the paym^t of the bonus. 
It would not be out of place to 
suggest to the veteran that if he 
owns a home he should fix it up, 
paint and repair it. Hien a sug¬ 
gestion in order might be that 
now he has received this windfall 
he should make his wife a present 
of a new electric washing machine 
or one of those new-fangled re¬ 
frigerators. After all, shouldn’t 
the wives share in the bonus? An¬ 
other window might be arranged 
to appeal to taxpayers! 

« • « 

Before me I have a circular 
from an investing concern sug¬ 
gesting certain businesses in which 
to buy stock. Standing out at the 
head of this list is this statement: 

“BE READY TO PROFIT FROM 
A BUILDING BOOM 

A building boom of substantial pro¬ 
portions is ahead. Our report discusses 
a situation of vital interest to every 
(Continued on page 86) 
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Are the Fair Trade Laws 
to Fail? 


By ELTON J. BUCKLEY 

Counsellor •at^Law 


T he plan which has rather 
rapidly been traveling over the 
United States recently, to pre¬ 
vent price-cutting, especially on ad¬ 
vertised and trade-marked articles, 
seems to be limping rather badly. 

I mean the plan of having the 
States pass what are called price¬ 
fixing fair trade laws. Several States 
have passed such acts, all modeled 
on the same pattern and all with 
the same objective. The idea is to 
give the manufacturer of a trade- 
marked article—of the type usually 
seized on by cutters as a loss leader 
—the right to contract with the deal¬ 
ers he sells to not to resell below a 
certain price. 

If he sells to a jobber, he can tie 
the jobber up with a fixed resale 
price, and the jobber can also tie 
up the retailer he sells to, so that 
the price is protected from the time 
it leaves the producer until it reach¬ 
es the consumer. 

Theoretically a perfect idea, for 


if it would work the cutter’s occupa¬ 
tion would just about be gone. 

The States are passing the laws 
because Congress, though for many 
years asked to do it, has so far 
failed. However, a new bill was in¬ 
troduced in Congress only a week 
ago; it remains to be seen what its 
fate will be. 

Among the States that have pas¬ 
sed such laws are California, New 
York, Pennsylvania (where the law 
has been uniformly ignored),Illinois 
and New Jersey. The immediate 
result in every State passing a fair 
trade act has been that it was at 
on(ie attacked by organizations of 
merchants who thought the law was 
an infringement upon their rights. 
Their idea was that they had a right 
to take any article they wanted to 
and cut the living daylights out of 
it. The harm this did to the manu¬ 
facturers’ regular business was no 
concern of theirs. 

So far there are thirty-one suits 


against these laws pending in the 
various States where fair trade laws 
have been passed. In one State, 
New York, such a suit has been 
successful and the law was declared 
unconstitutional. 

The New York act, and some of 
the others, contained a very remark¬ 
able provision. It was that after a 
manufacturer had fixed a resale 
price, and sold to his customers at 
that price, it became a sort of law 
of the land, and every dealer had 
to keep to the fixed price, even 
though he had not agreed to, and 
might not even have bought the 
goods from the manufacturer direct. 

That always seemed to me to have 
no warrant of law whatever. It is 
hard enough to sustain a price-fixing 
contract between a seller and his 
immediate buyer, but when you try 
to bind an outsider with a price¬ 
fixing contract merely because some¬ 
body else has signed it, that is a 
miracle. 

The New York court threw the 
fair trade law out. First because it 
couldn’t possibly bind a dealer who 
had not agreed to keep to a price, 
and second because it put the State 
into the price-fixing business as to 
commodities not charged with a 
public interest. 

That argument will rise to con¬ 
front everybody who tries to defend 
a fair trade act, I am afraid. So 
will another one, viz.: the argument 
that a man who buys an article, and 
who owns it outright, has the con¬ 
stitutional right to do whatever he 
wants to with it—burn it, or give it 
away, or sell it at his own price, and 
when you deprive him of that right 
you deprive him of his property 
without due process of law. A right 
to do a thing is property in the eyes 
of the law. 

If these attacks on State fair trade i 
laws are to succeed, it will be a 
great pity because they do, as I 
have said, offer a way of preventing 
at least some of the ruthless cutting 
of a myriad of articles, which has 
bothered so many business people 
for so long. 
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Get on Spring’s Bandwagon 


T hink Spring, talk Spring 
and get ready for Spring 
windows. Showmanship is 
a big help in window trimming 
and here are some ideas that 
will help you put pep in your 
windows. C. Arthur Miller & 
Son, Elmira, N. Y., obtained the 
Clyde Beatty cutouts from his lo¬ 
cal drug store, they having been 
used to advertise cod liver oil. 
An armadillo shell and some 
other curios and pictures com¬ 
pleted the suggestion of the circus 


Hita. 



and the tie-in, “Spring brings the there are many other seasons that 
circus and leaky roofs” made could be similarly treated—paint- 
an interesting and attractive dis- ing time, garden time for lawn 
play. Mr. Miller states that mowers, hose, etc. The other 
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sketched windows are self ex- G 

planatory, using the Hardware 
Age interchangeable display ^ 

fixtures. * 




This chart makes drawing the 
man in the garden easy. 

Left: C. Arthur Miller & Son, El¬ 
mira, N, Y., used this circus idea 
to impress Spring customers of the 
need for attention to leaky roofs. 

The small cuts are the skeleton 
arrangements of Hardware Age in¬ 
terchangeable display fixtures. 
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How They Like It! 


What readers say about the 
Hardware Age Catalog and 
Directory Number 


Complete Hardware 
Encyclopedia 

Roanoke, Va. — We have re¬ 
ceived the “Who Makes It?” issue 
of Hardware Age, dated Sept. 
26 , 1935 . 

This is, indeed, a very com¬ 
plete hardware encyclopedia and 
we value our copy very highly. 
We find it is a source of much 
information and very seldom a 
day passes without referring to it. 

We congratulate you on the 
completeness of this publication.. 

E. W, Johnston, Pur. Agent, 

Graves - Humphreys Hardware 
Co. 


Delighted 

Sylacauga, Ala. —We received 
in first class condition our copy 
of “Who Makes It?” and we are 
delighted with iL We enjoyed 


looking at the illustrations and 
reading the descriptive matter in 
the front of the book. 

Enclosed please find our check 
for renewal of Hardware Age. 

J. E. Walus, Prop., 
Wallis Hardware Company 


Meet the Champ 

Columbus, Ohio —Referring to 
“Who Makes It?”, we wish to 
say that we think this is one of 



the best books of its kind that 
we have ever seen. We find it 
quite useful to us. 

We use it from two to three 
times each day and consider it 
really worth while. 

C. E. Hess, 

Beck Supply Company 


Very Fine 

Greenville, Tenn. —Your Di- 
rectory received. We feel it is 
a very, very fine piece of in¬ 
formation and help. 

Waddell & Bird 


Consult It Frequently 

Oklahoma City, Okla. — We 
acknowledge with thanks the re¬ 
ceipt of the Directory, or “Who 
Makes It?” 

We consult the book frequent¬ 
ly, and we thank you very much 
for having sent it to us. 

E. J. Miller, 

M iller-Jackson Com pany 


Helps Buying 

Knoxville, Tenn. — We use 
your Directory a great deal in 
making purchases. We find a 
good many items and names of 
manufacturers listed in it that we 
do not find in other directories. 

Bruce Keener, Jr., Vice-Pres., 

C. M. McClung & Company 


Must Have It 

Larchmont, N. Y.—I wish to 
state that your Directory called 
“Who Makes It?” is one of the 
most valuable sources of infor¬ 
mation we have to locate manu¬ 
facturers of various hardware and 
housefurnishing items. 

You are doing the independent 
dealers a real favor and I do 
not see how any progressive mer¬ 
chant could be without this Di¬ 
rectory or your Hardware Age 
magazine. 

G. W. Merrell 


Like a Pocket in a Shirt 

Philadelphia, N. Y.—I wish 
to acknowledge receipt of “Who 


Soon's l oer This 



Makes It?”. It has proven itself 
a valuable asset. It is as handy 
as “a pocket in a shirt” and I 
appreciate it. 

Burt Taylor, 

E. Burt Taylor Hardware and 
Plumbing 
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Excellent 

Kingston, N. Y. — We are 
pleased to acknowledge receipt of 
the Directory issue of Hardware 
Age. We find this book most 
useful in looking up manufactur¬ 
ers whom we know only by brand 
name, and also when seeking 
sources of supply on new items. 

The book reached us in fine 
condition and we want to thank 
you for an excellent publication. 
R. H. Herzog, 

Herzog Hardware & Paint Co.^ 
Inc, 


‘^Classy” Ads 

Milwaukee, Wis. — Received 
Directory in A-1 condition. Right 
up to the minute. Very classy 



ads on merchandise. Very com¬ 
plete directory of manufacturers. 
Earl Aiken, Pur. Agent, 
Badger Pt. & Hdw. Stores, Inc, 


Valuable Information 

Bradford, Pa. — Received' the 
“Who Makes It?” Directory, 
which we find a very helpful 
addition to our catalog files. We 
sometimes refer to it three or 
four times a day and consider the 
information so valuable that we 
would not want to be without it. 

Wishing you every success in 
this service to the hardware trade, 
I am 

Frank Mappes, Vice-Pres. and 
General Manager, 

Emery Hardware Company, Inc. 


Very Complete 

St. Louis, Mo. —We find the 
Directory very complete and it 
is used constantly in the Buying 
Department, as well as being ac¬ 
cessible to any other department, 
if they desire. 

W. G. Yantis, President, 
Shapleigh Hardware Co, 


Saves Hours 

Westfield, Mass. —Our copy 
of “Who Makes It?” received, 
and is a very valuable asset to 
our business, saves hours of 
hunting. 



A very quick way of finding 
what you want and where it is 
made. We shall use it often. 

F. F. Shepard, President, 
Bryan Hdwe, Co,, Inc. 


Valuable Accessory 

Milwaukee, Wis. — We re¬ 
ceived Hardware Age’s “Who 
Makes It?” and wish to compli¬ 
ment Hardware Age upon this 
very valuable accessory for the 
hardware jobber’s buyer. 

Edward F. Pritzlaff, 

John Pritzlaff Hardware Co, 


Invaluable 

Cairo, III.—We find the Di- 
rectory invaluable in locating 
manufacturers of items not other¬ 
wise known and references are 
made almost daily to it at our of¬ 
fice. 

W. K. Maddox, Buyer, 

Woodward Hardware Co,, Inc, 


Helps on New Items 

White Plains, N. Y.—^We find 
the Directory very useful in look¬ 
ing up the names of people who 



make certain products which are 
new to us, as well as items we 
carry in stock. 

H. Hecht & Son, Inc. 


Needed Constantly 

New Orleans, La. —^Wish to 
acknowledge receipt of your new 
Directory. We have looked over 
this very carefully and want to 
congratulate you on the many 
improvements. We are constantly 
in need of such references and 
are quite certain it will prove 
beneficial to our business. 

I. H. Stauffer, President, 
Strutffer, Eshleman & Co. 


Appreciates Service 

Logan, Ohio. —We think your 
Directory is very complete and 
helpful. This service is appre¬ 
ciated. 

The Carpenter Hardware Co, 


Many Thanks 

Amarillo, Texas —We surely 
appreciate our copy of Buyer’s 



Guide. We use it every day. 
Many thanks. 

C. M. Williams, 
Williams Hardware Co. 


Most Valuable 

Lake Forest, III.—^We have 
received our copy of the Directory 
“Who Makes It?” 

In our opinion this is one of 
the most valuable books in our 
store, as hardly a day passes that 
we do not use it. 

D. L. Wells, President, 
Wells & Copithorne Co, 


Very Useful 

Toledo, Ohio —^The copy of 
your Hardware Age Directory 
received and we wish to congratu¬ 
late you on this fine compilation. 
We find it very useful in our 
work. 

E. E. Teegardin, 

The Stollberg Hardware & 
Paint Co. 
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Newt of RetaUer$9 Jobhen 
and Manufacturers and 
Salesmen 


READ IT IN HARDWARE 

NEWS OF 


VOCATIONAL TRAINING FOR CLERKS 
PROVIDED FOR IN PROPOSED GEORGE BILL 

(By L. W. Moffett, Washington Representative, Hardware Age) 


Incorporating a new section 
which authorizes an annual ap¬ 
propriation of $1,200,000 for the 
development of vocational train¬ 
ing for retail sales clerks, store 
operators and other distributive 
workers, the amended George 
bill was favorably reported to 
the Senate on Feb. 6 by the 
Senate Committee on Agricul¬ 
ture and Forestry. Senator 
George, of Georgia, author of 
the measure, will press for its 
passage at the present session. 
The bill was originally intro¬ 
duced at the previous session. 

In its present form, the bill 
provides that the annual appro¬ 
priation for development of vo¬ 
cational training for clerks in 
retail lines, beginning July 1, 
1936, is to be matched in stated 
proportions by the states and 
territories. TTie federal allot¬ 
ment is to be made in the pro¬ 
portion that the total population 
of the states and territories bears 
to the total population of the 
United States according to the 
federal census last preceding the 
end of the fiscal year in which 
any such aUotment is made. The 
money is to be used for the sal¬ 
aries and necessary travel ex¬ 
penses of teachers, supervisors, 
and directors of, and mainten¬ 
ance of teacher training in, 
distributive occupational sub¬ 
jects. Allotment to any state or 
territory shall not be less than 
a minimum of $5000 for any 
fiscal year and annually there¬ 
after $27,000 or so much of that 
sum as may be needed, which 
shall be provided for the purpose 
of providing the minimum allot¬ 
ments. 

The bill provides a total an¬ 
nual authorization of $12,000,- 
000 beginning July 1, of the 
current year. It requires that 
the states by state or local funds 
match so per cent of the author¬ 
ized appropriations until June 
30, 1942 ; 60 per cent for the 
year ending June 30, 1943 ; 70 
per cent for the year ending 
June 30, 1944 ; 80 per cent for 
the year ending June 30, 1945; 
90 per cent for the year ending 
June 30, 1946 and annually 
thereafter 100 per cent of the 
appropriation. 


This means that under the re¬ 
tail section, the total appropria¬ 
tion if all states met the match¬ 
ing requirement, would be $1,- 
800,000 annually until 194^ 
inasmuch as up until that time 
they would have to contribute 
$600,000 or 50 per cent of the 
federal total each year. The 
progressive increased matching 
percentages would mean an an¬ 
nual appropriation for the retail 
trades of $2,400,000 after the 
fiscal year ending June 30, 1946, 
when state appropriations would 
be required to equal federal ap¬ 
propriations. 

Allocation of the federal 
appropriations would be made 
so as to divide the appropriations 
into three parts, one for training 
in agricultural subjects, another 
for training in home economic 
subjects and the third for train¬ 
ing in trade and industrial sub¬ 
jects. Money for training in 
agricultural subjects would be 
allotted in the proportion that 


Millers Falls Co., Greenfield, 
Mass., manufacturer of tools, 
held a successful three-day sales 
convention in the early part of 
January. The main purpose of 
the convention was to improve 
the line in construction and 
quality. For this purpose each 
item in the catalog was gone 
over and the possibilities in 
connection with each detail were 
discussed. 

The salesmen received several 
campaigns for the spring. These 


the farm population of states 
bears to the total farm popula¬ 
tion of the United States. Allot¬ 
ments for home economics would 
be made in the proportion that 
the rural population of the 
states bears to the total rural 
population. Those for trades 
and industrial subjects would be 
made in the proportion that the 
nonfarm population of the states 
bears to the total nonfarm popu¬ 
lation of the United States. 

The bill also authorizes an 
annual appropriation of $1,000,- 
000 for the purpose of cooperat¬ 
ing with the states and terri¬ 
tories in preparing teachers, 
supervisors and directors of 
agricultural, trade and industrial 
and home-economic subjects. 
The appropriation would be al- 
loted to the states in the propor¬ 
tion their population bears to 
the total population of the 
United States. 

Further provision is made for 
an annual appropriation of $175,- 
(XX) to the Office of Education, 
Department of Interior, for car¬ 
rying out provisions of the act. 


new items are illustrated in a 
broadside which was mailed to 
the trade with a letter from 
George U. Hatch, vice-president 
of Millers Falls. 

Those attending the banquet, 
held in connection with the con¬ 
vention, were: Top row (left to 
right) Philip Rogers, president; 
Messrs. Choate, Dykes, Shaw, 
Creller, George U. Hatch, vice- 
president, Anderson, Duncan, 
King, and Jung. 

Second row: Messrs. Wilcox, 
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PARK AGAIN HEADS 
PHILADELPmA ASSN. 

George R. Park, Jr., of 
Wayne, Pa., was reelected presi¬ 
dent of the Retail Hardware 
Association of Philadelphia at 
t its monthly meeting at Stouffers*, 
1526 Chestnut St. Other offi¬ 
cers elected were: vice-presi¬ 
dents, Ellwood C Fisher, Her¬ 
bert Weber, William Killian; 
treasurer, Charles D. Huff; and 
secretary, William F. Brown. 

The associatiop will send a 
delegation to the annual con¬ 
vention and hardware show of 
PASHA, Baltimore, Feb. 24 to 
28. 

Harvey A. Aungst, vice-presi¬ 
dent of the Philadelphia Real 
Estate Board, urged the hard¬ 
ware men to cooperate in the 
National Home Show to be held 
here shortly, declaring that the 
Federal Housing program means 
perhaps more to the retail hard¬ 
ware dealer than to most other 
merchants. 


Haserodt, Lynde, Parsons, Alex¬ 
ander, Fraser, Avison, Crawford, 
Bracken, Earl Holtby, treasurer, 
Pratt, Rupert, Moretti, and 
Brown. 

Third row: Messrs. Shortell, 
Shay, Churchill, Saunders, Rob¬ 
inson, W. J. Pusons, Hamer. 
Knowles, Jr.^ Hardie, and 
Knowles, Sr. 

Bottom row: Messrs. Otto, 
Judy, Fenn, John Smead, vice- 
president, Taylor, Ackerman, 
Williams, Heath, and Swain. 



MILLERS FALLS CO. ESTRODUCES ADDITIONS TO LINE 

AT THREE.DAY SALES CONVENTION 


HARDWARE AGE 


Digitized by ^ooQle 















AGE—WHILE irS NEWS 


THE TRADE 


istssais w esoaisM! 

! lie ijSQ I 

II ‘iitii 'mam M<ailG31 


R.UBIII 


FEBRUARY 27, 1936 


W. W. FRENCH HEADS 
MOORE-HANDLEY CO. 


SALES BIEETING AND BANQUET OF FRANK BOWNES CO., CHELSEA, MASS. 



Bournes Co^ paint manufacturer of Chelsea, Mass. Frank Bournes, 
in his tvelcoming address on the opening day, complimented the 
men on the sides volume obtained during the last year and 
pointed out that a larger increase in the consumption of paint 
and varnish products was indicated for the coming year. J. M. 
Marsh, director of sales, spoke on the salesmen's obligations and 
objections. M. J. Baker, credit manager, discussed the salesmen's 
importance in the matter of credits. The second day was given 
over largely to the advertising campaign for Modene, the brand 
name of the compands leading line. L. W. Ellis, advertising man^ 
ager, exhibited the new promotional features which, in addition 
to newspaper advertising, include direct mail and new, colorful 
window and store displays. 


W. W. French was elected 
president of the Moore-Handley 
Hardware Co., Birmingham, 
Ala., at a recent meeting of the 



W. W. FRENCH 

stockholders. Mr. French has 
been associated with the firm 
for more than 40 years. He 
succeeds the late J. D. Moore. 
Other officers of the firm are 
C- C. Blackwell, vice-president, 
and J. G. Holland, secretary- 
treasurer. 


TOWNLEY ADDRESSES 
NORTH JERSEY MEETING 

M. T. Townley of the Gilbert 
& Bennett Mfg. Co., Blue Is¬ 
land, HI., addressed the Feb. 11 
meeting of the North Jersey 
Hardware and Supply Associa¬ 
tion at East Orange, N. J., pre¬ 
sided over by president George 
Force. He enumerated the three 
weights of screen wires on the 
market and told of the imported 
hardware cloths in this country. 
He also spoke about the manu¬ 
facture of good wire and ex¬ 
plained how the hardware man 
can hope to outsell cheap com¬ 
petition by an intelligent knowl¬ 
edge of his quality merchandise. 
Mr. Townley answered questions 
put to him by those present and 
disclosed wires best suited for 
different types of jobs. 

Mr. Welsh of the Gulf Re¬ 
fining Co., Pittsburgh, Pa., dis¬ 
cussed his firm’s products such 
as insecticide and motor oil in 
small household cans. He told 
of the many Gulf dealer helps 
being offered to the retailer. 

A taxation committee was ap¬ 


pointed by the association to 
study tax problems and make 
reports at future meetings. H. 
H. Ludwig, Demerest Romaine 
and Louis Schelling compose the 
committee. Mr. Ludwig prom¬ 
ised to inform the members as 
to how hardware dealers can 
avoid paying the tax imposed on 
naphtha, at the next meeting. 


I JUBILEE LAMP 



Frederick Schwartz (left) vice- 
president, Artistic Lamp Mfg. 
Co., 395 4th Ave., New York 
City, presents A. W. Robertson, 
chairman of the board. Westing- 
house Electric & Mfg. Co., Mans¬ 
field, Ohio, with a special 24-K 
gold and Brazilian Onyx lamp 
in commemoration of the West- 
inghouse Golden Jubilee. Walter 
Cary (center), president of the 
Westinghouse Lamp and Bryant 
Electric Co.’s, points to the 
luminous bowl of beetleware, 
marking the first use of this 
material in a certified lamp. 


BETHLEHEM TO EXHIBIT 
AT HDWE. EXPOSITION 

At the exposition of the Penn¬ 
sylvania and Atlantic Seaboard 
Hardware Association which will 
be held in the 5th Regiment 
Armory, Baltimore, Md., Feb. 
24 to 28, the Bethlehem Steel 
Co., Bethlehem, Pa., will have 
representative products on dis¬ 
play in a space corresponding to 
Nos. 613 and 614 on the armory 
floor plan. 

Representatives who plan to 
be in attendance during the ex¬ 
position are: from Bethlehem 
office, F. R. Brody, R. E. Sharp, 
P. J. Treacy; Wilkes-Barre of¬ 
fice, S. Y. Slocum; York office, 
E. A. Mercner; Philadelphia 
office, A. D. Wade; Baltimore 
office, V. A. Jevon, J. A. Davis, 
J. A. Maguire, J. B. Coster, R. 
L. Willey, F. J. Dunn; and R. 
Branscom, advertising depart¬ 
ment of the Bethlehem office. 


250 ATTEND LEE 
HARDWARE EXHIBIT 

Approximately 250 farmers 
and others attended the short 
course in power farming at the 
Lee Hardware store, Decatur, 


Ind., Jan. 31. The course was 
planned and supervised by John 
Deere & Co., Moline, HI., with 
the members of the hardware 
store in charge. 

Two talking picture features 
were shovm, explaining to the 
farmers the practicability of the 
modem tractor and other motor 
powered farm machinery. The 
pictures pointed out the use of 
the new motor equipment, as 
well as the care of the old ma¬ 
chines now in use on the farms. 


2,000 VISIT CANTON 
MILL SUPPLY CUNIC 

Approximately 2000 persons 
from Stark and nearby counties 
in Ohio attended a mill supply 
clinic sponsored for manufac¬ 
turers by the Canton Hardware 
Co., Canton, Ohio, at its supply 
houses, Feb. 14 and 15. As the 
exhibit was not open to the gen¬ 
eral public, tickets were mailed 
to those interested. More than 
40 manufacturers exhibited in 
interesting and unusual booths 
and representatives of many of 
the leading hardware and supply 
houses of the country were in 
attendance during both days. 
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CORBIN CABINET LOCK 
APPOINTS SUNDVAHL 

Effective Feb. 1, R. A. Sund- 
Yahl, well known to the hard¬ 
ware trade in the Middle West, 
was appointed manager of the 
Chicago oflBce and territory for 
the Corbin Cabinet Lock Co., 
New Britain, Conn., in conjunc- 



R. A. SUNDVAHL 


tion with the Corbin Screw Co. 
Mr. Sundvahl has been Chicago 
manager of the latter company 
for the past 20 years. His ter¬ 
ritory, v^ich heretofore has in¬ 
cluded Michigan, Indiana, Ken¬ 
tucky and the section west of 
the Mississippi to Colorado and 
Wyoming and from Texas to the 
Canadian border, has been fur¬ 
ther expanded to include Colo¬ 
rado and Wyoming. 


TAYLOR RESIGNS FROM 
CORBIN CABINET LOCK 

Harrison L. Taylor, after 20 
years of association with the 
Corbin Cabinet Lock Co., New 
Britain, Conn., has resigned his 
position. Mr. Taylor started as 
an office-boy and has been New 
York manager and also director 
of export sales for the last six 
years. He has no definite plans 
for the future. He resides at 
622 Prospect St., Westfield, N. J. 


GASKELL REPRESENTS 
MODINE IN MEMPHIS 

Modine Mfg. Co., Racine, 
Wis,, manufacturer of unit heat¬ 
ers, copper radiation, unit cool¬ 
ers, and heat transfer equipment, 
has appointed Charles J. Gaskell 
as its representative in Mem¬ 
phis, Tenn. He will cover the 
western part of Tennessee, the 
northern part of Mississippi and 
the eastern part of Arkansas. 
His headquarters are in the 
Falls Bldg., Memphis. 

Mr. Gaskell is a graduate of 
the University of Wisconsin 
Engineering School. His pre¬ 
vious experience consists of 


seven years as plant engineer 
for the Bemis Cotton Mill, 
Bemis, Tenn., five years as 
superintendent of construction 
with the Johns-Manville Co. in 
St. Louis and 12 years as a sales 
engineer in Memphis. 


JORGENSON, SPECIAL 
REP. FOR KEYSTONE 

L. F. Jorgenson'has been ap¬ 
pointed special representative to 
the manufacturing trade, for 
wire and nails, by the Keystone 
Steel & Wire Co., Peoria, Ill. 
His headquarters will be in Cin¬ 
cinnati. 




L. F. JORGENSON 

Mr. Jorgenson formerly rep¬ 
resented Keystone as retail 
salesman and also worked in 
the mills during the war. It is 
felt that his background and 
experience fit him for his new 
position. 


HANSON HEADS WIS. 
SHEET METAL ASSN. 

Plamer Hanson, of La Crosse, 
Wis., was elected president of 
the Wisconsin Sheet Metal Con¬ 
tractors Association at its an¬ 
nual convention, Feb. 4 and 5 
at the Republican Hotel, Mil¬ 
waukee. Other officers elected 
were: vice-presidents, Robert 
Gehrke, Shawano, H. H. Peters, 
and Walter Marth of Milwau¬ 
kee, Fred Wagner and Robert 
Behm of Kenosha; Alfred C. 
Goethal, Milwaukee, treasurer; 
Paul L. Biersach, Milwaukee, 
secretary; and Frank Kramer, 
Milwaukee, sargent-at-arms. 


MFRS.’ AGENT SEEKS 
UNES FOR CANADA 

Harry F. Moulden & Son, man¬ 
ufacturers’ agent at 171 Market 
St., Winnipeg, Canada, is inter¬ 
ested in hearing from manufac¬ 
turers desiring representation of 
their lines in Canada. With the 
new trade agreement between the 
United States and Canada in ef¬ 
fect, this firm believes that con¬ 


ditions for the importation of 
hardware and allied lines are 
particularly favorable. 


DISCUSS LAMP SALES AT 
ESSEX ASSN. MEETING 

Publicity manager S. Litscher 
of the Advertising Service De¬ 
partment, General Electric Co., 
addressed 50 interested mem¬ 
bers of the Essex County Retail 
Hardware Association on “Sales 
Promotion of Lamps” at the 
group’s meeting, Feb. 13, Kreu- 
gers Auditorium, Newark, N. 
J. President Theodore Yecies 
presided. Other guests were the 
New Jersey sales representative 
and L. F. Flannery, lamp man¬ 
ager of the General Electric 
Supply Corp. 


ZIEGELMEYER HEADS 
HUEY & PHILP 
HARDWARE 

J. E. Ziegelmeyer was elected 
president of the Huey & Philp 
Hardware Co., Dallas, Tex., at 
a recent meeting of the board 
of directors. Mr. Ziegelmeyer 
succeeded J. S. North, who re¬ 
signed Jan. 1. 



J. E. ZIEGBUfBYER 


George Roseberg, Raymond 
A. Slack, Lewis McMahan, and 
Paul H. Speaker were elected 
vice-presidents; Alvin H. Lane, 
secretary and general counsel; 
A. V. Lane, treasurer; John W. 
Philp, executive committee 
chairman; Dr. R. A. Trumbull, 
executive committee secretary; 
and M. D. Akard, director. 

Officials of the firm issued the 
following statement: ’The Huey 
& Philp Hardware Co. is dis¬ 
continuing its contract builders’ 
hardware department, but in the 
future will distribute builders’ 
hardware along with other hard¬ 
ware lines through wholesale 
channels only.” Mr. Ziegelmeyer 
said the firm discontinued its 
retail business several years ago 
and ’’now has no financial in¬ 
terest in any retail store.” 


L. W. DIAMOND FORMS 
THE PIERPONT MFG. CO. 

Leon W. Diamond, founder and 
former president of the Sheffield 
Bronze Powder & Stencil Co., 
Cleveland, has organized The 
Pierpont Mfg. Co., 1740 E. 12th 
St., Cleveland, of which he is 
president. The formation of 



LEOK W. DIAMOND 


this new company marks Mr. 
Diamond’s return to the hard¬ 
ware field with the development 
of a patented faucet washer, 
featuring ’’three point compres¬ 
sion.” Mr. Diamond has also 
introduced new merchandising 
ideas to the Tip-Top Washer, 
which, we are informed, has been 
favorably received by dealers 
and wholesalers. His firm’s 
policy will be to further its 
sales through wholesalers. 


KAHN CHICAGO DISTRICT 
MGR. OF G-E SUPPLY 

A. H. Kahn, formerly Pacific 
Coast operating manager of the 
G-E Supply Corporation, San 
Francisco, was made district 
manager of the G-E Supply 
Corp., Chicago. Mr. Kahn was 
for years connected with the 
Pacific States Electric Co., San 
Francisco, prior to its consolida¬ 
tion when it became the western 
region portion of the G-E Supply 
Corp. He began his career as 
an office boy and successively 
became stock clerk, salesman, 
purchasing agent, service man¬ 
ager and operating manager. In 
that position he was in charge 
of the layout and plans and 
supervision of the offices and 
warehouses of the corporation on 
the Coast. 


FRIGIDAIRE HOLDS 
CONVENTION IN N. Y. 

Frigidaire Corp., Dayton, Ohio, 
held its annual convention and 
show at the Hotel Astor, Nfcw 
York City, Feb. 19. The show 
began at 930 a. m., and the pro¬ 
gram included a luncheon at 
1230. 
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KAUFMAN ELECTED V.-PRESIDENT OF HIBBARD 

SPENCER, BARTLETT. TRUSDELL IS SECRETARY 


A. J. WOODLAND, NOW 
MANUFACTURERS’ AGENT 

A. J. Woodland, 150 Mont¬ 
rose Place, St. Paul, Minn., for 
the past 12 years representative 
of the Cutlery Division, Rem¬ 
ington Arms Co., in the North¬ 
west territory, has resigned that 
position to enter into partner- 



JL J. WOODLAND 


ship with George R. Olson as 
manufacturers agents. 'Mr. Ol¬ 
son represents the following 
lines in the Northwest: Imperial 
Knife Co., Providence, R. I.; 
Acme Shear Co., Bridgeport, 
Conn.; Clyde Cutlery Co., 
Clyde, Ohio; Windsor Mfg. Co., 
Orange, N. J.; and Royal Sil¬ 
ver Mfg. Co., Norfolk, Va. 

Mr. Woodland’s first business 
experience was as a stock boy 
in the cutlery department, of 
Farwell, Ozmun, Kirk & Co., St. 
Paul, Minn. He later traveled 
for that firm for 17 years in the 
Northwest. In 1923 he became 
associated with Remington as 
representative in the same ter¬ 
ritory, remaining in that posi¬ 
tion until his recent affiliation 
with Mr. Olson. 

As a result of his many years 
on the road, Mr. Woodland has 
gained much experience with 
cutlery and has made many 
valuable contacts with dealers 
and wholesalers. 


UNIVERSAL COOLER 
NAMES 3 SALES MGRS. 

The Universal Cooler Corp., 
Detroit, through H. E. Markland, 
domestic sales manager, has an¬ 
nounced the appointment of 
three regional sales managers, 
who have had years of experience 
in household refrigeration sales 
over the entire country—H. F. 
MacGrath, as eastern regional 
sales manager, operating in New 
York; H. A. D’Arcy, central re¬ 
gional sales manager, whose base 
is Chicago; and L. V. Ryan, 
southern regional sales manager. 

In addition to the recent ap¬ 
pointments by Mr. Markland, F. 
S. McNeal, president of Univer¬ 


sal Cooler Corp., has announced 
the filling of the post of director 
of advertising by George Moister, 
who formerly held similar posi¬ 
tions with Kelvinator and West- 
inghouse. Mr. Moister brings to 
Universal Cooler a long and 
broad experience in refrigeration, 
having entered the field in 1923 
as a Kelvinator retail salesman in 
Chicago. In the capacity of re¬ 
gional or branch manager he has 
covered every section of the 
United States in the period of 
the last 12 years. 


JOHNSON MOTOR ELECTS 
BOARD AND OFFICERS 

At the annual stockholders 
meeting of Johnson Motor Co., 
Waukegan, Ill., Feb. 13, the fol¬ 
lowing were elected to the board 
of directors: Stephen F. Briggs, 
Detroit; T. E. Murphy, New 
York; J. E. Otis, Chicago; E. 

F. McDonald, Jr., Chicago; and 
J. G. Rayniak, C. P. Rossberg 
and P. A. Tanner, all of Wau¬ 
kegan. 

The board then elected the 
following officers: S. F. Briggs, 
president; C. P. Rossberg, sec¬ 
retary and treasurer; H. M. 
Fisher, assistant secretary; J. 

G. Rayniak, vice-president in 
charge of manufacturing; E. H. 
Millet, vice-president in charge 
of refrigeration and export sales; 
P. A. Tanner, vice-president in 
charge of domestic sales of out¬ 
board motors and industrial en¬ 
gines. It was reported that all 
indications point to a very satis¬ 
factory increase in volume over 
the past year. 


On January 15, 1935, the Amer¬ 
ican Supply & Machinery Manu¬ 
facturers* Association went on 
record in opposition to various 
forms of “waste in advertising” 
specifically such items as shar¬ 
ing part of the costs of distribu¬ 
tors’ catalogs. The text of the 
resolution adopted by this body 
reads as follows: 

“Whereas, There are in the 
whole scheme of distribution 
many elements of economic 
waste, prominent among which 
is waste in advertising; 

“Resolved, That we express the 
hope that our friends, the in¬ 
dustrial distributors, will rehrain 
from sponsoring any activities in 
local or anniversary advertising 
which may directly or indirectly 
involve any request to manufac¬ 
turers to join in such undertak¬ 
ings; 

“Whereas, This Association be¬ 
lieves that the cost of publishing 
a distributor’s catalogue is an 
expense item directly chargeable 


Frank B. Kaufman and R. V. 
Trusdell were elected vice-presi¬ 
dent and secretary, respectively, 
of Hibbard, Spencer, Bartlett & 
Co., wholesale hardware firm of 
Chicago. Mr. Kaufman started 
in the hardware business with 
the Frank Price Mercantile Co., 
Mount Pleasant, in 1905, and 
came to Hibbard, 'Spencer, Bart¬ 
lett & Co. on Jan. 16, 1906. 
After three years, Mr. Kaufman 
was assigned to a territory in 
northwestern Illinois. From 
1932 until his recent election he 
served as sales manager. 

Mr. Trusdell went directly 
from school into the wholesale 
hardware business. After 10 
years with the Simmons Hard¬ 
ware Co., St. Louis, he entered 
the employ of Hibbard’s in 1908 
as buyer in the tool department. 
In recent years he has been 
manager of the buying division 


REPUBUC MAKES 
SALES APPOINTMENTS 

Charles W. East has been ap¬ 
pointed district sales manager of 
Republic Steel Corp., at Hous¬ 
ton, Tex., succeeding Robert E. 
Lanier. Mr. East was formerly 
assistant manager of sales in Re¬ 
public’s Pipe Division. 

R. H. Sonneborn has been ap¬ 
pointed special sales represen¬ 
tative of the Tubular Division, 
with headquarters in the Repub¬ 
lic Bldg., Cleveland. Mr. Sonne¬ 
born upon graduation from the 


to the distributor’s cost of con¬ 
ducting his business, 'and 

“Whereas, The manufacturer 
will loan eletrotypes and supply 
correct information for catalogue 
compilation, and 
“Whereas, The supplying of 
large quantities of catalogue 
pages by a manufacturer, suffi¬ 
cient to assemble a distributor’s 
catalogue, transfers a burden of 
expense from the distributor to 
the manufacturer, and 
“Whereas, Any deviation or ex¬ 
ceptions create discrimination 
and unfair trade practices. Be 
it therefore 

“Resolved, That we recommend 
to our members that all such re¬ 
quests for contributions to the 
expense of publishing distribu¬ 
tors’ catalogues be declined.” 

This parallels in spirit and 
principle the resolution of the 
American Hardware Manufac¬ 
turers* Association reaffirmed in 
Atlantic City, N. J., last October. 



FRANK B. KAUFMAN 


of staple goods and heavy hard¬ 
ware. 

Both Mr. Kaufman and Mr. 
Trusdell were elected to the 
company’s board of directors in 
Jan., 1934. 


University of Michigan became 
associated with the Colorado 
Fuel and Iron Co. Previous to 
his recent appointment he had 
ten years of experience with 
Ytungstown Sheet and Tube Co. 
in the Detroit area. 


100 SALESMEN ATTEND 
CONFERENCE IN NEWARK 

More than 100 salesmen at- / 
tended the annual three - day 
sales conference held by the 
Federal Hardware and Imple¬ 
ment Mutuals and the Hardware 
Mutual Casualty Co., Feb. 6 to 
8, at the Hotel Douglas, Newark, 
N. J. Principal speakers were 
the chairman, E. C. Seiffert, who 
presided; Roger A. Bouscher, 
manager of the Mutuals, and M. 
W. Stockton, assistant manager 
of the Federal organizations. 
The conference ended with a 
dinner meeting. 


FARON TO MANAGE NEW 
HAVEN OFFICE FOR G-E 

F. A. Faron has been ap¬ 
pointed manager of the New 
Haven, Conn., office of the Gen¬ 
eral Electric Co. Mr. Faron 
upon graduation from Rhode Is¬ 
land State College in 1916 en¬ 
tered the testing department of 
General Electric at &henectady. 
In 1918 he was assigned to spe¬ 
cial work in the direct-current 
engineering departtpent, and in 
1923 became associated with the 
railway engineering department. 
In 1927 Mr. Faron was trans¬ 
ferred to the New Haven office 
of the company, in charge of the 
transportation department there. 


MANUFACTURERS SHOULD NOT PAY DISTRIBUTORS’ 
CATALOG COSTS, SAYS A. S. & M. A. 
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OUTLINE 1936 PLANS 
FOR YALSPAR PRODUCTS 

Following successful regional 
sales meeting at the Hotel New 
Yorker, New York City, and at 
the Civic Opera Bldg., Chicago, 
Valentine & Co., 386 4th Ave., 
New York City, maker of Val- 
spar paints, varnishes and en¬ 
amels, announced merchandising 
and advertising plans for 1936. 
The meetings were attended by 
Thurlow J. Campbell, president; 
Frank P. ConneUy, vice-presi¬ 
dent and general sales manager; 
and George Bralla, secretary and 
treasurer. 

The New York and New Eng¬ 
land sales divisions not only took 
part in a meeting at the Hotel 
New Yorker which was addressed 
by the above company execu¬ 
tives, but also heard the firm’s 
1936 program outlined by vari¬ 
ous departmental managers and 
by specialists in merchandising 
and advertising fields. As part 
of the meeting the group visited 
the company’s laboratories in 
Brooklyn and inspected its re¬ 
search and manufacturing facili¬ 
ties. 

“We look for 1936 to be one 
of the outstanding years in our 
business, which was established 
in 1832,” officials of the firm 
said. ‘*Wc have completed just 
recently a comprehensive survey 
of the paint industry and have 
formulated a sales plan for 1936 
which is based on this study and 
which is designed to meet, in an 
unusual way, the demands of 
paint dealers throughout the 
country. Our line is complete 
in every respect and is backed 
not only by our years of experi¬ 
ence in this industry, but by a 
progressive management and a 
laboratory and technical staff 
which is continually conducting 
research and tests to keep our 
products in the forefront in the 
industry.” 

The company has developed 
for 1936 many new and attrac¬ 
tive displays, color charts and 
other advertising features, among 
which are a new counter book, 
a giant neon outdoor electric 
sign, new large window center- 
piece and various pieces of pro¬ 
motional literature. 


AUBURN HDWE. LEASES 
ADDITIONAL SPACE 
Tbe Auburn Hardware, Au¬ 
burn, Indiana, retail and whole¬ 
sale, has leased part of the fac¬ 
tory building of the Auburn 
Burner Bldg., on North Indiana 
Ave., which will be used for the 
wholesale department. This 
lease provides the firm with 17,- 
600 square feet of additional 
floor space. The firm’s entire 
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wholesale business wiU be car¬ 
ried on from this location. The 
wholesale department has been 
segregated from the retail de¬ 
partment, although the retail 
store will be maintained on 
South Main Su 


MINING & MFC. FIRM 
BUYS DETROIT PLANT 

The Minnesota Mining and 
Manufacturing Co., St. Paul, 
Minn., has purchased three acres 
of ground and buildings in the 
industrial center of Detroit. The 
buildings, providing 322,000 
square feet of floor space were 
formerly occupied by the Stude- 
baker Corp. 

The growth of the business 
has necessitated this additional 
space, and as soon as the build¬ 
ings have been made ready, cer¬ 
tain departments will be moved 
there. Operations in St. Paul 
will not be curtailed in any way 
and the firm’s headquarters will 
remain there. The purchase of 
the new plant will provide ex¬ 
pansion for a number of new 
products now being developed. 


CREATE GENERAL 
WILD-UFE FEDERATION 

The primary achievement of 
the North American Wildlife 
Conference held at Washington, 
Feb. 3 to 7, was the creation of 
the General WUd-life Federation 
which will coordinate the efforts 
and policies of those vitally in¬ 
terested in or dependent upon 
the nation’s wildlife resources 
which are estimated to represent 
an annual value of approximately 
11 , 000 , 000 , 000 . 

The Confereuce, which includ¬ 
ed representatives from Canada 
and Mexico, had a threefold pur¬ 
pose: the organization of a gen¬ 
eral federation; the development 
of a North American program 
for the advancement of wildlife 
restoration and conservation; and 
the presentation of information 
which would help solve mutual 
problems. 

Jay N. (Ding) Darling was 
unanimously elected acting presi¬ 
dent of the Federation. The 
three temporary vice-presidents 
elected were: former Senator F. 
C. Walcott of Connecticut for 
the East; I. T. Quinn of Ala¬ 
bama for the South and Central 
regions; and Wm. L. Finley of 
Oregon for the West. 

A tentative constitution, pro¬ 
viding for an organization based 
on local representation, was en¬ 
dorsed, subject to revision or 
change when a permanent or¬ 
ganization is completed. Under 
its provisions civic dubs, schools, 
women’s clubs, agricultural or¬ 
ganizations and other associa¬ 


tions interested in wild-life con¬ 
servation will name delegates 
from county units; the county 
units will dect state delegates, 
one from each state to be a mem¬ 
ber of the Federation. The states 
will be grouped into 13 regions; 
one delegate from each region 
will be named to the board of 
directors, with six other direc¬ 
tors to be selected at large at 
the annual meetings of the Fed¬ 
eration. _ 


DETROIT REX MOVES 
EASTERN SALES OFFICE 

The Detroit Rex Products CIo., 
13005 Hillview Ave., Detroit, 
manufacturer of Detrex solvent 
degreasers. Triad and Perma-A- 
Gor non-inflammable solvents, 
and a complete line of Triad Al¬ 
kali cleaning compounds and 
enamel strippers, has moved its 
eastern sales region offices to 
room 816 Bush Terminal Sales 
Bldg., 130 W. 42nd St., New York 
City. 

This region, under the super¬ 
vision of D. E. Williard, eastern 
sales manager, consists of the 
New England States, the south¬ 
east comer of New York state, 
eastern half of Pennsylvania, 
New Jersey, Delaware and east¬ 
ern Maryland. The various rep¬ 
resentatives covering this terri¬ 
tory will work out of Boston, 
New Haven, New York City and 
Philadelphia. 

By this division of the terri¬ 
tory, we are informed, the com¬ 
pany is better able to service its 
accounts and render a consulting 
service on metal cleaning to the 
finishing industries. This ar¬ 
rangement is in line with the 
recent general expansion of the 
company’s sales and engineering 
forces, and additions to its line 
of solvent degreasing machines. 


RENOWN STOVE CO. 
MAKES APPOINTMENTS 

The Renown Stove G)., 1000 
W. Exchange St., Owosso, Mich., 
has appointed J. F. Darling as 
district territory manager with 
headquarters at Indianapolis, 
Ind., to have charge of the cen¬ 
tral and southern Indiana and 
Illinois territory. T. C. Thomp¬ 
son’ who formerly covered this 
territory will continue to main¬ 
tain headquarters at Elkhart but 
will supervise northern Indiana, 
northern Illinois and southern 
Michigan. Mr. Darling, for 
many years was connected with 
the Round Oak Co. 

Leo H. Judge of Geveland has 
been appointed territory man¬ 
ager for the eastern Ohio dis¬ 
trict with headquarters in Geve¬ 
land. Mr. Judge was formerly 
with the Buck Stove and Range 
Co. of St. Louis, Mo. 


CINCINNATI GROUP 
CHANGES NAME 

At the Jan. 6th meeting of the 
Independent Hardware Stores, 
Cincinnati, Ohio, it was decided 
to change the name of the or¬ 
ganization to the Keystone Hard¬ 
ware Stores, Inc. Forty members 
attended the meeting at the 
Times-Star Bldg., which was pre¬ 
sided over by president Howard 
Zimmerman of the Raber Hdwe. 
C!o., 4029 Eastern Ave. 

Other officers elected were: 
Henry Austing, Duwel Hdwe. 
Co., 2151 W. 8th St., vice-presi¬ 
dent; Joseph Kohstall, Kohstall 
Hdwe. Co., 5829 Vine St., Elm¬ 
wood, treasurer; Stanley Schnei¬ 
der, Schneider Hdwe. Cx)., 2018 
Harrison Ave., Cincinnati, sec¬ 
retary. 

The new advertising program 
and methods of operating the 
organization during 1936 were 
discussed. Mr. Bluestein of The 
Leader Hardware, Norwpod, an¬ 
nounced a method of handling 
the bulletin board and exchange 
department. _ 

FRANKUN RESEARCH CO. 
BUYS CHEMICAL FIRM 

The Franklin Research (]o., 
Philadelphia, manufacturer of 
Rubber-Gloss Wax, has purchas¬ 
ed from the Innis Spieden Co., 
New York Gty, its subsidiary, 
the Wilbur White Chemical Co. 
of Gwego, N. Y. The latter firm 
has for the past nine years done 
research work in the field of 
water emulsion waxes developing 
and perfecting wax films as used 
for floors—factory finish coatings 
and other industrial requirements 
pertaining primarily to the rub¬ 
ber, leather, nursery and paper 
industry. 

The Franklin Research Co. 
will continue to operate the Wil¬ 
bur White Chemical Co. as a 
division of Franklin and has re¬ 
tained W. A. Bridgeman, former¬ 
ly president of the chemical firm 
as managing head of an indus¬ 
trial department which will 
undertake the further develop¬ 
ment and sale of special water 
emulsion formulas for specific 
industrial uses. 


OFFERS REW ARD F OR 
CAPTURE OF THIEVES 

This notice is to advise the 
trade that a .22 Cal. Remington 
Automatic Rifle, Model 241, 
bearing number 5615 was stolen 
from the Cash Hardware Cx>. 
store. Gay (Center, Kan. A re¬ 
ward is offered by the National 
Anti-Crime Association of To¬ 
peka, Kan., for information lead¬ 
ing to the apprehension of the 
guilty party or assistance in their 
capture. 
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Price Filing Alone Not Sufficient 

To Secure Effective Price Control^ Say$ Report 

By L. W. Moffett, WashinKton Representative Hardware Asre 


ALABASTINE CO. HOLDS 
S-DAY SALES MEETING 

Representatives of the Alabas- 
tine Co,, Grand Rapids, Mich., 
came from all parts of the 
United States to participate in 
a three-day sales conference at 
the firm’s general offices there, 
from Feb. 3 to 5. The con¬ 
ference was called to discuss 
plans, ways and means to secure 
national distribution for the new 
line of oil paints, enamels, var¬ 
nish and matched brushes, re¬ 
cently announced by the com¬ 
pany. 

Talks were made by John C. 
Corcoran, treasurer and general 
manager, and W. H. Hall, direc¬ 
tor of sales. Technical details 
of the new line were explained 
by Harry N. Jones, production 
superintendent. 

The new line of oil paints, 
enamels and varnish was enthu¬ 
siastically received by the sales 
representatives. A new Outside 
White, developed by Mr. Jones, 
was the subject of special com¬ 
ment, as were the colorful new 
labels. 

The advertising and merchan¬ 
dising program for the new line 
was discussed at length and 
warmly endorsed by the sales¬ 
men. The proposed program, in 
effect, seeks to give each and 
every Alabastine distributor the 
services of an advertising de¬ 
partment in his own store, with 
the Alabastine Company defray¬ 
ing the expense. 

‘‘Alabastine’s record of terri¬ 
torial protection over a period of 
more than half a century, is un¬ 
doubtedly an important factor in 
explaining the many inquiries 
we have received to dale,” said 
Mr. Corcoran. “Oiu: conference 
was highly successful, and I am 
confident, as are our salesmen, 
that broad national distribution 
can be assured for the new line 
during the current year.” 


SESSIONS CLOCK NAMES 
WESTERN SALES MGR. 

E. C. Delmar has been ap¬ 
pointed Western sales manager 
for the Sessions Qock Co., 
Forestville, Conn., with head¬ 
quarters in the Merchandise 
Mart, Chicago. 

Mr. Delmar was with the Seth 
Thomas Clock Co. for more than 
25 years, retiring in 1931. In 
1935 he reentered business and 
spent a year acquainting himself 
with changes and sales condi¬ 
tions, preparatory to assuming 
his new post. Mr. Delmar an¬ 
nounced that Glen H. Miller, 
also a former Seth Thomas man, 
will handle the Southern terri¬ 
tory for Sessions, while Arthur 
Frank will represent the com¬ 
pany in the Western section. 


Frequent demands for supple¬ 
mentary controls over costs, pro¬ 
duction, resale prices, etc., would 
indicate that price filing alone 
is not deemed sufficient to secure 
effective price control in many 
industries. 

The foregoing is one of the 
conclusions reached in a sum¬ 
mary on price filing to NRA. 
It recently has been submitted 
with other summaries on NRA 
studies, to be the basis for a 
report to be prepared by the 
Department of Commerce and to 
be presented to the President 
and Congress. The purpose of 
the report, according to Secre¬ 
tary of Commerce Daniel C. 
Roper, is to “preserve the as¬ 
sets of NRA.” The NRA has 
been transferred to the Depart¬ 
ment of Commerce, except as 
to its Consumers* Advisory 
Council, which was transferred to 
the Department of Labor. 

The summary on price filing 
says there was a conspicuous 
absence of administrative inves¬ 
tigation of the need for proposed 
price-filing plans at the time 
of their introduction and a cor¬ 
responding lack of current super¬ 
vision or observation of their 
operation and results after ap¬ 
proval. There is some evidence, 
it is stated, that control is 
facilitated by the use of a market¬ 
reporting system, which includes 
other statistical data in addi¬ 
tion to prices. Further and more 
definite findings on the economi¬ 
cal result of filing plans, it is 
pointed out, must await the com¬ 
pletion of statistical case studies 
and the analysis of other work 
materials. All reports on NRA 
studies are to be completed by 
April 1, when NRA expires by 
legal limitation. 

One result of what is called 
spasmodic supervision over price 
filing is said to be the absence 
in NRA files of any body of 
collected price filings sufficient 
to permit a statistical analysis 
of the primary economic results 
on price levels, price stability, 
uniformity, etc. 

It is pointed out that the most 
characteristic form of price filing 
under NRA codes involved the 
mandatory filing of present or 
future prices below which sales 
might not take place, the inclu¬ 
sion of all terms of sales in the 
filing, and the dissemination of 
identified price lists to competi¬ 
tors, through the medium of a 
central office, usually that of the 
Code Authority. 

Price filing plans under NRA 
are said to have been designed 
primarily for the function of con¬ 


trol or compliance. They were 
called the “checking” rather 
than the “market” information 
type of open-price provision, in 
that publicity was to serve as 
a measure of individual com¬ 
pliance with other price or trade 
practice provisions, including no 
sales below cost provisions, as 
well as an aid to improved 
knowledge about price levels and 
price changes. 

“As a publicity device, price 
filing was expected to deter price 
cutting and to prevent uneco¬ 
nomic discrimination among buy¬ 
ers,** the report points out. 
“There is fragmentary evidence 
that it did have this result in 
some instances; but the findings 
are not as yet substantiated by 
quantitative evidence. In some 
instances it seems to have de¬ 
terred, in others to have pro¬ 
moted, price cutting. It appears 
very generally to have promoted 
price uniformity. The effective¬ 
ness of the device as a deterrent 
to discrimination was limited by 
the common practice of permit¬ 
ting customers to have access 
only to the price filings appli¬ 
cable to their own class.” 

It is declared that the effec¬ 
tiveness of price filing in giving 
publicity to prices was limited 
by a number of other factors; 

(a) Dissemination of filed prices 
was usually undertaken only to 
members and was comparatively 
rare in the case of customers; 

(b) frequent failure to file, 
widespread evasion of filed 
prices, and the filing of minim um 
rather than actual selling prices 
were common obstacles to pub¬ 
licity. 

The report declares that very 
wide discretionary powers were 
left to the Code Authorities in 
connection with the operation of 
open price-filing provisions. One 
use of those powers, it is stated, 
was progressively to extend re¬ 
quirements for the publication 
and regularizing of all terms and 
conditions of sale. Price filing 
requirements, it is explained, 
appear to have served frequently 
as an impetus for standardization 
and uniform classification of 
products, customer groups, dis¬ 
counts, differentials, and other 
terms and conditions of sale. 

“The rules and regulations of 
code authorities pursuant toprice¬ 
filing provisions shaded imper¬ 
ceptibly into regulation designed 
to convert the price-filing system 
into a tool for price control,” the 
report declares. Efforts to use 
price filing as an instrument of 
joint action to maintain prices 
was general. These efforts were 


not in most cases in the form 
of collusive agreements or of 
overt price fixing, but in that 
of an organized program to re¬ 
strict individual freedom in pric¬ 
ing practices, and to secure con¬ 
formity to a pre-determined price 
minimum and/or price structure. 
Thus we find relatively few 
recorded cases of pressure or 
coercive activity to require the 
filing of a specified net price, 
but very extensive evidence of 
efforts to compel members to 
abide by code or extra-code reg¬ 
ulations concerning certain ele¬ 
ments of price, cost floors, 
methods of quotation, established 
differentials, etc.” 

The report says a very close 
relationship between cost pro¬ 
visions and price-filing provisions 
appears, with the cost provision 
frequently used to establish code 
authority control over filed 
prices, and vice versa. The ef¬ 
fectiveness of this control, it is 
said, was limited and weakened 
by progressive reluctance of the 
NRA to approve mandatory cost 
accounting systems or to enforce 
cost restrictions. 

“The administrative problems 
connected with the operation of 
price filing were many and 
varied,** the report continues. 
“Many arose from the code pro¬ 
visions themselves, which were 
characteristically too broad or 
too narrow for a regulatory de¬ 
vice to be administered by a 
combination of private and public 
authority. 

“Code provisions proved rela¬ 
tively pliable so far as code 
authority innovations were con¬ 
cerned, because of the wide 
powers granted in early codes 
and of the lack of specific limi¬ 
tations and definition of detailed 
procedure of powers. Adminis¬ 
trative interference or corrective 
action was largely negative in 
character since amendments and 
modifications of existing provi¬ 
sions were made dependent on 
industry cooperation. NRA 
policy on price filing was not 
formulated until June, 1934, 
when more than 300 codes had 
already been written. The gen¬ 
eral trend was to surround price¬ 
filing systems with safeguards 
against abuse, and to limit the 
function of these systems more 
definitely to effective publicity. 
Even as thus limited, the last 
policy statement says that they 
should be applied to competitive 
but not semi-monopoly industries. 
Application of policy to effect 
changes was greatly handicapped 
by the reluctance of industries 
to open up the plans to revision.” 
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OBITUARY: 


JOSEPH A. KLEIN 

Joseph A. Klein, president of 
Mathias Klein & ^ns, Chicago, 
Ill., passed away Feb. 7, after a 
long illness. 

Mr. Klein was the son of 
Mathias Klein who founded 
Mathias Klein & Sons in 1867. 



JOSEPH A. KI£IN 


As a boy he worked under his 
father’s supervision, learning 
thoroughly the manufacture of 
fine tools, and when his father 
retired from business, Mr. Klein 
together with his older brother, 
John Klein, carried on the firm 
for some years as a partnership. 
In 1918 the firm was incorpo¬ 
rated, and John Klein retired in 
1925, whereupon Joseph Klein 
became president, which office he 
held until his death. His passing 
comes as a loss to the industry. 


MALCOLM P. MacCOY 

Malcolm Parker MacCoy, 62, 
a member of the Irving Hard¬ 
ware Co., 12 Warren St., New 
York City, died Feb. 14 at his 
home in that city. Following 
his graduation from a prepara¬ 
tory school, Mr. Parker entered 
the hardware business, with 
which his father and grand¬ 
father has been conftected. The 
eldest MacCoy began in the 
business with Irvin Van Wart. 
Mr. MacCoy first worked in his 
father’s firm, Joseph F. MacCoy 
& Co., which subsequently was 
merged yrith the Irving Hardware 
Co. He leaves a widow and 
two daughters. 


W. P. SIMPSON 

Wendell Phillips Simpson, 64, 
prominent business, civic and 
club leader of New Orleans, La., 
passed away suddenly of a heart 
attack, Feb. 6, at his home in 
that city. Mr. Simpson was 
president of the C. T. Patterson 
Co., Inc., mill supply and hard¬ 
ware firm of 800 South Peters 
St. Among the organizations 
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with which he was prominently 
identified are: Hibernia Na¬ 
tional Bank; New Orleans Asso¬ 
ciation of Commerce; New Or¬ 
leans Chapter of the American 
Red Cross and others. He leaves 
his widow and three sons, Wen¬ 
dell Howard, Robert Louis and 
Sumner Simpson; and a daugh¬ 
ter, Helen Marie Simpson. 


SAGE LYONS 

Sage Lyons, 16, son of Mark 
Lyons of the executive commit¬ 
tee of The National Wholesale 
Hardware Association and promi¬ 
nent in association activities, 
passed away suddenly Jan. 18. 
Sage had been ill only a few 
days with a throat ailment which 
was not regarded as serious but 
pneumonia developed and death 
came quickly. 


JOHN FRANKLIN MAGEE 

John Franklin Magee, 69, re¬ 
tired secretary-treasurer of the 
Aluminum Goods Mfg. Co., died 
Feb. 2 in a Two Rivers, Wis., 
hospital. Mr. Magee joined the 
firm as a bookkeeper a short 
time after its founding. When 
the Aluminum Mfg. Co. was 
combined with the Aluminum 
Goods Mfg. Co. of Manitowoc 
in 1909, Mr. Magee was made 
secretary-treasurer. He retired 
from active service a few years 
ago but retained his interest in 
the firm. His widow survives. 


MICHAEL A. JACOBS 

Michael A. Jacobs, 75, presi¬ 
dent of the Malleable Iron 
Range Co., Beaver Dam, Wis., 
died Feb. 2 at Tucson, Ariz. He 
is survived by three sons and a 
daughter. _ 


EUGENE A. SHULTS 

Eugene A. Shults, 75, for 33 
years proprietor of a hardware 
and jewelry store in Lawrence, 
Mich., died Feb. 2 after a long 
illness. 


AUGUST SCHULTE 

August Schulte, 77, hardware 
.merchant in St. Louis, Mo., for 
35 years but retired for the past 
14 years died at his residence in 
that city. Since Mr. Schulte’s 
retirement the store, at 2831-35 
Union Blvd., has been operated 
by two of his sons, Henry X. and 
Alphonse J. Schulte. Another 
son Anton J. and a daughter 
survive. _ 

E. P. LEWIS 

E. P. Lewis, 61, pioneer hard¬ 
ware merchant of Marshfield, 


Ore., died at his home there, 
recently. Mr. Lewis was active 
in civic affairs, formerly having 
been a member of the city coun¬ 
cil, president of the chamber of 
commerce, on the high school 
board and also prominent in 
fraternal organizations. 


HARRY N. POTTER 

Harry N. Potter, 65, who 
operated a hardware business in 
Middleville, Mich., for the past 
9 years died there Feb. 7, after 
a long illness. He had previously 
operated a hardware store in 
Mulliken for 20 years, and prior 
to that he lived in Grand Rapids 
where he was connected with the 
Lowell Mfg. Co. His widow and 
two sons survive. 


H. P. RAABE 

H. P. Raabe, 75, who with 
William E. Mauger organized 
the Raabe and Mauger Hard¬ 
ware Co., Albuquerque in 1906, 
passed away recently at his 
home in San Diego, Cal. He 
had also been secretary of the 
Whitney Hardware Co. and was 
connected with the John Becker 
Co. in Belen before the organiza¬ 
tion of Raabe and Mauger. 


EDWARD A. MASUR 

Edward A. Masur, Jr., 37, who 
was associated with the Masur 
Hardware Co., Lockhart, Tex., 
died Feb. 1 of pneumonia. 


HERMAN C. KRIPPENE 

Herman C. Krippene, 83, vice- 
president of the Krippene Hard¬ 
ware Co., Oshkosh, Wis., died 
Feb. 3 at his home in that city. 
He had been in the hardware 
business there for many years. 
His widow, two daughters and 
two sons survive. 


JESSE S. HARRIS 

Jesse S. Harris, 73, proprietor 
of the Harris Hardware Co., Pe- 
quot Road, Southport, Conn., 
died at his home there Feb. 5. 
He had been in the retail busi¬ 
ness in that city for 16 years. 
His widow survives. 


WALTER B. THOMPSON 

Walter B. Thompson, 55, a 
member of the Fisher-Thompson 
Hardware Co., Salisbury, N. C., 
died at his home there Feb. 6, 
after an illness of several months. 
His widow survives. 


OSCAR W. MUELLER 

Oscar W. Mueller, 73, pioneer 
tool manufacturer of Cincinnati, 
Ohio, died at his home there 
Feb. 7, after a lengthy illness. 
Mr. Mueller followed the manu¬ 
facture of machine tools in Cin¬ 
cinnati for 47 years and retired 
from active business life in 1926 
when he was president of the 
Mueller Machine Tool Co. He 
was a member of the Ohio Me¬ 
chanic’s Institute since 1883. A 
widow and a daughter survive. 


WILUAM K. MUNRO 

William K. Munro, 71, well 
known business man of Cohoes, 
N. Y., died at his residence 
there, Feb. 6. Mr. Munro with 
Andrew J. Scotland esublished 
the hardware firm of Scotland 
and Munro in 1901 which has 
been in operation since. He 
leaves his widow and a daughter. 


RICHARD S. WINGHELD 

Richard S. Wingfield, Green¬ 
wood, Miss., owner of an interest 
in the Henderson Baird Hard¬ 
ware Co., died recently follow¬ 
ing a brief illness. He was also 
a director of the Bank of Green¬ 
wood. 


FRED G. HAINER 

Fred G. Hainer, 66, salesman 
for the Vollrath Co., Sheboygan, 
Wis., died recently at his home 
there. Before joining the Voll¬ 
rath Co., Mr. Hainer was iden¬ 
tified with the hardware retail 
business for many years, operat¬ 
ing for a time a store in Kau- 
kauna, Wis. His widow and four 
children survive. 


C. H. WHITMAN 

C. H. Whitman, 74, hardware 
dealer in Campbell, CaL, for 41 
years, died Jan. 25. He had 
been ill for more than a year. 
Mr. Campbell was active in both 
the religious and civic affairs of 
his city where he was recognized 
as a leader of business. His 
widow survives. 


FRANK A. REID 

Frank A. Reid, in the sales 
department of the Clayton & 
Lambert Mfg. Co., Detroit, for 
23 years, passed way suddenly 
Jan. 25th. 


JAMES W. MADDUX 

James W. Maddux, 69, former¬ 
ly proprietor of a hardware store 
at Watertown, Tenn., died Feb. 
4 at his home in Nashville, fol¬ 
lowing a long illness. His 
widow and two children survive. 
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BRIEF ITEMS OF INTEREST TO HARDWARE MEN 


ARIZONA 

Ray Thompson, owner and 
manager of the Parker Lumber 
and Supply Co., Parker, Arizona, 
will open a combination hard¬ 
ware, paint and furniture store 
at First St. and Arizona Ave., 
in that city, to be housed in a 
new 50 by 76 foot building re¬ 
cently erected by him. 


ARKANSAS 

0. J. Melton, manager of Lake 
City Hardware Co., Ark., a 
branch of Trumann Hardware 
Co., has opened a second branch 
hardware and implement store in 
Monetle, Ark. 


The firm of Milwee and Dun¬ 
lap, hardware, furniture and un¬ 
dertaking, at Brinkley, Ark., has 
been sold to Linkway Stores Co. 
J. Bascom Dunlap, junior partner 
of the former, continues the un¬ 
dertaking lines, while the Safe¬ 
way Stores Co. mrill handle the 
hardware and furniture. 


J. B. Slayden has opened a 
farm implement store at Tucker- 
man, Ark. 


CALIFORNIA 

A new modern building is 
being erected at 142-144 Green- 
leaf Ave., Whittier, Cal., to house 
the Farmer’s Hardware and Paint 
Co. 


CONNECTICUT 
The Danbury Hardware Co., 
294 Main St., Danbury, Conn., 
has discontinued its rug and 
furniture department and will de¬ 
vote the space to enlarged hard¬ 
ware stocks. 


FLORIDA 

Thomas H. Radford has opened 
a hardware store in the Carroll 
Bldg., Live Oak, Fla. 


Fisher-Stinson Hardware Co., 
Panama City, Fla., has been 
granted a charter of incorpora¬ 
tion with authorized capital of 
250 shares, par value $100 each. 
Incorporators are: M. N. Fisher, 
C C. Moore, and W. 1. Stinson. 


GEORGIA 

The Franklin Hardware Co. 
has opened for business at Mat¬ 
ter, Ga. Burton Franklin is 
proprietor. The firm will carry 
a complete line of hardware, 
paints and building materials. 


KANSAS 

The Waters Hardware Co., 
Junction City, Kan., is adding 
a new store room, 46 x 110 ft., to 
house its implement business. 


T. L. Gideon has purchased 
the stock of the Webb Hardware 
Co., 913 Kansas Ave., Topeka, 
Kan., and will consolidate it with 
his own store at 821 N. Kansas 
Ave. 


The Gibson & Clyborne Hard¬ 
ware has become the Gibson, 
Miller & Sims Hardware Co., 
Council Grove, Kan. The firm 
has been incorporated with G. F. 
Gibson, president; W. E. MiUer, 
vice-president; J. A. Sims, sec¬ 
retary-treasurer. 


The Neuman Hardware, White- 
water, Kan., has moved to a new 
location. 


T. Henry Owens of Louisville, 
Ga., and his son James of Blyth, 
will open a hardware store in 
Louisville. The elder Owens will 
continue his grocery store while 
his son will operate the hardware 
store. 


ILUNOIS 

The Geuther Hardware has 
opened for business in Effing¬ 
ham, Ill., with a complete stock 
of hardware. Milton Geuther is 
the proprietor. 


United Hardware Co., Chicago, 
has moved from 652 W. Ran¬ 
dolph St. to 711 W. Lake St. 
The Randolph St. quarters of the 
firm were recently damaged by 
fire. 


IOWA 

Adolph Killian has purchased 
the Ericson hardware store oper¬ 
ated by Jordan Ericson in Graet- 
tinger, Iowa. 


MICHIGAN 

The Mt. Clemens Hardware 
Co., 67 Walnut St., Mt. Clemens, 
Mich., has been organized with 
a capital stock of $10,000 by 
Martin A. Baarck. 


MINNESOTA 

Edwin Sorenson has purchased 
the Askov (Minn.) Hardware 
Co. from Carl Miller. 


The Gislason - Bremen Hard¬ 
ware firm, Minnesota, Minn., has 
purchased the Ghent Hardware 
Co., Ghent, in that state, placing 
Thomas Nichols in charge. 


MINNESOTA 

Rumreich Bros, at Pisek, 
North Dakota, have purchased 
the Schneider Hardware at 
Adams, Minn. They will operate 
both stores. 


MISSISSIPPI 

A hardware store will be 
opened in Monticello, Miss., that 
city’s first, by P. K. McLain and 
C. E. Barnes. 


The Planters Hardware Co., 
Yazoo City, Miss., has purchased 
the adjoining store building. 


NEBRASKA 

T. H. Bailey has opened a 
hardware store at Benkelman, 
Neb. 


R. C. Benson has purchased 
the interest of George A. Wach- 
ter in the Wachter Hardware 
Co., Pender, Neb., which will 
continue under the proprietor¬ 
ship of Mr. Benson and A. J. 
Ackerman. 


NORTH CAROUNA 

The Ayden Implement & Hard¬ 
ware Co., Ayden, N. C., has been 
granted a charter. Incorporators 
are: K. H. and C. B. Smith and 
J. B. Eure, all of Ayden. 


OHIO 

Robert W. Smith, son of 
Wayne C. Smith, the latter pro¬ 
prietor of a hardware store in 
New Burlington, Ohio, for the 
past 35 years, has become asso¬ 
ciated with his father on a full 
partnership basis. The firm name 
has been changed to W. C. Smith 
& Son. 


Jess Eyster and his son, Red¬ 
mond, have purchased the Edon 
hardware store, Edon, Ohio, of 
L. S. Maxwell. 


Garver Bros. Co., Strasburg, 
Ohio, has added a downstairs 
department which will include 
departments for general hard¬ 
ware and tools. 


OKLAHOMA 

The hardware stock of the 
Clark-Darland Hdwe. Co., Semi¬ 
nole, Okla., has been removed 
to another location in that city. 
The old location has been re¬ 
tained for the firm’s furniture 
stock. 


OREGON 

Albert E. E^tes, in the hard¬ 
ware and machinery business in 
Oregon City, Ore., for the past 
2.5 years has purchased the West¬ 
ern Hardware Co. store in the 
municipal building and assumed 
management. Eugene Bamum. 
owner of the store, is retiring. 


SOUTH CAROUNA 

The Dixie Hardware store has 
opened for business in Abbeville, 
S. C., with a complete stock of 
hardware. The store is on the 
West side of the square. 


TEXAS 

Maxey’s Hardware store, 411 
North Bishop St., Dallas, Tex., 
owned by Frank Maxey, will 
merge and operate under the 
same roof with the Sunshine 
Grocery & Market operated by 
Mr. Maxey’s brothers, H. M. and 
G. S. Maxey. 


WASHINGTON 

The Lind Hardware C!o., one 
of the oldest business firms in 
Lind, Wash., has been purchased 
by John Miller, of the Ritzville 
Trading Co. The firm will hence¬ 
forth be known as the Miller 
Hardware Co. and will be con¬ 
ducted by Mr. Miller and his two 
sons, Arthur and Leslie. 


W. R. Dickson has opened a 
hardware store in the former 
Howerton Bldg., Ilwaco, Wash. 


WEST VIRGINIA 

Higgins Brothers have opened 
their hardware store in the Lem- 
ley block, Littleton, W. Va. 


The Weirton Market Hard¬ 
ware and Auto Supply store at 
1888 Main St., Weirton, W. Va., 
has been changed to the P & L 
Auto Supplies & Hardware and 
Philip Nach, proprietor, has 
taken in as partner, Louis El- 
font, who has managed the hard¬ 
ware and auto supply depart¬ 
ments for the past three years. 


WISCONSIN 

A. J. Heide has purchased the 
interest of R. H. Pritzlaff, in the 
Watertown Hardware Co., 307 
Main St., Watertown, Wis. John 
L. Bruegger will continue as ac¬ 
tive head of the firm and new 
lines and goods will be added to 
the present stock. 
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Offers $2.00 For 
Norvell Book 

$2.00 apiece is being 
offered for two copies of 
Saunders Norvell’s book, 
“Forty Years of Hard¬ 
ware,” if in good condi¬ 
tion. This book was pub¬ 
lished serially in Hard¬ 
ware Ace and later 
brought forth in book 
form. Due to the popu¬ 
larity of the book, the 
publishers have sold all 
available copies. Readers 
having any extra copies 
and willing to release 
them for the amount men¬ 
tioned will please advise 
T. Cain, Order Depart¬ 
ment, The Geo. Worthing¬ 
ton G>., 802-832 St. Gair 
Ave., N. W., Geveland, 
Ohio. Do not mail the 
book until requested to 
do so. 


APOLLO METAL WORKS 
MOVES TO NEW PLANT 

With the completion of their 
new plant in the Clearing In¬ 
dustrial District near Chicago, 
Apollo Metal Works, Inc., has 
moved its general offices and 
mill from La Salle, Ill., to the 
new site. The Clearing Indus¬ 
trial District is a 2,800 acre 
manufacturing area which 
houses 108 large factories and 
adjoins the Southwest edge of 
Chicago. 

Apollo Metal Works manufac¬ 
tures pre-finished metal and 
Apollo Chromzinc and Chrom- 
copper, which are used as cov¬ 
erings for table tops, drain- 
boards, sinks and shelves. The 
firm was incorporated in 1915 
and has offices in 17 principal 
cities throughout the United 
States, and one in Montreal. In 


addition to the Chicago plant, 
there is a mill in Bethlehem, 
Pa., of which the general offices 
will also be located in Clearing. 
The new building is a one-story 
plant with its own individual 
switch track added. 


WEBER NOW WITH 
U. S. PRINTING 

Edwin G. Weber, formerly 
with the Western Cartridge Co., 
has been appointed to have 
charge of the point-of-sale ad¬ 
vertising department of the 
Chicago office, 205 W. Wacker 
Drive, of The United States 
Printing & Lithograph Co., Cin¬ 
cinnati, Ohio. He was with 
Western Cartridge for eight years 
serving as advertising manager, 
and previously with the Darcy 
Advertising Agency in St. Louis. 


LEEDS SUPPLY CO. 
GIVES UP RETAIL STORE 
Leeds Supply Co., Inc., Leeds, 
Ala., has announced its retire¬ 
ment from the retail hardware 
business and will confine its ef¬ 
forts to the wholesale and re¬ 
tail distribution of electric and 
mechanical household and com¬ 
mercial appliances. These ap- 
pliances will be distributed 
throughout Alabama, and in 
connection with the firm*s whole¬ 
sale store, it will have a retail 
department for the sale of these 
products in metropolitan Bir¬ 
mingham under the name of the 
Alabama Appliance Co., Inc., 
2015-2017 4th Ave. N. 


NATIONAL BASEBALL 
WEEK, APRIL 4-11 

National Baseball Week will 
be observed this year from 
Saturday, April 4 to Saturday, 
April 11. The week will be 


heralded with special window 
displays in stores selling sport¬ 
ing goods, newspaper advertise¬ 
ments and by sports columns in 
newspapers. Baseball Week dis¬ 
play material will be mailed 
free to stores sending a request 
to The Sporting Goods Dealer, 
Tenth and Olive Sts., St. Louis, 
Mo. That publication is again 
offering prizes and trophies for 
the best Baseball Week window 
displays and newspaper adver¬ 
tisements. 


KITCHEN MODERNIZA- 
TION IS THEME OF 
NEW MOVIE 

A talking moving picture, “The 
Courage of Kay,” telling in story 
form how old-fashioned kitchens 
may be modernized, is now being 
shown by electric light and power 
companies, electrical appliance 
manufacturers and other groups 
to consumer audiences through¬ 
out the country. 

Sponsored by the Edison Elec¬ 
tric Institute, McCall’s Maga¬ 
zine and selected industrial 
groups cooperating with the Fed¬ 
eral Housing Administration, the 
talkie tells how a young couple. 
Kay Harper and her husband. 
Bob, take advantage of the NHA. 
They financed a complete re¬ 
modelling of their kitchen, in¬ 
cluding the installation of an 
electric refrigerator, range, dish¬ 
washer and other appliances 
through the Federal Housing 
Plan. Woven into the story is 
the rejuvenation of home life in 
the Harper family, with the re¬ 
sulting social success of Kay Har¬ 
per and the business triumphs 
of her husband. Lois Wilson and 
Lloyd Hughes, Hollywood play¬ 
ers, play the parts of wife and 
husband. Other Hollywood play¬ 
ers are in the supporting cast. 


ORGANIZE NEW nRM 
TO MAKE WIRE SCREENS 

The Savannah Wire Weaving 
Co., has been organized in 
Savannah, Ga., for the manufac¬ 
ture of fly and insect screens. 
Julian E. Howell has been named 
president of the concern and 
Arthur Crockery, as vice-presi¬ 
dent and sales manager. 


DELCO OPENS DIVISION 
OFFICE IN NEW YORK 

Delco-Frigidaire Conditioning 
Corp., Dayton, Ohio, has estab¬ 
lished an eastern division gen¬ 
eral office with D. G. Spahr as 
eastern division manager at 35 
W. 45th St., New York City. 
This office will have jurisdiction 
over Delco-FVigidaire activities 
in eastern states. 

Mr. Spahr was formerly sales 
manager for the Delco Appli¬ 
ance Corp., Rochester, N. Y., 
automatic heating equipment, 
sales of which recently were 
merged by General Motors Corp. 
with the summer air condition¬ 
ing product sales activities of 
Frigidaire Corp. into a new com¬ 
pany, Ddco-Frigidaire Condi¬ 
tioning Corp. The purpose of 
the consolidation was to deal 
more effectively with air con¬ 
ditioning through offering year- 
round air conditioning products. 
L. W. Curl, who has been as¬ 
sistant air conditioning sales 
manager for Frigidaire Corp., 
will assist Mr. Spahr. 

BORIN HOLDS MIRROR 
EXHIBIT IN CINCINNATI 

Borin Art Products Corp., 
2641-61 W. Polk St., Chicago, 
held an exhibit of a complete 
line of mirrors for kitchen, bath¬ 
room and other rooms, Feb. 18 
to 21 in space 419, Netherland- 
Plaza Hotel, Cincinnati, Ohio. 
Mr. Miller, who is with the firm, 
was in attendance. 


Straight Air Nozzle 


No. 113—Straight body is made with¬ 
out a screwed-in tip. Hose end suit¬ 
able for either %-in. or %-in. hose and 
cast integral with body, eliminating 
separate air hose nipples. Nozzles are 
said to be rugged and heavy in con¬ 
struction and will stand abuse. They 
are adapted for use when suspended 
over machines from overhead air lines. 


Nozzle is of the same valve construction 
as used in the angle pattern nozzle and 
has the same brass handle. H, B. Sher¬ 
man Mfg. Co,, Battle Creek, Mich. 


Lunch Kit 



Mickey Mouse design will appeal to 
children. Said to be good seller, not 
only before opening of school period 
but also for the entire year. Gender, 
Paeschke & Frey Co., Milwaukee, Wis. 


Electric Bicyde Horn 



Vibra-disc, No. 155. Has auto-tone 
voice; special featherweight switch. 
Double bracket fits handlebar from % 
in. to % in. Horn is 6^ in. high and 
4^/4 in. in diameter. Operates by No. 
6, 1^-volt battery. List price, as 
shown, $2. The Seiss Mfg. Co., 38^-61 
Seiss Ave., Toledo, Ohio. 
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CONVENTION CALENDAR 


Connecticut Hardware Associa¬ 
tion Annual Convention, Hotel Bond, 
Hartford, Conn., March 4 and 5, 
1936. Charles F. Freeman, secre¬ 
tary, Branford, Conn. 

National Retail Hardware Asso¬ 
ciation Thirty-seventh Annual Con¬ 
gress, Hotel Chalfonte-Haddon Hall, 
Atlantic Qty, N. J., July 20 to 23 
inclusive, 1936. H. P. Sheets, man¬ 
aging director, 130 East Washing¬ 
ton Bldg., Indianapolis, Ind. 

New England Hardware Dealers 
Association 43rd Annual Convention 
and Exhibition, Hotel Statler, Bos¬ 
ton, Mass., March 11 to 13 inclusive, 
1936. G. C. Small, secretary, 140 
Federal St., Boston, Mass. 

Southern Hardware Jobbers’ As¬ 
sociation Forty-sixth Annual Con¬ 
vention, jointly held with the 
American Hardware Manufacturers’ 


Association Seventy-second Semi- 
Annual Convention, Memphis, Tenn., 
April 20 to 23 inclusive, 1936. Sec¬ 
retary Manufacturers’ Association; 
Chas. F. Rockwell, 342 Madison 
Ave., New York City. Secretary 
Jobbers’ Association: T. W. McAl¬ 
lister, 1020 Grant Bldg., Atlanta, 
Ga. 

Southeastern Retail Hardware and 
Implement Association 22nd Annual 
Convention and Exposition, City 
Auditorium, Atlanta, Ga., May 19 
to 21 inclusive, 1936. H. M. Sim¬ 
mons, secretary, 317 Ten Forsyth 
Street Bldg., Atlanta, Ga. 

Triple Convention of the South¬ 
ern Supply and Machinery Distrib¬ 
utors’ Assn., the American Supply 
and Machinery Manufacturers’ 
Assn., and the National Supply and 
Machinery Distributors’ Assn., Hotel 
Ambassador, Atlantic City, N. J. 


May 11 to 13, inclusive, 1936. Sec¬ 
retary, National Association: H. R. 
Rinehart, 505 Arch St., Philadel¬ 
phia, Pa. Secretary, American As¬ 
sociation: R. Kennedy Hanson, 916 
Clark St., Pittsburgh, Pa. Secretary, 
Southern Association: Alvin M. 
Smith, c/o Smith-Courtney Co^ 
Richmond, Va. 

The Hardware Association of the 
Carolines Annual Convention, 
Charleston, S. C., June 9 to 11 in¬ 
clusive, 1936. Headquarters and ses¬ 
sions: Francis Marion Hotel. Arthur 
R. Craig, secretary, 803 Commercial 
Bank Bldg., Charlotte, N. C. 

The Retail Hardware Association 
of Alabama, Inc., Annual Conven¬ 
tion and Exhibit, Mobile, Ala., May 
5 to 7 inclusive, 1936. Headquarters, 
sessions, and exhibit: Battle House. 
J. H. Crowe, secretary, 410 N. 
Twenty-first St., Birmingham, Ala. 


Warming Stove 

Stove is about the size of a small 
plate. Made of highly polished chrome 
and stands on four composition, heat- 



resistant, %-in. legs. It is said to con¬ 
sume 50 watts of electricity an hour. 
It is used for keeping foods warm and 
may be used on a dining room table. 
List price, $1.50. The Silex Co., Hart¬ 
ford, Conn. 


Lawn Mower 



Convex solid rubber tires forced into 
concave wheel rims; rubber grip han¬ 
dle; tie rod encased in rubber; self- 
adjusting ball bearings and double di¬ 
rect gearing. Height of drive wheel, 
10 in.; diameter of cutter, 5^ in. 
Makes 16-in. cut. Painted in brilliant 
blue, trimmed with gold. Guaranteed 


against defective workmanship and ma¬ 
terials. Philadelphia Lawn Mower & 
Mfg. Co., 4250 Wissaliickon Ave., Phila¬ 
delphia. 


Oven Thermometer 



Tel-Tru, No. P-S 600, pentagon shape. 
Hangs or stands up. It is said to be 
easy to read, easy to clean and rust¬ 
proof. Has standard scale; chromium 
finish throughout and glass crystal. 
List price, $1. Also thermometers for 
various uses, the list prices of which 
are $1 or $1.25. Dealer costs are 40 
per cent on 1-doz. orders, 45 per cent on 
3-doz. orders and 50 per cent on l-gross 
orders. Germanow-Simon Machine Co., 
408 St. Paul St., Rochester, N. Y. 


How To Cut Glass 

Complete instructions for cutting 
glass are printed on a 10% x 15% inch 
card in two colors, green and black. 
Illustrations make the meaning clear 


and complete. It is intended to be hung 
over bench or table wherever glass is 
being cut; to save waste in cutting 
and lengthen life of the cutter. Avail¬ 
able by request on letterhead. The 
Fletcher, Terry Co., Forestville, Conn. 


Grinder Head 



No. 37—For 8-in. wheels with %-in. 
hole, but will hold smaller wheel with 
%-in. hole. The .%-in. arbor runs in 
oilite bushings, the bearings fitted with 
snap-shut oilers. Bearings are 1%-in. 
long and .% in. in diameter. Wheel 
guards have adjustable safety sight 
plates and adjustable rests, one with 
flat surface and one with bevel surface 
for tool grinding. Two-inch pulley. 
Grinder may be belted from above, be¬ 
low or from back. Recommended 
speeds: 8-in. wheels, not over 2600* 
r.p.m.; for 6-in. wheels, not over 3400 
r.p.m. Gray enamel finish. Supplied 
without wheels. Arcade Mfg. Co., Free¬ 
port, HI. 
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ADVANCES BECOMING EFFECTIVE 

Galvanized Ware Cast Aluminum 

Guns 

DECLINES BECOMING EFFECTIVE 

Steel Pipe Pipe Fittings 

Cotton Gloves and Mittens FobrUOry 

Some Baking Tinware Items Turpentine 27th 

1936 

ADVANCES ANTICIPATED 
Chamois Skins 


With large areas of the coun¬ 
try still buried in snow and buffeted 
by storms, merchants have been 
forced to as patient an acceptance 
as possible of these unavoidable 
setbacks to their business The gen¬ 
eral hope is that the want-lists of 
their shut-in customers are daily 
growing longer, and that the earliest 
resumption of traffic will bring in 
all the pent-up volume. Salesmen 
have been handicapped as in no re¬ 
cent years, in reaching their trade, 
and have been able to contact per¬ 
sonally only their headquarters or 
main-line stores. Side roads have 
been impassable to automobiles, and 
main highways, where open, have 
been largely one-lane affairs. Sales* 
in off-the-road areas have been 
almost entirely handled by tele¬ 
phone. The radio and the telephone 
together have been the only link of 
some communities with the outside 
world, and it will not be surprising 
if this unexpectedly proven value of 
radio communication should result 
in a great stimulus of demand for 
receiving sets in the smaller com¬ 
munities. 

« « « 

Very satisfactory sales results 
have been attained in the larger 
towns, on lines which were the sub¬ 
ject of special promotion efforts 
during January and February. Both 
mail orders and salesmen’s orders 
have been better than a year ago in 
these instances. It is surprising that 
even promotion sales of poultry sup¬ 
plies, harness, wagon hardware, and 
similar farm items have been suc¬ 


cessful, regardless of farm tieups. 
Jobbers* and manufacturers* ware¬ 
house stocks of winter goods have 
been thoroughly cleaned out, and 
new records have been set during 
January and February in the sale of 
many emergency cold weather lines. 

» « « 

More calls for help in store 
modernization than for several 
years past are coming to the firms 
who offer such service. One large 
hardware wholesaler reports these 
demands upon their field organiza¬ 
tions are taxing them to the limit. 
Requests for remodeling advice and 
assistance are coming from botli 
large and small towns, and from 
large and small stores. A leading 
manufacturer of store equipment 
states that in recent months there 
has been more activity along mod¬ 
ernization lines among hardware re¬ 
tailers, than even among the chain 
units, whose habit is to make their 
remodeling changes at this time of 
the year. Encouraging reports come 
from those stores whose modern 
dress and layout had been completed 
last year. In nearly every instance 
these stores report substantial sales 
increases over a year ago, notwith¬ 
standing weather handicaps. , Ru¬ 
mors are prevalent, supported by 
some leases already taken, that one 
of the large national chains is con¬ 
templating a substantial expansion 
of their “C” Line (hardware) stores 
through the smaller towns. This 
prospect will prompt many more 
hardware dealers to modernize their 


stores, both as to equipment and as 
to selection of merchandise, in order 
to hold their trade. 

« « « 

The latest Dun and Brad- 
street survey, covering the February 
8th week, shows that while the 
country-wide retail sales barely held 
even with the corresponding 1935 
week, there were gains in the East 
of 6 to 10 per cent over last year; 
in New England, 8 to 11 per cent; 
in the South, 4 to 6 per cent; in 
the Southwest, 5 to 8 per cent, and 
in the Pacific Coast area, 8 to 12 
per cent. 

« « « 

Certain reclamation areas 
will be immediately and favorably 
affected by the TVA decision of the 
Supreme Court, announced on Feb¬ 
ruary 17. It is not generally con¬ 
sidered, however, that the basis and 
scope of the Supreme Court’s TVA 
announcement is sufficient to open 
the way for any great inroads of 
Federal activity into other fields 
covered now by private industry. 

* « « 

Steel operations last week 
were scheduled at 51.7 per cent of 
capacity, a decline of 0.6 per cent 
from the preceding week. A month 
ago the rate was 49.9 per cent, and 
a year ago it was 49.1 per cent. 
Production of steel ingots in January 
averaged 112,942 gross tons daily, 
the highest for any January since 
1930, according to the American 
Iron and Steel Institute. Railroad 
purchasing and that from farm ma¬ 
chinery plants, continue at present 
to show the greatest activity. 

« « « 

Makers of bolts, nuts and 
rivets have been operating on re¬ 
duced schedules, chiefly on account 
of the recent slackening in demand 
from motor car makers. Prospects 
are considered good for a growing 
demand from makers of farm imple¬ 
ments and railroad rolling stock, 
and, a little later, for further auto¬ 
mobile assemblies. 

« « « 

Makers of asphalt roofing, 
whose lines in recent years have 
seen many and frequent ups and 
downs in price, and who last year 
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trended pretty steadily downward, 
have recently agreed upon a new 
merchandising plan, with some price 
changes, to go into effect between 
February 15 and February 22. 
Details are not yet at hand, but some 
of the popular-selling items of pre¬ 
pared roll roofing, both talc-surfaced 
and slate-surfaced, are scheduled for 
a small advance to retail buyers. 
Prices will be kept uniform at all 
important mill basing points. A fea¬ 
ture of the manufacturers’ new plan 
is a sharp reduction of the whole¬ 
salers’ profit margins. Discounts to 
buyers will vary according to the 
number of cars of roofing products 
to be taken out during 1936. 

♦ * * 

Price conditions on steel pipe 
have been unsettled in certain areas, 
particularly in the East, and finally 
a general reduction of about ten per 
cent in the prices to retailers has 
become established. The reduction 
conceded by the mills to wholesale 
distributors has been only five per 
cent, and jobbers are protesting 
vigorously this reduction in their 
already limited profit margin. Some 
mills express themselves as confi¬ 
dent that the recent price drop is 
temporary, and that it must soon be 
recovered. They point out that ad¬ 
vances were recently in effect on 
their skelp supplies, and that their 
fuel and labor costs are rising. 

* * * 

Prices on pipe fittings have 
been reduced as much as 15 to 25 
per cent, due to strenuous competi¬ 
tion for business among the manu¬ 
facturers. This decline follows two 
previous advances, and it is sup¬ 
posed that some of the recent weak¬ 
ness has developed because of spotty 
maintenance of the markups by 

some interests. 

* » » 

While current business on 
corrugated roofing and other sheet 
metal building products has been at 
a standstill, due to weather condi¬ 
tions, there is a fair amount of ‘fu¬ 
ture” selling for spring delivery, and 
considerable competition among 
mills for the jobbers’ purchases. 

* * * 

Makers of weldless chain and 
fittings, including weldless coil, tie- 


out, halter and dog chains have ad¬ 
vanced prices approximately five per 
cent. Jobbers report that sales of 
chain have been very satisfactory in 
spite of winter conditions. 

* * * 

Chamois skin manufacturers 
advise that the raw skin market is 
steadily advancing, due to short 
supplies, and that higher prices are 
almost certain on finished skins. 
Prices are still unchanged on the 
regular lines of chamois skins which 
retail at 50 cents, 75 cents, $1.00. 
11.25 and $1.50 each. On special 
sizes, however, which manufacturers 
sold last fall as leaders, prices have 
been advanced in some cases as 
much as 25 per cent. 

* * * 

Continental Screen Company 
when announcing on November 25 
their opening prices on screen and 
doors for the 1936 season, an¬ 
nounced that prices would be sub¬ 
ject to revision or confirmation on 
February 15. The company has 
now issued notice, under date of 
February 15, that the opening 
quotations are confirmed covering 
orders until further advised. They 
remind the trade, however, that con 
ditions are uncertain, and that it 
may still be necessary to advance 
prices during the 1936 season. Con¬ 
tinental Screen Company are now 
commencing to release for shipment 
their distribution cars, in which a 
large percentage of the season’s 
early volume is generally included. 

♦ ♦ * 

Leading makers of cotton 
gloves and mittens have now reduced 
prices by varying percentages and 
covering about the amount of the 
processing tax. These declines had 
been rather well anticipated by 
many jobbers, so that an immediate 
markdown may not further be pos¬ 
sible, from the current small lot 
prices to retailers on gloves and mit¬ 
tens. 

♦ ♦ ♦ 

A reduction has been an¬ 
nounced, effective February 1, on 
several items of baking tinware, 
bread pans, square jelly cake pans, 
muffin tins, etc., averaging perhaps 
five per cent. Makers of galvanized 
ware, and enameled kitchen ware 


are looking for higher prices, and 
cast aluminum utensils have already 
been marked up about ten per cent. 
Stove mica has been advanced. No. 
1 quality about five per cent and 
No. 2 about ten per cent. An in¬ 
crease was made in prices of certain 
vacuum one-pint bottles, about 2% 
cents each, and on vacuum lunch 
kits, about one cent each. 

« « « 

Paint sales in December, as 
reported to the Department of Com¬ 
merce by 579 establishments, totaled 
$20,038,905, about 25 per cent 
ahead of December, 1934, but some 
20 per cent short of November. 1935, 
sales. A decline of two cents per 
gallon on turpentine February 14 
is of interest. 

* * ♦ 

Electrical goods made a great 
gain in new orders during 1935, ac¬ 
cording to final returns to the Bu¬ 
reau of Census by 78 manufacturers. 
Total value of new orders booked 
last year was $538,883,328, a gain 
of nearly $100,000,000 over 1934, 
and the highest total in four years. 
These bookings included n/otors, 
storage batteries, domestic ap¬ 
pliances, and industrial equipment. 

* ♦ * 

Daisy Manufacturing Com¬ 
pany, to commemorate their fiftietli 
anniversary, are bringing out a Gol¬ 
den Eagle Model 50 Air Rifle, sim¬ 
ilar to their model 103 thousand-shot 
repeater. The metal parts of the 
new rifle are copper finished, and 
coated to prevent tarnishing. The 
stock is of black enameled wood, 
bearing a “golden eagle” insignia. 
The new model 50 will retail at 
$2.50 and will cost the dealer $20.00 
per dozen. A reduction of $2.00 per 
dozen has been made at the same 
time in the company’s model 103 
nickel-plated rifle, which will now 
retail at $2.25. Model 50 will be 
available for shipment to the trade 
about April 1. After several years, 
the model 20 Little Daisy Air Rifle 
is being reinstated, because of some 
demand for a number to retail at 
less than $1.00. This model will 
retail at 67 cents, and will cost deal¬ 
ers $5.15 a dozen. 

Another new item introduced 
at this time by the Daisy Manufac- 
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luring Company is the model 44 
Buck Rogers Repeating Water Pis¬ 
tol. This will provide fifteen shots, 
as compared with the model 80 six- 
shooter, and will throw a jet of 
water thirty-five feet. The retail 
price is 25 cents, and the cost to 
retailers $2.00 per dozen. The model 
80 has been reduced twenty per cent 
to retail at 20 cents, with a cost to 
dealers of $1.60 per dozen. Ship¬ 
ments will be available about March 
15. 

« « « 

Some advances in gun prices 
are coming through, including mark¬ 
ups on Western double-barrel shot¬ 
guns of about five per cent, on L. C. 
Smith double-barrel guns of about 
ten per cent, and on Ithaca, about 
eight per cent Lefever single- and 
double-barrel guns are raised six 
per cent. Various models of Har¬ 
rington and Richards revolvers have 
been advanced, ranging from five to 
fifteen per cent. Winchester’s an¬ 
nouncement of a low-priced single- 
barrel shotgun will be of interest 
Deliveries of this new gun, model 
37, to the trade are expected about 
March 1. The retail price is to be 
$8.90 each. 

« « « 

Some interesting 1935 sales 
totals have been announced recently. 
Household washing machines sold in 
1935 totaled 1.410,541 as compared 
with 1,240,284 in 1934. Ironing ma¬ 
chine sales totaled 143,225 last year 
as compared with 116,069 in 1934. 
Electric household refrigerator sales 
in the United States in 1935 
amounted to 1,446,790 units against 
1,157,881 units in 1934. December 
sales totaled 69,073 units against 
61,470 units in December, 1934. 

* * * 

Chain store sales in January 
gained approximately eight per cent 
over January, 1935, with individual 
gains ranging as high as 22.6 per 
cent. Of twenty-three organizations 
reporting, all but three showed in¬ 
creased sales over January a year 
ago. Aggregate sales totaled $137i- 
734,302 compared with $127,565,781 
in January, 1935. Woolworth sales 
for January were 0.9 per cent under 
last year; Kresge’s were 1J28 per 
cent ahead. Montgomery Ward and 
Company sales for January and the 
fiscal year ended January 31 were 
the largest on record. For the 
month, sales were $18,508,149, or 
6.26 per cent ahead of January, 
1935. For the year, the total was 
$306,101,505, a gain of 17.10 per 
cent over the previous year. Sears, 
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Roebuck and Company’s January 
gain was 16.1 per cent. The latter 
company is announcing an unusually 
heavy buying program, preparatory 
to its activities in celebration of its 
fiftieth anniversary, this year. 

» * « 

Farm commodity prices have 
shown conflicting trends in the 
weeks which have elapsed since the 
Supreme Court invalidated the Ag¬ 
ricultural Adjustment Act. Some 
commodities on which taxes were 
levied have declined, while others 
have advanced. Egg and butter 
prices have reached very high levels 
in the leading cities, as continued 
cold and stormy weather curtailed 
production and retarded the move¬ 
ment to market. 

« « « 

Bank clearings for the 
twenty-two leading cities in the 
United States for the five days ended 
February 11 increased 2.2 per 
cent over the like 1935 week, as 
reported by Dun & Bradstreet. The 
current total was $4,345,145,000. In 
the February 4 week the gain over 
last year was 20.5 per cent. At New 
York City clearings ran 2.4 per cent 
under the like 1935 total, but this 
was overcome by a gain in centers 
outside New York of 11.5 per cent 
above last year. 

» « * 

F. W, Dodge Corporation re¬ 
ported today that all types of con¬ 
struction in the thirty-seven states 
east of the Rocky Mountains in¬ 
creased to $204,792,800 in January 
from $99,773,900 in that month last 
year. The January total, however, 
represented a decline of 22 per cent 
from December. Improvement over 
January, 1935, totals was noted in 
each of the thirteen major survey 
areas east of the Rockies. The mid¬ 
dle Atlantic states, the Chicago ter¬ 
ritory and southern Michigan 
showed the largest relative gains. 
Residential building in January 
totaled $37,439,500, against $22,- 
410,200 in January, 1935, and $45,- 
140,000 for Decem^r. 

♦ * * 

The outlook for 1936 in resi¬ 
dential building points to further 
betterment. Residence vacancies are 
believed to be approaching the 
thiee per cent level at which new 
construction usually expands rapid¬ 
ly. Rentals are increasing to the 
point where new capital may be at¬ 
tracted to building for investment. 
Building costs are still high, but low 
money rates are favorable to con¬ 
struction at this time. 


Farm equipment sales in 1936 
have been running 25 to 35 per cent 
above the 1935 period, and produc¬ 
tion is 50 per cent greater, according 
to Dun & Bradstreet, Inc. Sales in 
1935 were at the best level since 
1930. Observers feel that large-scale 
replacement of farm machinery is 
ahead because of the high average 
age of the equipment still in use. 
No great change in prices of farm 
equipment is expected beyond the 
slight rise in 1935. Most of the 
large agricultural areas report col¬ 
lections improving, with 97 per cent 
of the 1935 maturities paid, an in¬ 
crease of about 35 per cent over 
1934. 

« « « 

Bonus spending estimates are 
that three-fourths of the veterans 
may cash their bonus certificates 
before the summer is over, releasing 
about $1,500,000,000 of buying 
power, which will probably create 
a small business boom. According 
to a survey made by the American 
Legion, the average bonus dollar 
will be spent as follows: debts, 31 
cents; homes and real estate, 25 
cents; investments in own business, 
7 cents; clothing, 7 cents; home 
fumishingS; 6 cents; automobiles, 
6 cents; savings accounts, 4 cents; 
insurance, 3 cents; home equip¬ 
ment, 2 cents; stocks and bonds, 1 
cent; farm equipment, 2 cents, and 
miscellaneous. 6 cents. 

♦ * * 

Fuller and significant statis¬ 
tics have been recently put out by 
the National Industrial G>nference 
Board, concerning business activity 
during 1935. Industrial production 
during the last quarter of the year 
reached the highest level since the 
second quarter of 1930. Distribu¬ 
tion, indicated by retail sales and 
by the volume of goods transported, 
advanced materially during the last 
quarter of 1935. The increases in 
production in 1935 in the major 
industries, compared with 1934, 
were 92.4 per cent for residential 
building, 86.1 per cent for machine 
tool orders, 45.0 per cent for auto¬ 
mobiles, 30.6 per cent for steel in¬ 
gots, 2.6 per cent for bituminous 
coal, 9.2 per cent for electric power, 
9.3 per cent for petroleum, and 19.5 
per cent for all building construc¬ 
tion. Miscellaneous carloadings 
were 6.6 per cent more, and total 
carloadings were 2.2 per cent 
greater than during the previous 
year. 
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Michigan Convention Attracts 
1400 to Detroit 



w: C. JUDSON HAROLD W. BERVIG A. D. VAN DERVOORT 
New President Secretarj RediiniT President 


T he forty-second annual con¬ 
vention of the Michigan Re¬ 
tail Hardware Association was 
held at Masonic Temple, Detroit, 
February 11 to 14. Some social and 
other special events were held in 
other locations, but the convention, 
with the exposition, fairly filled De¬ 
troit's largest regular convention 
auditorium. 

Attendance was officially esti¬ 
mated at 1,400, including a number 
of dealers from surrounding states. 

Officers were elected at the final 
session on Friday, as follows: W. C. 
Judson, Big Rapids, president; 
Joseph J. Louisignau, Cheboygan, 
vice-president; William Moore, De¬ 
troit, treasurer; and Harold W. 
Bervig, Lansing, secretary. Two 
members were elected to the Execu¬ 
tive Board: Frank J. Hartge of 
Detroit and Herman C. Meyer of 
Petoskey. 

The President’s Luncheon, Tues¬ 
day noon, February 11, opened the 
sessions, with A. D. Van Dervoort of 
Lansing presiding and over three 
hundred in attendance. William 
Moore, of Detroit, gave the invoca¬ 
tion, and H. H. Dignan of Owosso, 
hardware dealer and State legisla¬ 
tor, gave a memorial tribute to 
former presidents George W. Mc¬ 
Cabe of Petoskey and Charles A. 
Ireland of Ionia, who died during 
the past year. 

An unusual feature of the lunch¬ 
eon was the introduction of each 
member of the Quarter Century 
Qub. Michigan’s club is restricted 
to representatives of firms which 
have been members of the associa¬ 
tion continuously for twenty-five 
years. 

President VanDervoort stressed 
the necessity of five policies as 
‘^Basic Policies for Hardware Re¬ 
tailers”: 1, keep the stock up to 
standard in volume and quantity; 
2, keep acquainted with current 
market prices. 3, keep stock up to 


date in new trends, and keep up to 
date on business trends individuaUy; 
4, see that the store is always neat 
and clean; and 5, mark the price or 
descriptive tag of every piece of 
merchandise clearly for the public 
to see. 

A. W. Cullen of Minneapolis, edi¬ 
tor of the Hardware Trade and 
Sporting Goods, spoke on “Preferen¬ 
tial Discounts, Rebates, and Allow¬ 
ances—and Why.” He stressed the 
way that every activity in industry 
is being watched at Washington, 
with especial reference to the in¬ 
terest of the retail hardware dealer, 
basing his talk upon Federal Trade 
Commission activities. Congression¬ 
al investigations, and special studies. 
Mr. Cullen expressed the opinion 
that both houses of Congress are 
showing decidedly more favorable 
interest in the small operator than 
formerly. 

Joseph H. Plumb of Philadelphia, 
treasurer of Fayette H. Plumb, Inc., 
then talked upon “Here’s the An¬ 
swer,” discussing the manufacturing 
of clean merchandise. He stated 
that manufacturers generally are 
making goods at a price that will 
allow the independent to compete 
with the chain store, without sac¬ 
rificing quality. 


Paul Crissey, of the Edward Kat- 
zinger Company, Chicago, used the 
title, “Let’s I/wk at the Record,” 
upon the theme that the men who 
put real efforts into hardware opera¬ 
tion are still in the business. Those 
who dropped out probably didn’t 
deserve to be in business anyway, 
and the survivors are genuine busi¬ 
ness men, after the depression. 

In the evening, reception was 
held by the officers, followed by a 
general dance in the ballroom of the 
Hotel Statler. 

Rivers Peterson, Editor of the 
Hardware Retailer, opened the 
Wednesday session with a talk on 
“Will the Consumer Pay the Bill?” 
and spoke later in the day on “Sell¬ 
ing, a Profession.” He discussed the 
comparison of operating expenses— 
the wholesaler-retailer as against 
the syndicate-Hlescribed the system 
of contacts between wholesaler and 
retailer, and presented charts to 
show comparative costs of heat, rent, 
light, etc., for various volumes of 
gross business. 

Open panel discussions of impor¬ 
tant topics, along the “question box” 
style, with special interest upon 
freight rates and discussion of what 
is selling, was a feature of several 
{Continued on page 102) 
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New York State Dealers Study 
Causes and Cures of Competition 


B .IZZARDS and cold weather 
failed to cool the enthusiasm 
of New York State hardware 
dealers who turned out in large 
numbers for the four-day convention 
and exhibition in Syracuse, Feb. 
11 to 14. The sessions at the Hotel 
Syracuse were well attended and the 
exhibition at the State Armory was 
one of the best arranged and well 
managed so far held. Secretary John 
B. Foley and George Hoy, exhibition 
manager, both were complimented 
many times on the 1936 gathering. 
The apparent eagerness with which 
members came to the sessions indi¬ 
cated their interest in current prob¬ 
lems and in the association’s study 
of them. 

President Rockwell C. Boyce, 
Wellsville, reviewing the year’s 
problems stated that business is 
very much improved over last year, 
but that the merchant must go after 
it more enthusiastically than ever. 
He gave a brief outline of the ses¬ 
sions to follow, expressing the belief 
that members would get a great 
deal of assistance from the discus¬ 
sions. 

Harold W. Allen, Clinton, Vice- 
President, stated that hardware re¬ 
tailers’ competitive difficulties are 
rooted in three main causes: (1) 
Disadvantages of price at which 
goods are owned by the wholesaler- 
retailer system. (2) Costs incurred 
in moving merchandise through the 



HAROLD W. ALLEN JOHN B. FOLEY R. C. BOYCE 

New President Secretary Retiring Pres. 


wholesaler-retailer channel from 
factory to consumer. (3) Merchan¬ 
dising methods of syndicate com¬ 
petitors. The speaker referred to 
the adoption of the National Asso¬ 
ciation’s Statement of Merchandis¬ 
ing Policy, and analyzed the eight 
declarations separately. Mr. Allen 
stated that thoughful and consistent 
adherence to the statement by retail¬ 
ers, suitably supported by whole¬ 
salers, would go far toward solving 
the problem of preferential prices 
by manufacturers to syndicates. 

Frank M. Campbell, substituting 
for John M. Williams of Fayette R. 
Plumb, Inc., Philadelphia, took up 
the subject “The Manufacturers’ 


Answer” dealing with the question 
of preferential prices. He explained 
the purposes of the American Insti¬ 
tute of Fair Competition and how 
it operates, calling it his first answer 
to the question of what can be done 
to stop preferential prices. He 
pointed out that chain stores and 
catalog houses do not get any better 
prices than hardware jobbers on 
their general lines of tools but that 
they get their differmtials when they 
buy leaders differently; their sales 
of cheap loss leaders are less than 
one-fourth of their total sales even 
in the very lines where they run loss 
leaders. Mr. Campbell urged hard- 
{Continued on page 88) 
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Southern California Dealers 
Hold Successful Convention 


M ore than a week of down¬ 
pouring rain was necessary 
to keep hundreds of retail 
hardware dealers from attending 
the Fifteenth Annual Exposition and 
Convention of the Southern Cali¬ 
fornia Retail Hardware Association 
which was held in the spacious 
Auditorium of the Ambassador Ho¬ 
tel in Los Angeles, February 11, 12 
and 13. 

Speakers at the business sessions 
faced capacity crowds of interested 
hardware men. Dealers were keenly 
appreciative of the well balanced 
group of business experts on the 
program as proved by their con¬ 
stant attendance, and to J. V. Guil- 
foyle, managing director of the lo¬ 
cal association, goes great credit in 
the careful preparation and success¬ 
ful handling of this convention. 

Exactly 104 different manufactur¬ 
ers and jobbers exhibited their 
wares, the largest number in the 
history of the association. 

The six business sessions which 
were run on the basis of a business 
clinic and a sincere effort was made 
to dig into the causes of unfair 
competition and to prescribe a 
proper treatment. Both the regis¬ 
tration desk and the reception com¬ 
mittee carried out this clinical 
thought in their dress of white 
coats, similar to those worn by the 
medical and nursing professions. 

The program was divided into 
three short afternoon and three eve¬ 
ning sessions, all of which were 
under the leadership of R. B. Isner, 


Long Beach, association president. 

In a discussion of operating costs, 
C. C. Carter, president of the Na¬ 
tional Retail Hardware Association, 
pointed out that the wholesaler- 
reteiler system of distributing hard¬ 
ware spends too little for advertis¬ 
ing. A large chart which he ex¬ 
hibited before the convention to 
make an itemized comparison of op¬ 
erating costs of hardware whole¬ 
salers and retailers and those of 
other distributors showed that the 
hardware trade spent an average of 
only 1.16 per cent on sales for ad¬ 
vertising as against 4.35 per cent by 
the department stores. 

More Advertising 

“It may well be,” said Mr. Car¬ 
ter, “that the hardware craft is 
paying the penalty for its failure 
to utilize advertising more effec¬ 
tively. Higher selling costs in the 
form of wages may be a direct con¬ 
sequence. Slower turnover, with the 
resultant additional expense for in¬ 
surance, taxes and interest may be 
another result.” 

Ability of independent hardware 
distributors to move goods from fac¬ 
tory to consumer at a cost compar¬ 
ing favorably with that of their 
principal competitors was indicated 
by using expense figures from a se¬ 
lected group of hardware retailers. 
Their expense added to those of 
wholesaling totaled within a fraction 
of 1 per cent of that of department 
stores. 


In his opening address to the 
membership, managing director J. 
V. Guilfoyle said, on the subject of 
the California Fair Trade Law, 
“There is something radically wrong 
in our industry when manufactur¬ 
ers can sell chains, who in turn can 
merchandise the product at a profit 
for less than you retailers can buy 
the same articles. The slogan of 
our forefathers, Tf it is hardware, 
we have it’ is a sign of obsolescence, 
and of a deadly slow stock turn. We 
cannot expect to get price prefer¬ 
ence just by asking for it, but if 
we have some law by which prices 
may be maintained or standardized, 
we can beat the chain and predatory 
sources of supply and so regulate 
this ill. 1 call your attention to the 
Patman-Robinson bill now in the 
U. S. Senate which wiU allow manu¬ 
facturers to set retail prices of their 
products. If this is passed it will 
mean manufacturers may have 
standard minimum prices on trade- 
marked merchandise.” 

Speakers included F. C. Gross, 
field service aide for the association; 
State Senator Hon. Chris Jesperson; 
E. H. McGinnis of the Union Hard¬ 
ware & Metal Co.; George W. 
Green, board of governors of the 
N.R.HA.; B. M. Hiatt, executive, 
Irwin Auger Bit Co.; J. C. Snell, 
C.P.A., of Los Angeles; George H. 
Eberhard of San Francisco; Ralph 
Feuerborn, Van Nuys, and A. A. 
Butterworth. 

“The practice of large manufac¬ 
turers putting all overhead on what 
is sold the retailers and nothing on 
what is sold the chains is all wrong,” 
declared B. H. Hiatt, in speaking 
from the viewpoint of the manufac¬ 
turer. “Large chains,” he con¬ 
tinued, “like to do business with 
manufacturers who have at least 75 
per cent of their trade with inde¬ 
pendent retailers, for several rea¬ 
sons, chief of which is the larger 
basis for allowances and that they 
can control resale prices. There 
is very little difference between sell¬ 
ing costs to chains and to independ¬ 
ents—not over per cent. Some 

manufacturers have done an honest 
job in presenting their open state¬ 
ment of sales policy and are all 
members of the American Institute 
of Fair Competition.” 

“Business is coming back, and are 
you ready for it?” Sam Worswick 
asked his audience in the course of 
his inspiring talk on improved store 
(Continu&I on page 98) 
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Panhandle Dealers 
Held Lively Convention 


W ITH the theme of “Cause 
and Cure of Today’s Com¬ 
petition” challenging every 
man, the 27th annual meet of the 
Panhandle Hardware and Imple¬ 
ment Association at Amarillo, 
Texas, swung into action on the 
morning of Feb. 4, and moved with 
a lively clip through two days of 
business sessions. 

New officers are: President, W. E. 
Smith, Carlsbad, New Mexico; vice- 
president, R. F. Douglas, Shamrock, 
Texas; secretary-treasurer, C. L. 
Thompson, Canyon, Texas, re¬ 
elected. Directors: J. A. Blackwell. 
Friona, Texas; E. R. Yates, La- 
mesa, Texas; M. L. Purvines, Pan¬ 
handle, Texas; W. H. Spaulding, 
Qovis, New Mexico; P. R. Rosson, 
Hereford, Texas, and 0. C. Watson, 
Qarendon, Texas. 

Resolutions adopted protested the 
practice of manufacturers and 
wholesalers selling to non-hardware 
and implement stores merchandise, 
not regularly carried in stock, for 
resale. It was suggested that a 
permanent committee be appointed 
by the association to handle such 
cases. Other resolutions urged re^ 
tailers to study the principles of 
the FHA and to use their influence 
to have the measure continued for 
at least another year. Seeking 
loyalty, retailers were asked to buy 
American binder twine and whole¬ 
salers and manufacturers were 
asked to cooperate by furnishing 
twine that could be sold at fair 
profit to all. 

In opening the convention. Presi¬ 
dent B. B. Kent chaUenged the hard¬ 
ware men vrith his subject, “Today’s 
Competition.” Highlights of his ad¬ 
dress were: “We, with our anti¬ 
quated methods, are our own worst 
competitors.” “Step outside and 
look at your store, see it as the 
customer sees it.” “Open your 
eyes as you come in the front door.” 
‘Today’s business makes three calls 
on every dealer. Be modem, use 
speed, be a good citizen.” 

T. C. Lively, Pampa, Texas, 



B. B.KENT 
Rediing President 



W. E. SMITH 
New President 


C. L. THOMPSON 
Seeretary-Treas. 



spoke on “Our Responsibilities.” 
Tying in to the convention theme, 
Mr. Lively told how the vocadonal 
shift of figures from 75 per cent 
employed in the production field 
and 25 per cent in service work to a 
complete reversal of figures has now 
caused keen competition. Deplor¬ 
ing the fact, that for so long hard¬ 
ware dealers have considered that 
they had a “divine right” to sell 
all the hardware, Mr. Lively urged 
that they now accept the challenge 
and responsibility of new methods, 
new theories of financing, and take 
the offensive, rather than the de¬ 
fensive, in business methods. 

“The Manufacturer’s Answer” 
was brought by Wm. E. Hall, Jr., 
Fayette R. Plumb, Inc., Philadel¬ 
phia, who explained the purpose 
of the American Institute of Fair 
Competition. Mr. Hall urged re^ 
tailers to lend their whole-hearted 
support to the efforts of the in¬ 
stitute. 

With a copy of the adopted 
policy in the hands of each man, 
J. A. Blackwell discussed the 
NJIJIJ^. “Policy for Hardware 
Dealers,” and urged loyalty of the 
retailer to every phase of the dec¬ 
laration. 

Glendon Hackney, N.RJ1.A., In¬ 
dianapolis, made a “Comparison of 
Operating Costs,” urging that hard¬ 
ware men advertise more exten¬ 
sively. Mr. Hackney displayed 


charts showing that hardware men 
are spending only 1.16 per cent on 
sales in advmising, while other 
stores spend as much as 4.5 per 
cent. 

Discussing “The Future of Hard¬ 
ware Distribution,” £. B. Gallahcr, 
treasurer, Qover Mfg. Co., Norwalk, 
Conn., and editor, Clover Business 
Service^ brought out an entirely dif¬ 
ferent phase from that developed by 
Mr. HaR. In his analysis of the 
situation Mr. Gallaher said: “Ac¬ 
cept the chains. Meet the chains. 
Sell values. Lump yodr buying 
power, as a unit it has power.” 

As guest speaker of the second 
day, H. £. Fuqua, Amarillo banker, 
observed a very marked uptrend in 
the farmer’s purchasing power. 
‘The farmer has the ability to pay, 
and because of his moneys got 
from government loans and better 
crops, the hardware business, sale 
of implements and building sup¬ 
plies vrill increase.” 

F. N. Langham, division man¬ 
ager, Minneapolis - Moline Power 
Implement Co., Kansas City, was 
prevented because of illness from 
attending the convention, but H. K. 
Nelson, from the same office, read 
the splendid paper prepared by Mr. 
Langham on “Observations of 31 
Years of Panhandle Progress.” Mr. 
Langham reviews the way up and 
{Continued on page 96) 
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Optimism Prevailed 
at Nebraska Meeting 


B attling snowdrifts and cold 
weather, 165 Nebraska hard¬ 
ware merchants and speakers 
got off to a late start of the 35th 
annual conyention of the Nebraska 
Retail Hardware Association at the 
G)mhusker Hotel, Lincoln, Neb., 
Feb. 4. During the three days of 
the meeting the members voiced 
optimism toward the future as they 
heard plans for revolutionizing 
merchandising methods and bring¬ 
ing prosperity back to their trade. 

The meeting was opened by Presi¬ 
dent L. W. Jennings, McCook. An 
invocation was offered by Rev. 
Walter Aiken and a welcome was 
given the delegates by T. B. Strain, 
president of the Lincoln Chamber 
of Commerce. 

Prosperity Ahead 

During the first day’s session 
plans for the coming year were pre¬ 
sented by Edward C. Hermanson, 
new secretary-treasurer of the as¬ 
sociation. He declared that big 
things are in store for the associa¬ 
tion during the next year, and with 
the cooperation of the members he 
expects to increase the membership 
and introduce new merchandising 
methods to the merchants of the 
State. 

Outstanding on the opening day’s 
program was the talk by H. M. 
Swain, vice-president, Inrin Auger 
Bit Co., Wilmington, Ohio, on 


^Treferendal Discounts, Rebates 
and Advertising Allowances.” He 
substituted for B. M. Hiatt of the 
same firm, who was unable to 
attend. 

Twenty-Five Year Qnb 

A new organization within the 
association was formed which is 
to be known as the 25-Year Qub. 
This consists of hardware mer¬ 
chants who have had 25 years con¬ 
tinuous membership in the associa¬ 
tion. The delegates voted to offi¬ 
cially recognize this group hereafter. 
There are approximately 60 mer¬ 
chants eligible to membership. Cer¬ 
tificates of honor were presented to 
those who were present. 

The second day’s program was 
featured by Irwin Douglas, 
N.R.H.A. headquarters, Indian¬ 
apolis, who spoke on **A Compari¬ 
son of Operating Expenses,” and 
E. B. Gallaher, Clover Manufactur¬ 
ing Company, **The Future of Hard¬ 
ware Distribution.” 

Competition 

Both of the speakers mentioned 
the great competition retail mer¬ 
chants are facing in the form of 
chain stores. They told how inde¬ 
pendent retailers can meet such 
competition by organizing voluntary 
chains of their own with a jobber 
as the directing force. 


Carl lunge, advertising manager, 
H. P. Lau Company, Lincoln, a 
grocery jobbing concern which op¬ 
erates the Black Bird Stores in 
Nebraska, was the main speaker 
the third day. He explained the 
system by which this voluntary 
chain operates and advised the hard¬ 
ware men that their only hope 
against the chains was such a setup. 
The meeting was closed with a 
showing of the picture, “The Eyes 
Have It,” by a representative of 
the Pittsburgh Plate Glass Co. 

New officers elected at the meet¬ 
ing are: Victor Anderson, Havelock, 
president; L. E. Nelson, Omaha, 
vice-president; Carl Kollmeyer, Fre¬ 
mont, 2nd vice-president. Henry 
Spalding, Chaldron, and Clarence 
Zulauf, Wilcox, were elected to the 
Board of Directors for two years. 

At a meeting of the Nebraska 
Hardware Mutual Insurance Co. on 
the afternoon of February 5, M. 0. 
Trester was reelected president; 
F. W. Arndt, vice-president, and 
George H. Dietz, secretary-treasurer. 
M. E. Kerl, West Point; Fred Pelz, 
Holdrege, and C. C. Johnson, 
Omaha, were reelected to the 
Board of Directors for three years. 

The afternoons of the meeting 
days were given over to the exhibit 
which was staged in the Herpol- 
sheimer Bldg., where 53 exhibitors 
showed their wares. 

Entertainment of the convention 
was varied. The ladies were enter¬ 
tained at a tea and bridge at the 
Cornhusker Hotel the afternoon of 
February 4. A luncheon was held 
for the ladies on February 5. A 
theater party was held the evening 
of February 4. 

The Lincoln Chamber of Com¬ 
merce held a funfest for all mem¬ 
bers, ladies and guests the evening 
of February 5 at the Cornhusker. 
Early the morning of February 6 
all delegates met for breakfast, and 
Thursday evening members, their 
wives, exhibitors, employees and 
guests enjoyed the moving pictures 
of the Nebraska University football 
team in action at the Rose Bowl 
game. These pictures were taken 
and shown by Ed Weir, former All- 
American and now assistant coach 
of football of the University of 
Nebraska. 
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California Dealers Report 


Improved Business Conditions 



O PTIMISM was the keynote of 
the 35th annual convention 
of the California Retail 
Hardware Association, which ended 
here Wednesday afternoon, Febru¬ 
ary 5, after a three-days’ session at 
the Casa del Rey hotel in Santa 
Cruz. Delegates from all parts of 
the State told of improved business 
conditions in their own localities, 
and several of the prominent 
speakers made this point one of 
their main topics. 

About 250 delegates attended the 
three-day conclave, the first to be 
held at Santa Cruz, and were so 
impressed with the weather condi¬ 
tions and the friendly attitude taken 
by the residents of the seashore city 
that they resolved to come back in 
the near future, although they 
named San Francisco as their 1937 
meeting place. 

One of the big factors for the 
showing of optimism was the well- 
delivered speech by George Eber- 
hard, San Francisco, manufacturers’ 
representative for several hardware 
lines, president of the large San 
Francisco wholesale firm bearing 
his name. Mr. Eberhard was the 
principal speaker Tuesday after¬ 
noon and he thoroughly discussed 
hardware from one end to the other, 
mixing in politics of national im¬ 
portance and business in general. 
Some of the things the speaker pre¬ 
dicted was that the nation is start¬ 
ing in the greatest prosperity it 
has ever known, and California will 
be in tbe center of it. He said the 
nation’s debt when talked about in 
millions of dollars was nothing com¬ 
pared with the wealth of the country 
when its resources were concerned. 

Other important speakers at the 
convention were Samuel Leask, Jr., 
Santa Cruz, a member of the Cali¬ 
fornia Unemployment Reserve Com¬ 
mission, a branch of the Social 
Security Act. Mr. Leask, is an out¬ 
standing authority on taxes and 
other related subjects. He outlined 
the State law pertaining to the 


Social Security Act; told of the 
privileges and regulations of the 
commission and the most practical 
methods of applying the act to the 
various businesses. Following his 
talk, he answered many questions 
put to him by his listeners, who 
were uninformed on some of the 
regulations of the commission. 

Earlier in the morning session 
C. C. Carter, Carthage, Mo., presi¬ 
dent N.R.H.A., gave a talk on oper¬ 
ating costs. He compared the 
overhead of retail hardware stores 
with that of variety and chain 
stores. He used charts to illustrate 
his talk. He found that the chain 
stores’ biggest overhead item is ad¬ 
vertising and rentals; the variety 
stores’ biggest overhead is rentals, 
with advertising coming second, and 
the independent’s biggest overhead 
is salaries, which are bigger than 
either the two previous types of 
stores. He believes the indepen¬ 
dents would go further if they would 
advertise their wares more. 

Ben F. Halliday, San Francisco, 
sales manager, Dunham, Carrigan 
and Hayden Co., wholesale hard¬ 
ware, told of the difference in 
quality of the stock handled by 
chain organizations and indepen¬ 
dent distributors. He treated some 
wire fence with a powerful acid to 
substantiate his talk, using a piece 


of fence purchased at a chain store 
and a piece of independent wire 
fence. The chain store wire was 
dissolved after three minutes in the 
acid, while the independent’s wire 
lasted seven minutes, to bolster the 
speaker’s contention. 

Albert L. Walters, manager of the 
Home Owned Businesses of Cali¬ 
fornia, told the group about the 
purposes of tbe organization, point¬ 
ing to the gain in membership to 
show how popular the organization 
has become. 

In connection with his talk on 
Home Owned Businesses, Mr. Wal¬ 
ters said there are 59 California 
communities with active locals, 5891 
retail members, 179 wholesale mem- 
“ bers and 2387 salesmen carrying 
their cards. 

Other speakers talking during the 
three-day conclave were: M. C. 
Gebert, manager, hardware depart¬ 
ment, Turner Hardware & Im¬ 
plement Co., Stockton, Calif., who 
talked on “Making Your Store More 
Attractive.” E. F. Seagrave, man¬ 
ager, central division. The Paraffine 
Companies, Inc., San Francisco, 
who spoke on organizing a depart¬ 
ment for creative selling. 

Officers elected for the coming 
year were: H. M. Weeks, Sebasto¬ 
pol, president; Fred L. Parker. 

(CantiiUied on page 96) 
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AY WE SHOW YOU 

THE OPPORTUNITY of the YEAR 


"foi a T^eaL iTLone^ Tltakinq 
'Paint ‘^eaa>ctnnent7 


The heart of ALABASTINE’S OPPORTUNITY of the YEAR 
is an AGGRESSIVE, LOCALIZED advertising and merchandis¬ 
ing program. This program is GUARANTEED to earn BIG 
MONEY for qualifying dealers on ALABASTINE’S new, com¬ 
plete, and DEFINITELY SUPERIOR line of oil paints, enamels, 
varnish, water paints, matched brushes, and accessory decorative 
products. 


The OPPORTUNITY is for INDEPENDENT merchants 
EXCLUSIVELY. It supplies them with the WEAPONS THEY 
NEED IN THEIR OWN COMMUNITY to MEET and BEAT 
the competition of national chains, factory branches and mail 
order houses. It is OPEN to ONLY ONE independent merchant 
in EACH trading area. 

The coupon will bring YOU details. 


ALABASTINE 

COMPANY 


IA COMPLETE LINE .OF 
WATER PAINTS 




GRAND RAPIDS 
MICHIGAN 


OIL PAINTS, ENAMELS) 
AND VARNISH 



If you are interetted in an OPPOR¬ 
TUNITY to make your pmnt department 
the MOST PROFITABLE in YEARS, tee 
invite you to fill in and mail this coupon. 


THE ALABASTINE COMPANY, 

836 Chicago Drive, 

Grand Rapids, Michigan. 

I am interested in knowing more about your 
OPPORTUNITY of the YEAR. You may supply 
me with particulars. 


STORE NAME_ 

ADDRESS_ 

CITY_STATE_ 

SIGNATURE_TITLE. 
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Competition Studied 
by Illinois Dealers 


C URES for competition in the 
retail hardware business do 
not involve prices to the 
extent that they involve planned 
merchandising activities, and larger 
and better utilized advertising 
space. That fact was definite¬ 
ly established at the 39th annual 
convention of the Illinois Retail 
Hardware Association meeting at 
the State Armory in Peoria on Feb. 
4, 5 and 6, when 700 registered 
dealers, exhibitors and guests held 
a successful convention in spite of 
severe cold and snow-blocked high¬ 
ways. 

The convention pondered over 
the matter of competition and con¬ 
cluded that the solution lies in old- 
fashioned hours and hard work. 
Dealers agreed that inasmuch as 
methods of competition are known, 
the methods can be applied in a 
large measure by retail stores. They 
further concluded that the ultimate 
solution rests with closer coopera¬ 
tion between wholesalers and re¬ 
tailers and the carrying out of 
modern merchandising methods. 

Maurice L. Campbell, Benton, 
succeeded Harry 0. Ryan, New Hol¬ 
land, as president of the association, 
and other officers chosen were W. H. 
Althoff, West McHenry, vice-presj. 


dent; C. G. Soedler. Peru; Phil 
Soukup, Jr., Elmhurst; and Carl 
Merkel, Quincy, directors. Mr. 
Ryan became chairman of the ad¬ 
visory board, including Paul W. 
Freeman, Urbana, and Herbert W. 
Giessing, East St. Louis. G. R. 
Swank, Galva, retired from thal 
body, and C. G. Gilbert, Chicago, 
was retained as managing director. 

Borrowing from his experience as 
an independent dealer and buyer. 
Veach C. Redd, Cythiana, Ky., past 
president of the Kentucky Retail 
Hardware Association, advocated 
the concentration of purchases with 
one supplier, and group buying 
where surrounding circumstances 
are fav<»rable. He advanced .still 
other pertinent suggestions for a 
successful business centering 
around the prompt payment of bills, 
a knowledge of merchandise and 
community, and the control of buy¬ 
ing so as to spread it over ih*^ 
greatest number of items in demand. 

A four-point merchandising pro¬ 
gram was offered by Paul B. 
Sweger, Lima, Ohio, president of 
the Ohio Hardware Association and 
general manager of the Jones Hard 
ware Co. It consisted of: the place¬ 
ment of as much business as pos¬ 
sible with one supply house; the 


right kind of merchandise at the 
time the customers want it and at 
prices they want to pay; use of 
advertising and other aides for sell¬ 
ing; and rearrangement of stores 
so as to induce sales. Mr. Sweger 
believes hardware men spend too 
much time in buying and not enough 
time in selling, and told IHinois 
dealers their greatest enemy is not 
price competition of syndicate 
stores, but their unwillingness to 
change old methods and a distaste 
of real old-fashioned hours and hard 
work. 

Comparing the cost of doing busi¬ 
ness between retailers and syndi¬ 
cates, Mr. Campbell, newly elected 
president, reiterated the view that 
by proper management the indepen¬ 
dent retailer can lessen the existing 
differential. His views were sub¬ 
stantiated by Rivers Peterson, editor 
Hardware Retailer, Indianapolis. 

Evidence that hardware men “are 
on their toes” was presented the 
convention by Mrs. Dorothy Kew- 
ley, Springfield housewife, who 
made a survey for the Dlinois as¬ 
sociation in 1935. She found an 
increase of 247 per cent in sales per 
call on a shopping tour of nine 
stores in which she spent more 
money than she did in 46 stores in 
three years ago. Mrs. Kewley con¬ 
vinced dealers that women like to 
buy in hardware stores when clerks 
are friendly, courteous and enthusi¬ 
astic about the merchandise they 
have to sell. 

Among other speakers appearing 
before the convention were: Paul 
Crissey, Chicago, sales manager A. 
J. Katsinger & Co.; C. F. Emerson, 
also of Chicago, assistant to the 
president, Illinois Grocery Associa¬ 
tion; and State Representative Le- 
Roy Green, Rockford, who discussed 
social security legislation. 

Taking up business matters dur¬ 
ing the closing session, the associa¬ 
tion, by resolution, commended 
those jobbers who have recognized 
the situation in which retailers are 
placed by the underbuying privi¬ 
leges of their major competitors, 
and who are making consistent ef¬ 
fort to furnish their customers with 
comparable goods at comparable 
prices and otherwise assist in solu¬ 
tion of competitive problems. 

The association went on record 
demanding curtailment of govern¬ 
mental expenditures and operating 
costs, registered opposition to price¬ 
filing, whether in connection with 
trade practice conferences under 
supervision of the Federal Trade 
Commission, or otherwise, and ex- 
(Continued on page 98 ) 
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TWO PROFITS INSTEAD OF ONE 

Sell the Screw Driver—Sell the Pail 



And the Pail is FREE 


V 


A profitable se¬ 
lection of fast 
selling screw 
drivers, fur¬ 
nished in a pail, 
FREE TO 
YOU, that will 
retail at 30 ^. 


o93 


Buy Yourself 
Some New 


SCREW DRIVERS 


raw A'CA' - fU, 


EACH 


GUARANTEED OUALiTV - HARDWOOD HANDLES 
O’.L Tf-MPERLD BlAOES 


V I',, T»: rx>H^' n S 


The Retail Value $7.50 

(including Pail) 

Dealer’s Cost - • 4.80 
YOUR PROFIT - - $2.70 


No. 400 Assortment 
To Retail at 10 cts. Each 

Six doz. a s s o r t e d— 
Four doz. Mechanic’s 
type 3-4-6" blades, 
hardwood handles in 
natural and red lac¬ 
quer. Two doz. Elec¬ 
trician’s type 254-4-6" 
blades, insulated 
handles. 


Order Through Your Jobber 


) 


The BRIDGEPORT HARDWARE MFC. CORP. 

Bridgeport Conn. 
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North Dakota Dealers Want 
Anti-Discrimination Legislation 



A. F. HOFF OSCAR S. HILMEN LOUISE J, THOMPSON 

New President Retirini^ President Seeretarr 


E xpressing strong support of 

legislation designed to elimi¬ 
nate discriminations against 
independent trade and commending 
jobbers for their cooperation in low¬ 
ering prices enabling the independ¬ 
ent dealer to meet competition, as 
potential attributes to the ^^Causes 
and Cures of Today’s Competition,” 
the fortieth annual convention of 
the North Dakota Retail Hardware 
Association was held at Devils Lake, 
Feb. 4 to 6. Despite sub-zero tem¬ 
peratures and blocked roads, more 
than 150 delegates assembled for 
the convention in an air of en¬ 
thusiasm. 

Opposition to the steady rise of 
local. State and Federal taxation 
was strongly voiced by the delegates, 
demanding that the cost of govern¬ 
mental activities be kept within the 
means of the people to pay ”a8 a 
protection against the heavy tax 
burdens which will otherwise flow 
to future generations.” Positive op¬ 
position was also expressed to the 
passage of the Walsh Government 
Contract bill, the O’Mahoney Li¬ 
censing bill and the Black bill for 
a thirty-hour week. In the same 
vein, they endorsed the American 
Institute of Fair Competition and 
called on the National Association 
to also endorse its principles and 
policies. 

Two speakers touched highly upon 
the convention theme, ^Causes and 
Cures of Today’s Competition,” with 
Ralph W. Carney, sales manager, 
Coleman Lamp and Stove Co., 
Wichita, Kan., leading off the attack 
on the evening of the first day’s 
session. His address, “Welding the 
Weakest Link,” was heard by a 
public gathering, spotted mostly by 
salespeople of Devils Lake stores. 

Mr. Carney declared that “The 
most neglected, the least empha¬ 
sized, the least appreciated of all 
kinds and classes of salesmanship, 
is that of retail salesmanship.” 

Representing the National Associ¬ 
ation, Hobart M. Thomas, N.R.H.A. 
director, Creston, Iowa, in a dis¬ 


cussion of operating costs, pointed 
out that the wholesaler-retailer sys¬ 
tem of distributing hardware spends 
too little for advertising. Exhibiting 
a chart to make an itemized com¬ 
parison of operating costs of hard¬ 
ware wholesalers and retailers and 
those of other distributors, Mr. 
Thomas showed that the hardware 
trade spent an average of only 1.16 
per cent on sales for advertising, as 
against 4.35 per cent by department 
stores. He declared the hardware 
trade is paying a real penalty for 
its failure to utilize advertising more 
effectively. 

A banquet was held in the Great 
Northern Hotel on Feb. 5, at which 
240 delegates and their guests were 
present, while on Thursday night 
the delegates were entertained at a 
dance in the EUks ballroom. 

Discussion 

A discussion by dealers on their 
own problems was conducted by 
Howard Connolly, Devils Lake, past 
president, in which advertising, sell¬ 
ing and other phases of the retail 
industry were introduced. 

Work of the association was out¬ 
lined to the delegates by Oscar S. 
Hilmen, president, who stressed the 
strength of the membership and its 
prestige in helping the retailers to 
solve their problems. 


Harry Olson, Traverse City, Mich., 
representative of the Acmeline Man¬ 
ufacturing Co., speaking for John 
L. Novak, secretary and general 
manager of that firm, who was un¬ 
able to be present, outlined the Pat¬ 
man bill, reciting the magnitude of 
the discriminations against the in¬ 
dependent merchant and the con¬ 
sequent effect upon the country’s 
economic structure. 

Secretary Thompson, speaking on 
the first day’s program, emphasized 
effective and cooperative ^es poli¬ 
cies, reviewing the various methods 
of independent merchants following 
a survey of stores in North Dakota. 

“Sell on performance of the article 
you are selling,” was the keynote of 
the address by B. B. Turner, sales 
promotion manager. Globe American 
Corp., Kokomo, Ind., who spoke on 
“Inside Facts.” 

“Hardware Mutual Insurance” 
discussed by W. E. LaPlante, 
United Hardware and Implement 
Mutuals, Grand Forks, N. D., told 
of how mutual insurance premiums 
paid would keep the money in North 
Dakota, indirectly coming back into 
the pockets of the policyholders. 

James B. Dargavel, manager, 
Shenandoah Pharmacy, Minneapolis, 
speaking on “What Others Are Do¬ 
ing” deplored the practices of cut 
rate institutions and described rem- 
{Conimued on page 98) 
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LAWN FENCES CELLAR WINDOWS SCREEN DOORS TENNIS COURTS TRELLISES POULTRY YARDS 


LOCKER FRONTS D06 KENNELS CEMENT AND STUCCO REINFORCEMENTS SAFETY GUARDS FLOWER GUARDS 






LOOK FOR THIS TAG 
ON THE BALE! 


HOW IT IS MADE 

Gray-Diamond Welded Fabric 
is made from Copper Alloy 
Open Hearth Steel Wire . • • a 
special alloy which due to its 
copper content provides rust- 
resisting tendencies. Fiiriiisli#d 
hot golvaniiod or groon 
pointod. 


Features of 

Gray-Diamond Welded Fabric 

After two years of research and experimentation Wickwire Brothers have 
developed this new fabric for our many users of Wire products. By our 
special process of welding, this fabric becomes much stiffer and stronger 
than twisted netting or woven wire cloth. Each mesh is uniform and firm. 
No slipping or sagging . . . will withstand terrific strains, knocks and 
hard usage. 


GRAY-DIAMOND WELDED FABRIC HAS MANY USES 

It is much more attractive than twisted or woven meshes. It has greater 
strength than other types of fabric. Some ideal uses are: 

TRELLISES FLOORING in CHICKEN COOPS 

REINFORCEMENT for CELLAR 
WINDOWS and SCREEN 

doors FLOWER BED GUARDS 

ORNAMENTAL ENCLOSURES 

for TENNIS COURTS MACHINERY and BELT GUARDS 

kennels reinforcement of 

LOCKER FRONTS CEMENT FLOORING and 

POULTRY YARDS STUCCO WALLS 


WELDED FABRIC 


DOG KENNELS 


FURNISHED IN THE FOLLOWING SIZES AND WEIGHTS 

HEAVY 150 lineal feet bales; 2 feet, 3 feet or 4 feet wide. 18 gauge wire 
I inch mesh. LIGHT 150 lineal feet bales, 2 feet, 3 feet and 4 feet wide. 
20 gauge wire, I inch mesh. Furnished also in 2 inch mesh same widths^ 
18 gauge. 


WICKWIRE BROTHERS 








































































Four Hundred Attended 

Wisconsin Meeting 


D espite a severe snowstorm 
the night preceding the 
opening session, followed 
by sub-zero weather which block¬ 
aded highways and crippled train 
service, more than 1400 hardware 
men gathered at the Milwaukee 
Auditorium, Milwaukee, Feb. 4, 5. 
6 and 7, for the 40th anniversary 
convention of the Wisconsin Retail 
Hardware Association. The key¬ 
note of the convention, “Causes and 
Cures of Today’s Competition,” lent 
itself to spirited business sessions 
well worth the time of those who 
were able to attend. 

The opening address of Presi¬ 
dent Hugo Trilling, Sheboygan, 
presented a review of the work ac¬ 
complished by the association dur¬ 
ing 1935 and reported a member¬ 
ship increase of 136. Business pros¬ 
pects for 1936 were indicated as 
being favorable with Wisconsin 
hardware dealers’ sales in 1935. 
showing an increase of 18 per cent 
over the previous year. 

Information developed by the 
committee of which he was a mem¬ 
ber to investigate the activities of 
the American Retail Federation and 
the trade practices of chain organi¬ 
zations was outlined by Congress¬ 
man Gerald J, Boileau, Wausau. 
Wis., in his address on “Manufac¬ 
turers’ Discounts, Rebates and Al¬ 
lowances.” As a solution to this un¬ 
equal competition, Congressman 
Boileau recommended amending 
present laws so as to protect the 
independents’ business. In closing. 
Congressman Boileau warned 
against the possible passage of a 
transactional sales tax as a means 
of raising money to meet some kind 
of old-age pension legislation. 

E. W. Peterson, Florence, Wis.. 
extended greetings from the na¬ 
tional association and assisted H. 
A. Lewis, executive secretary of the 
Wisconsin association, in presenting 
some 60 certificates of membership 
in the organization’s 25-Year Club, 
which has approximately 250 mem¬ 
bers. 


Mr. Lewis, as the next speaker, 
discussed “A Policy for Hardware 
Retailers.” and read the merchan¬ 
dising principles promulgated by 
the board of governors of the 

1V.R.H.A. 

The answer to preferential prices 
granted to chain organizations and 
mail order houses is the American 
Institute of Fair Competition, Jo¬ 
seph H. Plumb, Fayette R. Plumb. 
Inc., Philadelphia, Pa., declared in 
his talk on “The Manufacturers' 
Answer,” outlining the history and 
purpose of this organization. 

As the closing speaker on the 
Wednesday morning program, D. 
W. Northrup, Henry G. Thompson 
Sons, New Haven Conn., advocated 
that manufacturers publish sales 
policies as a means of eliminating 
secrecy in business practices. At 
the same time, he pointed out that 
any published sales policy not 
backed by a contract to protect it 
is worthless. 

At the special Wednesday eve¬ 
ning session, Carl V. Haecker, retail 
display manager, Montgomery Ward 
& Co., Chicago, in his address on 
"Bringing the Customer to the 
Merchandise.” described various 
modern methods of display designed 
to effectively entice the customer 
into one’s store. 


The history of the consumer co¬ 
operative movement in Europe and 
its growth in the United States 
through governmental agencies as 
well as churches and schools were 
outlined by J. A. Fitschen, general 
manager, Wisconsin Hardware Co., 
dealer-owned wholesaler, Madison, 
Wis., whose talk was entitled, “New 
Legislation—Will It Put Retailers 
Out of Business?” Mr. Fitschen, 
who has made a study of this sub¬ 
ject for the past seven years, pre¬ 
sented all sides of the question in 
a manner permitting his li&teners 
to draw their own conclusions as to 
the desirability of such a system, 
which he indicated, if it becomes 
operative, will change the entire 
economic setup of this nation. 

Opening the Thursday morning 
program, H. P. Sheets, managing 
director-editor, N.R.HA., Indian¬ 
apolis, in his address on “A Com¬ 
parison of Operating Costs,” pointed 
out that the typical hardware store 
is primarily dependent upon the 
wholesaler-retailer system of opera¬ 
tion. He recommended that the 
independent hardware dealer give 
special attention to operating costs, 
and declared he believed the chain 
and department stores make their 
payroll dollars work more effec- 
(Continued on page 94) 
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Texas Wholesalers Discuss 
Preferential Prices 


rilHE subject of Manufacturers 
I Discounts, Rebates and Allow¬ 
ances, was the theme of the 
Semi-Annual Meeting held by the 
Texas Wholesale Hardware Associa¬ 
tion at the Adolphus Hotel in Dallas 
on the afternoon of Jan. 21, The 
meeting was held in conjunction 
with the three-day convention of 
the Texas Hardware & Implement 
Association, and gave the jobbers 
the opportunity to fraternize with 
the retail dealers and to view the 
large number of lines of merchan¬ 
dise on display. Members of the 
Texas Hardware Boosters Qub were 
invited guests at the Open Session 
and their organization was well 
represented. 

The first speaker, W. E. Hall, 
Texas representative, Fayette R. 
Plumb, Inc., Philadelphia, Pa., ad¬ 
dressed the meeting on the subject: 
'*The American Institute of Fair 
Competition,” outlining the origin 
and purpose of the Institute, which 
has as its members, some of the 
largest and most reputable manufac¬ 
turers in the United States. Mr. 
Hall stated that the Institute was 
organized in response to a growing 
demand on the part of the trade 
for some method whereby the manu¬ 
facturers could not only publicly 
state their sales policy, but could 
guarantee its effective performance. 

D. W. Northup, president, Henry 
G. Thompson & Son Co., New 
Haven, Conn., addressed the meet¬ 
ing on the subject: ‘^Manufacturers’ 
Discounts, Rebates and Allowances,” 
and after discussing various phases 
of this problem, Mr. Northup advo¬ 
cated that those in the trade who 
would like to determine a manufac¬ 
turer’s true sales policy should ex¬ 
amine it for answers to the follow¬ 
ing questions: 

1. “Do you publish an extreme 
discount below which you do not sell 
to any distributor or jobber or in 
any other channel of distribution? 

2. “When you change prices to 
one distributor or jobber or in any 
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channel of distribution, do you im¬ 
mediately give prices and terms 
equally as favorable to all distribu¬ 
tors and jobbers? 

3. “Do you give more favorable 
prices and terms than your pub¬ 
lished extreme prices for distribu¬ 
tion and jobbers in any form includ¬ 
ing the following: (A) Rebates, (B) 
Special Discounts, (C) Protection 
Against Price Decline, (D) Con¬ 
signed Stocks, (E) Advertising Al¬ 
lowances, (F) Packing Allowances, 
(G) Carting Allowances, (H) Spe¬ 
cial Freight Allowances. 

4. “If you seU to distributors and 
jobbers at prices based on quantity 
purchases, do you offer all distrib¬ 
utors and jobbers the same quantity, 
prices and terms? 

5. “Do you sell the mail order 
house and chain store at prices and 
terms more favorable for the same 
article than you do the retailer? 

6. “Do you sell private brands or 
unbranded goods at prices lower 
than the same article manufactured 
by you under your factory brand? 

7. “Do you offer to all distrib¬ 
utors and jobbers in all channels of 
distribution any special grade, 
quality, design or type or articles 
you manufacture at the same prices 
and terms? 

Fair Competition Label 

“If the manufacturer’s answers 
to the foregoing questions are ac¬ 
ceptable to you, you should then in¬ 
sist upon securing the protection of 
the American Institute of Fair Com¬ 
petition through its label, guarantee¬ 
ing the performance of the manu¬ 
facturer’s published sales policy.” 

In closing his address, Mr. 
Northup said in part: 

“While as an association you can¬ 
not collectively decide to buyTrom 
some manufacturer and not buy from 
other manufacturers, you can as in¬ 
dividuals decide to buy from whom¬ 
ever you like. The way to make 
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your decision the most effective is 
for you to advise your wholesaler 
that you will only buy in the future 
those lines of merchandise produced 
by manufacturers who give you a 
legal contract for your protection. 
Your wholesaler wants to supply you 
with the merchandise you desire, so 
the demand for protected merchan¬ 
dise must come from you. I, thore- 
fore, urge your support to the Amer¬ 
ican Institute of Fair Competition, 
and that you buy, wherever possible, 
only from manufacturers who def¬ 
initely protect your interest with a 
contract guaranteeing the faithful 
performance of their sales policy.” 

W. C. Coleman, president, Cole¬ 
man Lamp & Stove Co., Wichita, 
Kan., in his address, stated that the 
sales policy of his concern closely 
approached the principles promul¬ 
gated by the American Institute of 
Fair Competition, and that the Cole¬ 
man policy was generally known by 
the trade. 

R. B. Estes, representative, Fed¬ 
eral Housing Administration, Dallas, 
talked on the benefits to be derived 
by the hardware industry from the 
Federal Housing Act. 

R. L. Thornton, president. Mer¬ 
cantile National Bank, Dallas, made 
an inspirational talk on the subject: 
“The Future Outlook for Texas and 
the Southwest.” 

During the executive session, Ed¬ 
win W. Flato, Corpus Christi; C. 
J. Groos, Austin, and C. S. Rob¬ 
erts, Sherman, were appointed as 
a Nominations Committee to be 
heard from at the next annual con¬ 
vention. 

The Executive Committee reported 
its selection of Galveston as the 
convention city, with headquarters 
at the Buccaneer Hotel, for the an¬ 
nual meeting to be held on June 19 
and 20, 1936. 

On Monday evening, preceding 
the meeting, the association’s mem¬ 
bership was entertained with a stag 
dinner in the Palm Room -of\the 
{Continued on page 100) 
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and 1 average 12 


stock turns a year 
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**Take a tip from one who knows: Any refrigerator 
manufacturer can offer discounts-^hut none can guaran¬ 
tee net profit, I used to handle two lines of refrigerators 
and pushed the one that gave me the longest discount 
•^and what a headache! Service expense cut into my 
profitf slow turnover ate up the rest, customers com- 
plained, and 1 lost all around. ** 


The New 1936 GENERAL ELECTRIC 
Refrigerators are now ready 
for display... 

New Gibinet Styling... New Convenience Features 
, . . New Low Operating Cost. A complete line— 
Monitor Top,Flatop and Liftop models—any 
size, any style, any price! With General Electrics 
you only need the one line for a complete dis¬ 
play and complete price range. And, instead 
of the usual 6 or 7 stock turns, G-E Refriger¬ 
ator dealers average 12 stock turns a year. 
The G-E sealed-in-steel mechanism—long 
famous for its dependable, trouble-free per¬ 
formance at low cost—now gives “double the 
cold” with 40% less current. 

General Electric Company, Appliance and 
Merchandise Dept., Section HA2, Nela Park, 
Cleveland, Ohio. 


“HOW MANY 

refrigerator lines 

DO YOU HANDLE?” 
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North Coast Dealers 
Anticipate Prosperity Era 


R eflecting notes of op¬ 
timism and confidence that 
1936 wf!l presage a year of 
“better times” in the hardware in¬ 
dustry, an enthusiastic gathering of 
delegates to the annual convention 
of the North Coast Hardware and 
Implement Association held at the 
Olympic Hotel in Seattle, Jan. 30 
and 31, cheered a “new era” of 
business prosperity. 

A. R. Quackenbush, Eugene, Ore., 
was named president of the asso¬ 
ciation for the ensuing term. Mr. 
Quackenbush succeeds C. G. Jen¬ 
nings, Tacoma, Wash., who rounded 
out two years of service as head 
of the association. Portland, Ore., 
was selected as the site of the 1937 
conclave. 

Speakers radiated assurance in 
the steady climb of retailers to 
higher ground, while this affiance 
was echoed noticeably in the tone 
and spirit of delegates. Retailers 
were told to heed the new “upswing” 
in business and gird for the coming 
“prosperity” period anticipated by 
the expected outpouring of bonus 
money through trade channels. Key¬ 
noters struck sharply at pessimism 
and urged “faith” in the future. 
Stronger association contacts, com¬ 
mon-level understanding between 
wholesalers, jobbers and retailers 
with the supporting theory that 
hardwaremen should “use some of 
their own paint on their own build¬ 
ings,” were convention highlights. 

During the two-day meet, sessions 
were spotted with a variety of timely 
and interesting talks by speakers 
whose subjects ranged the full 
gamut of hardware problems and 
activity. There were, for example, 
constructively helpful discussions 
on “Thoughts on Distribution,” by 
Nathan Eckstein, Schwabacher 
Bros., Seattle, Wash.; “Review of 
Credit Information,” by W. J. 
Huntley, Retail Service Bureau, 
Seattle, Wash.; “Profit Planning,” 
by A. W. Russell, Charles H. Had¬ 
ley Co., Seattle, Wash.; “Policy for 
Retailers,” by Ray Cavanaugh, Au¬ 
burn, Wash.; the “Social Security 
Act,” by Walter F. Meier, Seattle 
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A. R. QUACKENBUSH 
New President 


civic leader, and “The Manufac¬ 
turers’ Answer,” by H. M. Hiatt, 
vice-president, Irwin Auger Bit Co., 
Wilmington, Ohio. 

What Retailers Are Doing 

Discussing “What Retailers Are 
Doing,” N.R.H.A. President C. C. 
Carter, Carthage, Mo., told dele¬ 
gates that hardware dealers may ex¬ 
pect closer cooperation from whole¬ 
salers who are devising means of 
counteracting syndicate store in¬ 
roads with application of progres¬ 
sive advertising, merchandising and 
business management methods. On 
syndicate store competition. Presi¬ 
dent Carter said that retailers have 
only themselves to blame, and he 
urged that goods be displayed at¬ 
tractively and sold with dispatch. 
In a final parting dart at cut-rate 
dealers, Mr. Carter warned, “You 
have let the chiseling element in to 
cut prices. It is up to you retailers 
to determine why your business is 
slipping and effect an immediate 
remedy.” 

Friendly cooperation by hard¬ 
waremen with their wholesalers and 
jobbers was stressed by several 
speakers. A. H. Heath, Hunt & 
Mottet, Tacoma, Wash., reminded 
delegates to “put management be¬ 
hind resources.” 

“Get your stores in shape, replen- 
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C. G. JENNINGS 
Retiring President 


ish your stocks and prepare for the 
splurge of bonus cash which will be 
circulated through trade markets in 
June,” advised Dr. W. J. Hindley, 
secretary. Retail Grocers of Wash¬ 
ington. Seattle. He declared that 
veterans will spend upwards of two 
billion dollars and a fair slice of 
this huge sum will be expended for 
hardware and implements. 

Dr. Hindley’s spirited address on 
“Sales Promotion by Syndicates” 
was a convention high-mark. The 
national tendency of business is 
toward syndicalism of goods, mer¬ 
chandise and produce. Delegates 
were admonished to put a “stop 
light” on the growing expansion of 
syndicalism within the industry. In¬ 
dividual attention to customers, in¬ 
jection of personality, common- 
sense judgment, pushing necessary 
legislation and a live-wire associa¬ 
tion—fired with a personal interest 
in each retailer—is needed to com¬ 
bat the wedge of syndicalism, he 
declared. 

Eagle Freshwater, advertising 
manager, Seattle Post-Intelligencer, 
placed himself in the role of ad¬ 
viser and instructed cryptically, 
“Use some of your own paint on 
your buildings ... be good store¬ 
keepers, keep your store up in ap¬ 
pearance, style, cleanliness and 
{Continued on page 100) 
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NEW PACKAGE 


GOOD HOUSEKEEPING...BETTER HOMES 
AND GARDENS...FARMER'S WIFE... 
AND NATIONAL PAINTERS MAGAZINE 


AT THE gg^PRICE 






NEW 


m- i 


Bigger Business Ahead! 

Here^s welcome news! 

Dic-A-Doo Paint Cleaner—fastest selling item 
in its field—now in a new dress and at a new 
price that everyone agrees makes it better than 
ever! 

Attractive package telling of new uses. 1 lb. 
for the natural price of 25c. instead of lb. 
at the sales-resisting price of 30c! 

And National Advertising now in both Spring 
and Fall. 

Brings women to your store. Carries a long 
profit. Delights customers. Be ready with ample 
stock and give it prominent window and store dis^ 
play—\T WILL PAY. Ask your jobber. 


DIC-A-DOO Paint 
Brush Bath 

Keeps brushes new. 
Restores old "hard” 
brushes. Quick 5c 
seller; now also in 
large 10c size. 

2 doz. packages in 
self-selling display 
containar. 


PATENT CEREALS CO. 
Dept.H-20 Geneva. N.Y. 


SPECIAL Assortment Case No. 3 

Introductory assortment at a special price. 
Allows you over 50% mark-up! 

18—llb.pkgs. Dic-A-DooCleaner at $2.10doz. . $3.15 
2 Display Containers Dic-A-Doo Paint Brush 

Bath—4 doz. 5c packages, at 40c doz. . . 1.60 

Regular Cost . . . $4.7 5 

Supply of FREE 1 oz. Sample Cleaners, Circulars and 
Display Card, e All in one convenient shipping case. 


SPECIAL 

For the .56 
Case “e 


Retail ^JL.90 
Value 


Profit $^.34 
to You 
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Iowa Retailers Discuss Today’s Competition 




H. E. VIETH 
Retirini: President 


J. A. VAN NESS 
New President 


PHIUP R. JACOBSON 
SecreUry-Treas. 


“ and Cures of Today's 

I . Competition” was the theme 
covered exhaustively by 
speakers at the 38th annual conven¬ 
tion of the Iowa Retail Hardware 
Association, held in Des Moines, 
Feb. 11-14, at the Savery Hotel; the 
exhibit held in conjunction, consist¬ 
ing of products from 35 states and 
displayed by 170 exhibitors, was in 
the Coliseum. 

The convention adopted a resolu¬ 
tion voicing continued opposition to 
the Iowa Retail sales tax and urg¬ 
ing repeal of that measure. It was 
pointed out that the sales tax was 
just another tax and that the prom¬ 
ised replacement feature was not 
realized. 

Other resolutions praised the Iowa 
chain store tax law, asked for a halt 
in governmental expenditures, op¬ 
posed the practice of some whole¬ 
salers in opening retail outlets and 
praised efforts in Congress to legis¬ 
late against alleged discrimination 
against independent retailers. 

Due to a blizzard that blocked 
the highways, the Tuesday morning 
part of the program was held over 
for Wednesday morning. 

The total registration on the sec¬ 
ond day included about 600 hard¬ 
ware dealers or their representa¬ 
tives, a good attendance considering 
climatic conditions. 

The meeting began Wednesday 
morning with a complimentary 
breakfast for members and exhib¬ 
itors given by the Iowa Hardware 
Mutual Insurance Co., Mason City. 

President Harry E. Vieth, Oak¬ 
land, gave a brief history of the as¬ 
sociation from its founding in Pot¬ 
tawattamie County in 1898 by his 
father, A. C. Vieth, the first treas¬ 
urer of the association, and P. C. 
DeVol and H. A. Cole of Council 
Bluffs. The association now num¬ 
bers over 1000 members. 

D. W. Northup of Henry G. 
Thompson & Son Co., New Haven, 
Conn., followed with a talk on the 
manufacturers’ problems. “By a 
Manufacturer Who Knows!” was 
his subject. 

The next speaker, A. C. Kram- 
meier. Mason City, field service 
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manager for the Iowa Retail Hard¬ 
ware Association, discussed sales 
promotion. He used charts to show 
seasonal trends in selling and how 
accurate records kept by the dealer 
each year would indicate these peak 
items and be an aid in promoting 
selling and in buying stock. Other 
selling suggestions were: Best sell¬ 
ers’ list for every month of the year; 
attractive window displays for ad¬ 
vertised items; suggestive selling; 
clean compartments; quality mer¬ 
chandise and a check list every 
month showing new, older and old¬ 
est stock was suggested as an aid 
in stock reduction sales. A three- 
check inventory was advanced as the 
best plan to get an accurate listing 
of stock. 

“A Policy for Hardware Retail¬ 
ers” was the topic of an address by 
Philip R. Jacobson, Mason City, as¬ 
sociation secretary. 

The final speaker on Wednesday’s 
program was H. A. Church, Elkhart, 
Ind., of Lux-Visel, Inc. “The De¬ 
structive Effect of Two Times Prime 
Cost of Distribution” was his sub¬ 
ject, illustrated with charts to show 
how a two times prime cost of di¬ 
rect buying system will force down 
the national income and increase 
unemployment. He gave Depart¬ 
ment of Commerce figures showing 
prime producers and non-prime pro¬ 
ducers and also figures to prove 
that in order to make a profit the 
retail price must be three times the 
basic cost. He gave an illustration 
to show how a chain store or large 
buyer could, by direct buying, sell 


at a figure less than the retailer 
could purchase tlie goods. However 
he struck an optimistic note and 
predicted a peak boom by 1938. 

One hundred and seventy associa¬ 
tion members were eligible to mem¬ 
bership in a 25-year club that was 
organized at a luncheon at Hotel 
Savery, and were presented with cer¬ 
tificates and badges. 

Paul J. Stokes, Indianapolis, Ind-, 
of the National Retail Hardware 
Association, gave a comparison of 
operating costs between retail mer¬ 
chants and chain stores and mail 
order houses. He stated that equal¬ 
ity hinges upon three elements: first, 
price at which goods are obtained 
from the manufacturer; second, cost 
of distributing goods to consumer; 
third, efficiency with which you sell* 
He gave a comparison of expenses 
for each 10,000 retail sales as re¬ 
gards jobbers and retailers and 
variety stores and mail order houses, 
naming rent, salaries of employees, 
first cost of goods, cash basis, man¬ 
ager’s cost, interest and insurance. 
He said that a slower turnover re¬ 
sults in higher insurance and taxes, 
that retail merchants must keep each 
outlay under control and that great¬ 
er selling efficiency is the greatest 
need of retail stores. 

“Manufacturers’ discounts, re¬ 
bates and allowances,” was the sub¬ 
ject discussed by George J. Schulte, 
Interstate Grocer, St. Louis, Mo. Mr. 
Schulte came to Des Moines last win¬ 
ter and helped put the Iowa chain 
store tax through the Iowa Legisla¬ 
ture. He made comparisons between 
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GLIDDEN for Guaranteed Sales! 




Tve been selling paint for 20 years. 
Handled five different lines the first 
nine years. Then took on Glidden 
— and I stuck ! 

Why ? I found that Glidden gave me 
two things I needed most to build a 
permanent, steadily-growing business! 

• First— a full line of the fLnestQuality, 

• Second —Guaranteed Increase 
in Sales, 

Fm positive about Glidden quality. 
Went to the plant — saw how they 
controlled manufacture from raw 
material to finished package—watched 

THE GLIDDEN COMPA 


their technical men in the laboratory. 

But the BIG thing that has kept me 
sold on Glidden is that they’ve got 
real ideas about helping me cash in 
on their merchandise. 

Glidden **Help You Sell” methods 
keep the goods moving out and the 
profits moving in. They help me get 
people back again. And repeat busi¬ 
ness is profitable. Fact is, their plan 
for dealers’ sales has been so success¬ 
ful for so many years that they’ll 
guarantee you an increase in sales! 

T ake the word of an old timer—I know. 

NY • Cleveland, Ohio 


0 0 


T 


Paints 

Varnishes 


on- £v.e4^i(tUtg. 
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CLEANER 


than a 


Whistle! 


A Cross Sterilized Tack has a tough time getting out of our 
factory! After it leaves the machine it has to pass a lot of tests 
for accuracy. Then it goes to the cleaners! 


It is washed in strong solutions that remove every particle of 
grease and grime, after which it is blued in higb-heat electric 
furnaces. 


Cross Sterilized Tacks are packed for large and small quantity 
sales. Big users get them in clean boxes, lined with waterproof 
paper. Retail buyers have the handy and 1 lb. card¬ 

board boxes. Retailers can have gross assortments in wooden 
cases, 3 dozen assortments in display containers. But no matter 
how packed, the tacks reach you clean, 100% usable. 

Do you know of any whistled with a record like that? 

Ask your jobber—or us—for samples. All standard styles, sizes. 



UPHOLSTERERS • CARPET • CARPET LAYING • COPPER 
WEBBING • GIMP • HIDE • LACE • WIRE CLOTH STAPLES 
BILL POSTERS • DOUBLE POINTED • CLOUT NAILS 


all 




Sold in 

these distinctive boxes 
RED—BLACK—WHITE 


.. if thay'ra 


YOUR JOBBER HAS CROSS, OR CAN GET THEM FOR YOU 


W.W.CRO$$ S-CftlMC.EA$T JAFFBEY.IM.H. 


the discounts and rebates made by 
some manufacturers to chains and 
variety stores and to wholesalers, 
and stated that there are 1,349,000 
retailers in this country who musi 
work together to combat big business 
and get the help of both state and 
Federal laws. 

J. D. Evans of the Marshall 
Canning Co., Marshalltown, in a 
brief talk on “What Others Are Do¬ 
ing,” mentioned the policy of chain 
stores in government and salesman¬ 
ship and advised his audience to 
“Get an ideal, put something into it 
and get results; have vision or im¬ 
agination, picture things as they 
ought to be instead of as they are; 
get enthused about business, pep it 
up, stick to your program, and you 
will succeed.” 

B. B. Turner of the Globe Ameri¬ 
can Corp., Kokomo, Ind., stressed 
the need for the retailer to not 
be afraid of competition, that he 
must know his own goods and also 
that of his competitors for the sake 
of comparison. He affirmed that 
“today is a golden opportunity for 
retailers because people want uses, 
not things.” He advised that re¬ 
tailers should learn how to sell if 
they want profit in business, as the 
greatest need is salesmanship in sell¬ 
ing. Know the product, sell ser¬ 
vice, sell by comparison and be sin¬ 
cere. 

“The Manufacturer’s Answer” was 
the title of the address delivered by 
Joseph H. Plumb of Fayette R. 
Plumb, Inc., Philadelphia, Pa. He 
spoke of the reasons why preferen- 
tials are given by some manufac¬ 
turers to catalog houses and chain 
stores, although he said it is not so 
genera] in hardware lines. 

Frank D. Peiine of the extension 
service division of Iowa State Col¬ 
lege then described the sales possi¬ 
bilities under the rural electrifica¬ 
tion program of the Federal Gov¬ 
ernment and advised the retailers to 
get in touch with their local county 
agents and attend any meetings the 
farmers may hold. 

N. H. Neilson, secretary of the 
Retail Merchants’ Association. 
Des Moines, explained the Social 
Securities Act, and this was followed 
by a question-and-answer discussion 
on the subject. The questions were 
asked by Secretary Jacobson and 
answered by Mr. Nielson. 

John Connolly, Jr., legal counselor 
for the Independent Business Men’s 
Association of Iowa, discussed the 
Iowa chain store tax from a legality 
standpoint and gave a resume of the 
fight for the Iowa chain store tax 

He told of the decision given by 
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a Polk County judge in the DistricI 
Court that the tax was valid and 
that this decision was partly re¬ 
versed by three judges of the Fed¬ 
eral Court who ruled that the tax 
on the number of stores was valid, 
but that the tax on the volume of 
business was invalid. He urged the 
convention members to work for an 
occupation tax large enough to lim¬ 
it chain stores. 

John H. DeWild, Minneapolis, 
representing the trade extension 
of the Minneapolis Civic and Com¬ 
merce Association, told the retailers 
that in spite of the temporary set¬ 
back in sales caused by the bad 
weather in January and February, 
the country stores are face to face 
with the greatest prosperity they 
have known for years and that the 
trend in retail business is very defi¬ 
nitely upward. 

The members of the association 
were entertained on Wednesday 
night by the Barn Dance Frolic En¬ 
tertainers of radio station WHO. 

The annual ball was held on 
Thursday night. 

The following officers were elect¬ 
ed for the ensuing year: President, 
J. A. Van Ness, Mason City; vice- 
president, Harry Jacobs, Davenport; 
secretary and treasurer, Philip R. 
Jacobson, Mason City, was reelect¬ 
ed. 

New board members named were 
A. C. Hansen, Holstein, and C. E. 
Pedrick, Douds. Holdover members 
are Frank Rogers, Ames, and C. 
Ben Bjornstad, Spencer. Harry E. 
Vieth, Oakland, retiring president, 
automatically becomes a member of 
the advisory board, the other mem¬ 
bers of which are Louis L. Hill, 
Postville, and E. E. Brenner, Mar¬ 
shalltown. 

The 18th annual session of the 
Ladies’ Auxiliary of the Iowa Retail 
Hardware Association was opened 
with a luncheon on Wednesday in 
Younkers’ tea room, tendered the 
ladies by the convention bureau of 
the Des Moines Chamber of Com¬ 
merce. A theater party completed 
the entertainment for the afternoon. 
The business session followed a one 
o’clock luncheon Thursday at the 
Fort Des Moines Hotel. New of¬ 
ficers elected were: President, Mrs. 
A. C. Hansen, Holstein; vice-presi¬ 
dent, Mrs. Rex McCleary, Perry; 
secretary, Mrs. L. C. Kurtz. Jr., Des 
Moines. 

Mrs. L. C. Kurtz, Sr., opened her 
house for a four o’clock tea on 
Thursday afternoon. She was as¬ 
sisted by Mrs. L. C. Kurtz, Jr., and 
Mrs. Bernard Kurtz. 






Struggle through one back-breol^g form 
wash day —- rubbing knuckles rcn# on heavy 
form clothes, and youll see in a hurry what 
a power washer means to Mrs. Former* 

Do this and youTl go out of your way to free 
farm women from the slavery of hand wash¬ 
ing. Explain how easy it is to handle a 
large farm washing with a washer equipped 
with the famous Briggs & Stratton 4-cycle gas¬ 
oline motor—and emphasize its remarkable 
ease-of-operation — its amazing economy. 

Gasoline motor powered washers are making 
tremendous scdes records now. 

It is significant to know that the lion's shore 
of this profitable extra business is going to 
dealers who sell washers equipped with the 
famous easy-starting Briggs & Stratton 4-cycIe 
gasoline motors. This is true because these 
motors are accepted by farmers everywhere 
as the time-tested# most dependable motors 
built — and on over 500,000 farms the wom¬ 
en folk have approved them. 

The enviable reputation of these motors 
plus the advertising appearing each month 
in notional and state farm papers urging 
Mrs. Farmer to make washing a simple 
and easy task, make Briggs & Stratton 
equipped washers easiest to sell. 


Get this extra business 
tory by making sure th( 
ers are powered by Bi 
ton 4-cycle gasoline m< 

,BRIGGS & ST^ATT 

Milwaukee, Wbcoi 


your terri- 
wash- 
Strat- 




ineonstaiit con> 
tqptwith your prospoct*. 
Colorful display postors, 
folders for general dis¬ 
tribution, other sales- 
producing literature ~ 
always oroUable. This 


material U Free. Writs 
for your supply. 
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What’s Ne^ 


for l^etail 
Mdrd'ware Stores 


New and Improved Merchandise — 
Display Helps—Sales Literature — 
Window Trims—New Packoges 
—New Colors—New Deals — 
Catalogs . 


Paint Sprayer 



“Open-Hed”—made in new design 
and under new process which maker 
states provides a seamless tank lin¬ 
ing and enables the application of 
heavier coat of galvanize to tank. Has 
5-inch tank opening so that tank 
may be wiped dry after using and 
solution mixed in tank. Pump is 
easily locked and unlocked—pump and 
tank top lift out in one unit. Will 
withstand 100 pounds pressure. E. C. 
Brown Co., 750 Maple St., Rochester, 
N. Y. 


Bench Saw 



No. 29—6-in. blade with cutting ca¬ 
pacity of 1% in. Table tilted 45 de¬ 
grees by adjustment of clamping hand 
wheel. Adjustments of blade made by 
a clamping hand wheel and may be 
made while saw is running. Has saw 
guard and splitter; fully adjustable 
fence and miter gage; graduating scale 
for setting saw is part of clamping de¬ 
vice. Saw arbor runs in oilite bushings 


with snap-shut oil cups on arbor hous¬ 
ing. Saw pulley is in. in diameter. 
A ^-hp., 1720-r.p.m. motor vrill give 
ample power. Cray enamel finish. Ar¬ 
cade Mfg. Co., Freeport. 111. 


Furniture Polish 



Gulf Gleam Furniture Polish is put 
up in a ^Classic Oblong** bottle specially 
designed by the Owens-Illinois Glass Co. 
The bottle is closed with a gleaming 
black Caseal cap and attractively labeled 
in accordance with the general simplicity 
of the package. Gulf Refining Co.^ Pitts¬ 
burgh, Pa. 


No. 100 midget doll chair is 10 in. high 
in the back; seat, 5%x5V^ in. Wrapped 
six to a bundle. No. 101 for larger dolls 
is iVi in. wide, 6^ in. deep; back is 
12% in. high; seat 5% x 5% in. Packed 
six to a bundle. No. 102 high chair is 


One-Man Stove Jack 



Range of lift is from 5% to 10% in.* 
operated by a crank lever on a re¬ 
versible ratchet. Supporting frame is 
of angle iron and ribbed malleable 
castings. Has corrugated rubber mat¬ 
ting strips on top which measures 24 x 
24 in. Wheels are 3-in. ball-bearing 
rubber-tired. Capacity 600 lb. Gets 
under table-top models at 5% in. from 
floor and is adaptable to cabinet ranges. 
List price, $30. The Positive Safety 
Mfg. Co., 4408 Perkins Ave., Cleveland. 


6 in. wide, 6 in. deep, and 14 in. high. 
Packed six to a bundle. No. 103 tea table 
is 10 in. high and has veneer top, 10 x 15 
in. Wrapped six in a bundle. Natural fin¬ 
ish, red, blue, green or orange. Tucker 
Duck & Rubber Co,, Fort Smith, Ark. 
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Y ou can make a killing on low-priced hose this 
year with the new Goodyear Oak Brand — the 
highest qMiality hose ever sold for so Uttle moneyt 

Just look at these features in a hose that sells com¬ 
petitively with lowest-priced brands: 

One-braid cotton cord^ carcass — extra 
strengthi Corrugated cover of Goodyear^s 
exclusive anti-ox rubber compound that 
resists sun-cracking and peeling * feitger 
leak-free life! 160 pounds burst pressure 
against SO to 60 pounds in similarly 
priced hose; 2,000 hours^ life at 100 
pounds pressure against 50 hours for 


others — far longer service! There's nothing like it 
on the market. 

And for your better trade Goodyear offers its five 
famous lines of nationally advertised hose: Emerald 
Cord, the finest hose built at any price^ 
Supertwist Cord, Pathfinder, Wingfoot 
and Glide. 

Why handle any other line when Goodyear 
gives you top quality hose ^t every ^rice 
with a generous profit on all ? Write 
today for complete information and prices. 
Address Goodyear, Akron, Ohio, or Los 
Angeles, California. 


★LOOK FOR 
THIS SEAL 



OeU on mxira Imngth for 
homm firm protection 



MADE BY THE MAKERS OF GOODYEAR TIRES 


FBBRUABT 27. 1926 
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Bicycle Exerciser 


Air-Seal Streamline Range 




Roll fast—for reducing weight and 
keeping fit. Fitted with speedometer 
and mileage indicator. Finished in all 
while Vichrome enamel with all bright 
parts chromium plated. D. P. Harris 
Hdwe. & Mfg. Co., Inc., 99 Chambers 
St., New York City. 

Counter Display For 
Irwin Screw-Drivers 

This free Nu-Grip counter display 
contains three widths of blade—5/16 
in., % in., and 7/16 in. in four dif¬ 
ferent over-all lengths from 10 in to 
16 in., inclusive. Catalog numbers are: 
510, 513, 514, 516, 610, 612, 614, 616, 
712, 714, 716 and R712 (a special 


Air-Seal feature of this streamlined 
coal and wood range embodies a body 
construction which incorporates an 
extra, one inch thick, insulating space 
between the two walls of the body, 
surrounding the R'ont and end of the 
range. Advantages of Air-Seal, the maker 


states, are: confines more of the heat 
in range and speeds up oven baking; 
prevents escape of heat, and therefore 
requires less fuel; minimizes heat radi¬ 
ation and increases cooking comfort; 
protects finish from the heat. Range 
is designed with rounded comer, smooth 
surface concealed hinges and porcelain 
enameled finish. Allen Mfg. Co., Nash¬ 
ville, Tenn. _ 

Lawn Mower Grinder 


Bench-type. Maker's claims are: fast; 
accurate; few adjustments; does not 
bum or burr; blade ground to full 
length with any desired bevel, without 
being removed from mower. Grinds 
reels up to 30 in. or longer and faces 
of the bed-knife. List price $125. f.o.b. 
The Savage Co., Greenville, Tenn. 


Flux Pot 


Nu-Grip with rough finish handle and 
can be supplied in any style or size). 
The No. 700 line is furiiished with 
heavy square stock only. First num¬ 
ber indicates width of blade in six¬ 
teenths and last two the over-all length 
of the screw-driver. Display is 12 in. 
wide by 4% in. deep by 16 in. high 
(tools included). The Irwin Auger 
Bit Co., Wilmington, Ohio. 


*'Sure Shot** holds four kinds of flux. 
Maker claims it keeps flux clean; elim¬ 
inates spilling and bulky cans; is of 
simple construction, sturdy cast iron; 
easily cleaned; will not rast; is cad¬ 
mium-plated. Has ring carrier. Cover 
removed by loosening top nut. List 
price, $1.25. Schlafer Hardware Co., 
115 W. College Ave., Appleton, Wis. 


Kingston Roller Skates 





No. 115RT—combination rink and 
sidewalk skate. “Balloon” type wheels, 
fitted with double-row ball bearings. 
Bright polished nickel finish. Channel 
type frame construction—^riveted sole 
and heel plates. Equipped with mbber 
cushions, leather straps and sheepskin 
ankle pads. Extension from junior siz^ 
to 10%. Packed in two-color display 
box, 12 to carton. Kingston Products 
Corp., Kokomo, Ind. 


Faucet Washers 



Tip-Top—3 point compression—said 
to insure even compression on mbber 
and keep washer from revolving with the 
valve and from being “chewed to bits.” 
Stops leaks and hard turning and wiU 
withstand hottest or cold water. Three 
sizes, % in., % in., and % in. Put up in 
sets of 3 washers of a size to list at l()c. 
Free colorful metal display and stock 
cabinet (15 in. high, 9 in. wide and 7 
in. deep) with chromium basin faucet 
clipped to display with cross section 
cut out demonstrating the three point 
compression bearing action. The Pier- 
pont Mfg. Co., 1240 E. 12th St., Cleve¬ 
land. 


Seedling Protection 

Formacide is a grayish-white powder, 
basically concentrated, solidified for¬ 
maldehyde, not an absorbed formalde¬ 
hyde dust. Can be mixed with soil be¬ 
fore seeding. Formaldehyde gas is 
given off which kills “damping off” 
fungus. Result is said to be stronger, 
healthier seedlings. It is stated that 
treatment of soil from three to five days 
before setting cuttings or transplanting 
seedlings practically eliminates loss 
from fungus. Formacide has been 
stabilized to prevent deterioration in 
container. Hammond Paint & Chem¬ 
ical Co., Beacon, N. Y. 
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It’s gotta be a BIG BOOK 

. to serve you right 


Who’s the Boss around here? 

Is it John Jones, the jobber, who 
“fills” your orders? 

Is it Bill Smith, the jobber’s salesman, 
who carries the Big Book? 

Is it You —who pays the bills? 

Or is it your Customer, who asks for 
edged tools by brand ncime? 

We vote for the Customer because it’s 
his money we’re all using. He’s our boss, 
too! 

We’ve known him ever since 1826 
when the Collins Company was started. 
109 years of continuous manufacture, 
improvement, and experience are back 
of the Collins line today. 



Collins Axes need 
no introduction to 
most of your custom¬ 
ers. That fact makes 
them salable—and 
their quality keeps 
them sold. 

If they’re not in 
your jobbei^ Big 
Book, let us know. 


THE COLLINS CO. 

f COLLINSVILLE. CONN. 

Ja axes • HATCHETS • BUSH HOOKS 
aw HOES • PICKS • MATTOCKS 



The WORLD’S GREATEST 
BICYCLE TIRE SALESMAN 



That vibrant enthusiasm and. 
sincerity which youth pos¬ 
sesses is a strong sales force 
when put behind a bicycle 
tire. There are more of this 
type of salesmen riding and 
selling Gillettes than any 
other tire made. These 
young hard riding bicyclists 
like Gillettes because of their 
snappy look, because of their 
riding and wearing qualities, 
and they tell everybody 
about it. 

If you are not one of the 
many dealers who have found 
out why Gillette Bicycle 
Tires lead, now is the time 
to investigate. There are 11 
months left in 1936 to gear 
your profits to Gillette pres¬ 
tige. 

The Gillette family has a tire 
for every bicycling need, in¬ 
cluding the new Wire-Edge 
Balloon Tire for light weight 
equipment. Backed by years 
of experience and millions of 
users. Write for full details 
of our dealer program. Spec¬ 
ify Gillettes when ordering 
bicycles. Profit by the steady 
replacement demand. 



26 X 2.125 
Gillette Ribbed Tread Balloon 




26 X 2.125 
Gillette Center Traction 
Balloon 


26 X 2.125 

Gillette Heavy-Dnty Balloon 



27 X 1.50 
New GlUette Wiro-Edge 
BaUoon 


GILLETTE RUBBER COMPANY . EAU CLAIRE, WISCONSIN 
W. J. SURRE . S11 LIBERTY STREET, ERIE, PENNSYLVANIA 


GILLETTE 

BICYCLE TIRES 


FEBRUARY 27, 19S6 
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Portable Floors 
Surfacing Machine 

This machine marketed hy the 
Trimson Mfg. Co., 5713 Euclid Ave^ 
Cleveland, Ohio, has direct illumination 
on the work, trimline compa^'toess, 
centralized control, unit construction, 
and multiple adaptation for a number 
of refinishing jobs. A packaged power 



unit, easily and securely attached, per¬ 
mits the mounting of working tools 
for sanding, grinding, drilling, buffing. 


polishing, etc. A flexible shaft at¬ 
tachable to the power unit, enables 
the operator to get into comers, under 
radiators, and other hard-to-reach 
places. It is said that inteichangeable 
unit construction is used and the 
same type of dust-proofed, dynamically 
blanaced, super-powered rotating motor 
as in other Trimson machines. Highly 
polished aluminum and black crackle 
lacquer finish give a durable and pleas¬ 
ing appearance. 


Double Profit Assoi^tment 

This selection of standard quality 
screw drivers is contained in a 10 qt. 
leak-proof galvanized pail which may 
be effectively used as a window display 
and which facilitates selling out of 
pail when it is placed on counter or 
floor. A blue and white display card 
is furnished with each assortment. 
Contained in the assortment are one 
dozen each of 3 and 6 inch Mechanic’s 
type screw drivers and two dozen 4 
inch Mechanic’s type screw drivers. 
Handles are of hardwood, one-half 
finished in clear lacquer and the other 
half in Chinese red. Also eight each 
of 2%, 4, and 6 inch Cabinet type 
screw drivers with black and red 
mottled insulated composition handles. 
Dealer’s cost is $4.80; retail value is 
$7.50. Each assortment packed in 
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"... you most certainly have conveyeo 
to the Hardware Trade at large, just 
where you stand." 

Star "Moly", Star Tungsten and Star 
High Speed hack saw blades are sold 
only through established distributors. 
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shipping container. The pail is sup¬ 
plied free on which the dealer makes 
another profit of 30c when sold. Tkt 
Bridgeport Hardware Mfg. Corp^ 
Bridgeport, Conn. 


24-Hour Alarm Clock 



“Announcer” may be set to ring au¬ 
tomatically each morning. No setting 
or turning of alarm required. No. 41 
Mazda miniature lamp illuminates diaL 
Height, 5 5/16 in.; width, 5 in.; depth, 
3^ in. Has molded black case with 
metal lacquered front of antique ivory, 
gloss finish; gold-finished metal bazel; 
3^-in. translucent cream color dial 
with black and gray numerals. List 
(•rice, $8.50. Warren Telechron Co^ 
Ai bland. Mass. 


Standard Door Closer 



Uses liquid checking medium. Maker 
states its compact design makes in¬ 
stallation possible in limited space and 
it is adaptable to either right or left 
hand doors. Adjustable screw provides 
speed control. Finished in dark bronze. 
For use on any moderate weight door. 
Kaywood Co^ Benton Harbor, Mich. 
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I have a LOCK on 

COMPETITION 





with this KWIK~LOK ■featute of 

NATIOMAL EXTENSION 
WINDOW SCREENS 

% customers complain about tbeir old window 

screens rattling and working loose. When I show them 
the National Window Screens with their clever ^Kwik- 
Lok’ feature, they are sold right then and there. With 
this extra selling point, I have a ^lock’ on competition.” 

^^Kwik-Lok” holds screens securely in place and it 
works with a mere flip of the finger. Furthermore, 
National Window Screens slide smoothly on Steel Run¬ 
ners and have Angle Steel Center Bars. They stay fly^ 
proof. Coupled with their ve^ reasonable prices, these 
features make strong selling talk. 

ASK YOUR JOBBER—^Your jobber can tell you about 
the complete line of National Screen Doors, Window 
Screens and Ventilators and give you quick deliveries. 


SEND FOR THIS CATALOG 



NATIONAL SCREEN CO, Suffolk, Va. 

Pkase send us a copy of your 1936 catalog 
showing the complete line of National Screen 
Doors, Window Screens and Ventilators. 

Name ...... 

A ddress .. 

City ... State .. 

New York Office: 253 Broadway 
Southern Selling Agents 
SAND A HULFISH. Baltimore 


National Screen Co. 

Suffolk —— Virginia 



This is going to be a banner year for lawn 
mower sales —Stock and Push a line that 
has been recognized as a leader for 57 
years! 

Every BLAIR mower is a quality product 
— sturdy, well-constructed and contains 
the Drawcut principle — the scientifically 
correct manner of cutting grass. The 
revolving blades draw the grass across the 
stationary knife which does the actual 
cutting. The principle is similar to the 
action of a pair of shears and is exclusive 
in BLAIR mowers. 

(BLAIR mowers are profitable mowers for 
you to seU. Write for prices and o-rculars) 

BLAIR 

MANUFACTURING COMPANY 
Established 1879 

SPRINGFIELD. MASSACHUSETTS 
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SPIRAL 


SCREW DRIVER 



With the spiral fully 
enclosed at all times, 
complete lubrication is 
made possible, dust 
and dirt are excluded, 
and wear is grreatly re¬ 
duced. 


Adjustments are sim¬ 
ple and convenient. 
Shifter button can be 
operated and locking 
for final drive done 
without moving the 
hands from regular 
positions. 


A Tool That Sells— 
And Stays Sold 

The completely enclosing featnre of the 
Greenlee Spiral Screw Drivers is of real 
importance. It is a practical, worth-while 
improvement for the user and a sales help 
for the dealer. In other words, it makes 
them better—Abetter to use and easier to sell. 
But best of all, Greenlee Screw Drivers 
slay sold. This is because of the improve¬ 
ments mentioned here and because they 
give dependable service and have long life. 
Beneath their fine finish are materials that 
are exactly what they should be for a tool 
of this kind. Just order one now and try 
it out, or let us send complete information. 
Please give name of your jobber when 
writing. No obligation, of course. 


GREENLEE TOOL CO. 

1715 Columbia Ave. Rockford, Illinois 


Qay Has “Evenflo’’ 

Water Bowl 

This water bowl for the dairy bam 
has a seamless drawn, all steel, non- 
breakable bowl heavily galvanized so 



it will not rust, it is stated. Valve 
construction is said to provide one- 
half greater water flow at low pressures, 
and prevent squirting at high pressures. 
Valve is brass throughout and all its 
parts are machined for smooth oper¬ 
ation. A special offer to dealers in¬ 
cludes: mailings to farm prospects; 
large display easel with actual bowl 
given free; quantity discounts and spe¬ 
cial terms to dealers accepting special 
offer; written guarantee oh what bowl 
will do for dairymen and written guar¬ 
antee on bowl itself. Clay Equipment 
Corp.^ Cedar Falls, Iowa. 


Blackstone Mfg. Co. 

Has Anniversary Model 

The Blackstone Mfg. Co., James¬ 
town, N. Y., is showing a new line of 
electric washers to retail at $39 and 



upward. A feature of this line is the 
65th Anniversary Model (illustrated), 
which is designed in a streamline man¬ 
ner and is equipped with automatic 
safety wringer, bullet type extra large 
capacity tub, Blackstone circulator. 
This model has other features of utility 
and convenience. List price is $79.50. 



Improved Morrow Coaster 
Brake and Package 

The Morrow Coaster Brake of the 
Eclipse Machine Co., Elmira, N. Y., is 
now furnished in chromium plating 
with cadmium finish on those parts 
adjacent to the bicycle stand and mud¬ 
guard braces for attractive appearance 
and rust prevention. According to the 
maker, new manufacturing processes 
have also been incorporated, resulting 
in improved action of the internal 
parts. Brake arm is now of molybde¬ 
num* steel which is said to give it 
three times the strength of the pre¬ 
vious arm although of the same shape 
and design. Improved type oiler, neat 
and inconspicuous, has been incorpor¬ 
ated in the hub shell. Now packed in 
attractive modernistic blue-and-white 
box containing the brake complete with 
sprocket. Eclipse Machine Co^ EHmira, 
N. Y. 


‘‘Young-Rip’’ 

All-Purpose Saw 

“Young-Rip” will cut any metal, 
wood, or special composition material 
up to 1 in. thick and will rip the whole 
length. Made with highly polished 
stainproof steel webbing. Standard 
blade, 12x% in. or % in., 0.025 or 
thicker. One sheet metal blade fur¬ 
nished. Blade is said to be unbreak¬ 
able. Has insulated grip integral with 
frame and adjustable tension blade 
holder. Packed 6 in a box. List price, 
$2.50. The Edison Steel Works, Cleve¬ 
land. 
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"A STEP AHEAD" with UTICA TOOLS 



Contents 


Quant. No. Size Liat Pr. 


only 

1033—6** .. 

$1.35 


only 

41—5'* .. 

1.30 


only 

41—SJ/S**. 

1.55 


only 

41 — 6 '* .. 

1.70 


inch 

39—7" .. 

1.65 


inch 

524—7" .. 

.95 


only 

1950—7" .. 

1.85 


only 

1950—8" .. 

2.10 


only 

5G-6" .. 

1.15 


only 

50—7" .. 

1.30 


only 

50—8" .. 

1.40 


only 

60—6" .. 

1.15 


only 

68-8" .. 

1.60 


only 

655—6" .. 

1.55 


only 

28-5" .. 

.90 


only 

21—5" .. 

.90 


only 

22—5" .. 

.90 


only 

708—6" .. 

.85 


only 

708—7" .. 

1.00 


only 

1000—8'' .. 

1.00 


only 

1000—10".. 

1.30 


only 

024—5" .. 

1.15 


only 

1932—10*^4'' 

1.40 


Total Ust Price 
$ 30.00 


Mr. Hardware Dealer 

% 

Here is the UTICA Plier Display, carrying a 
selected minimum of standard sellers popu¬ 
lar in all parts of the country, which can he 
used as a foundation in rebuilding your tool 
department with finest quality tools. With 
UTICA tools, you will he ahle to determine 
the difference between low-priced worthless 
tools and high-grade UTICA tools which in¬ 
sure profitable sales and customer satisfac¬ 
tion. UTICA Pliers will still be giving first 
class service long after inferior tools have 
gone to the junk pile. Here is a chance to 
give real value and service to your customers. 
Write us for complete information. 

UTICA DROP FORGE & TOOL CO. 

UTICA. N. Y. 


PHOENIX 


JUNIATA 


“PHOENIX MEANS QUALITY* 


THE SHOE WITH THE REPUTATIOPT* 


HORSE AND MULE SHOES 


HORSE AND MULE SHOES 


Phoenix 

Front 

Light 


Sport Shoes for Trotters, Paeers, 
Raaoers, Polo Ponies and Saddle 
Horses 

h 

Goanploto Line of Chain Hooks 
•ad Cold Shota 


BULLDOG, JUNIATA, SWEETS and 
AMERICAN CALKS 

Soid on an EttabUghad Potiey Through Reguiar 
Trade ChanneU 

PHOENIX MANUFACTURING COMPANY 

Chicago^ IIL dtMeaaatrt ta Fk a mta Hone 8kaa Oo. OltaMliqiUly Pa. 

“Oor prodoeta mem maaofaotorod in tho Unltod Staloa of Amorio* by 
Union Labor.** 


Powers R a b b e r Bar Shoe 
Made Also in Open Stylo 


CD 

Hlshoat Grade Drop Forged 
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The Nation Takes a Shot of Dope 


(Continued 

investor and prospective builder, and 
reviews and recommends two building 
stocks for investment and long term 
appreciation/’ 

On all sides there are signs that 
this coming spring will be fine 
for the sale of building supplies 
and builders’ hardware. How is 
your stock? In these dull days 
when everything is covered with 
snow and ice, why not check up 
on the builders’ supplies you have 
on hand. Why not tell your clerks 
when they sell builders’ hardware 
never forget to sell three pair of 
butts to the door. Tell them to 
do this especially when they sell 
butts for screen doors. 

The next item on this investors’ 
notice is to be sure and study 
labor-saving machinery and mer¬ 
chandising stocks. And then they 
write as follows: 

'*A staggering tax and social benefit 
burden is being piled up. Investors can 
help to offset their portion of this tax 
bill by buying in industries that will 
benefit from “liberal” trends^” 

This means to the hardware 
man if this investing concern is 
correct, that a whole lot of tools 
will be sold this spring. Why not 
check up on your tool stock and 
other items in the way of labor- 
saving machinery. 

* * « 

An unusually well-informed 
publisher called on me today and 
remarked that it was evident in 
his publishing field (he publishes 
a number of trade magazines) 
that the efforts of the independent 
dealers all over the country have 


from page 38) 

at last put the mail order houses 
and chain stores on the defensive 
In other words, it is evident from 
reports received from many states 
that the mail order houses and 
chain stores are on the run. They 
don’t like the state legislation ad¬ 
mitting fixed prices. TTiey don’t 
like state taxes on chain stores. 
They are planning to make some 
deal by which their local man¬ 
ager will become the store owner 
to avoid taxes. 

It is very interesting to watch 
and study trade legislation. All 
of us know that the drug store 
with its soda fountain has become 
not only a general merchandise 
store, but also a restaurant in ad¬ 
dition. Now in two states bills 
have been introduced that in a 
store where there is a soda foun¬ 
tain, no food can be sold. Or to 
reverse it, if there is a store sell¬ 
ing food, then they cannot have 
a soda fountain. It is a dreadful 
thing to contemplate, but it seems 
there is going to be an effort to 
separate the ham sandwich from 
the ice cream soda. 

« « « 

I always believe in both 
sides of a story being hefu-d. 
Recently I wrote about serxnce 
retail hardware stores^ and I 
have just received a letter 
from a hardware dealer, say¬ 
ing he does not agree with me 
at all and giving his experi¬ 
ences. I am asking the e^tor 
to publish the letter in this 
issue, because I believe it is 
well worth reading. It is 
printed below. 



This will be a year of better 
tools. Five and Ten cfuality is on 
the way out as the old standbys 
come back into their own. 

Every hardware man from 
coast to coast knows that ^^Green^ 
stands for top cpiality in 
taps—and that the ^^Greenfidd?^ 
name and brand is better known 
and easier to sell than any other. 
Now that the trend is so definitely 
toward quality, be a leader^ not a 
follower, by ^splaying and push¬ 
ing ^^Greenfield*^ taps. 

Every mechanic, every service 
station man, every farmer, every 
machinist buys occasional taps— 
get his respect and his business 
with ^^Greenfieldj^ the leading 
line. 



New Yorkt IB Wtrren St. 
Cklcaarot 611 W. WaBbinjrton Blvd. 
Detroitt 228 CongreM St.. W. 


Service Store Article 
Criticized 

Jersey City, N. J. — Having read 
your article in the last issue of 
Hardware Ace, anent ideas for get¬ 
ting business, I think that you are in 
error. 

It is a very easy thing to sit at 
home or in an office and get brilliant 
ideas on how to increase business, 
and I say this not so much to you as 
to myself who have had lots of these 
bright ideas and have tried them 
out only to find that they were n. g. 

One of these so called bright 


ideas was to have a man canvass 
residential sections. Knowing that 
every family is generally in need of 
electric bulbs I thought it would be 
a good idea to have him use bulbs 
as an opening wedge, selling them 
at the regular retail price and after 
having made the sale, which would 
be from stock right in the car, to 
ask the woman if her back door was 
as well protected as her front door 
and to thereby sell a lock and the 
service to install it. The first ef¬ 
forts were in our highest class resi¬ 
dential districts, and that being an 
absolute failure we tried the so- 










THE SYMBOL OF SUPREME 
LOCK PROTECTION 


Fitchburg, Mass 


ILCO Cylinder Rim 
Night Latch No. D218 


Look at the 

NIGHT LATCH 

a new way 


John Q. Public buys a night latch to keep 
people out. He wants one that is strong 
enough, works smoothly, has a good pin- 
tumbler cylinder lock, and is good looking. 

Sell him an ILCO. In the ILCO line 
you can meet his needs and purse exactly. 
And speaking of price, remember there’s 
more money-profit for you in a quality 
latch—and more real satisfaction for your 
customer. 

Here are two remarkable values: 


SO Gibson deserves your first 
consideration before you decide 
on any line. See your Gibson 
Distributor today or write us for 
information on the 


• Shown above is the ILCO Cylinder Rim 
Night Latch No. D218 with reversible latch bolt 
and 3 pin-tumbler cylinder, 3 keys, unlimited 
changes. Latch and rim type strike special 
alloy die castings, extra tough; black japanned. 


com 

Gibson 1936 Dealer Proposition 


• ILCO Rim Night Latch No. 201 with rever¬ 
sible latch bolt and 3 pin-tumbler cast brass 
cylinder, 3 keys, unlimited changes. Latch and 
rim type strike cast iron, black wrinkle finish. 
Solid brass bolt. 


(.IKSON 


GIBSON 
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More Sales 
in 1936! 


Egg prices are up ... . Live poultry 
prices have increased .... The de¬ 
mand for baby chicks is booming . • • • 
Poultry raisers are buying .... All of 
which means more Poultry Netting 
Sales for you in 1936. 

New fences must be erected; old ones 
replaced. The first signs of spring will 
bring customers into your store asking 
for poultry netting. 

Be prepared to meet this demand with 
ample stocks of U. S. HEXLOK—the 
perfect hexagon mesh netting—and 
U. S. STRAITLOK-the perfect 
straight-line netting! Place orders 
now for prompt delivery! 

Ask your jobbor or writ* diroct ko us! 


INDIANA 
STEEL & WIRE CO. 

M U NCI E . IN DIANA 


called middle class and that too was 
a total failure. 

About six months after we tried 

this along comes - with 

an idea somewhat sinylar but with¬ 
out even the thought-out detail of 
how to get in. 

Later - suggested 

that when you sell a can of paint 
you have a brush attached to the 
can. Instead of that being a means 
of selling the customer reacts that 
you are trying to force the brush 
on him. 

' Some hardware companies may be 
able to run repair services with their 
business but my experience, both in 
the hardware business, which has 


been six years, and in another busi¬ 
ness is that selling and repair ser¬ 
vices do not go well together. One 
either has to be a merchandiser or 
a contractor and if he does both he 
does not know which to follow with 
vigor. 

Before writing I speculated on 
whether or not I should tell you of 
my thoughts in the matter or just 
let it go, but 1 do think that a lot 
of the small hardware stores will 
lose time and money if they try out 
the suggestions contained in your 
article, that is this suggestion per¬ 
taining to a hardware store operat¬ 
ing a repair business. 

Very truly yours, 

John A. Lancaster. 


New York State Convention 

(Continued from page 58) 


ware dealers to use price leaders 
only as price baits just as the mail 
order houses do, and that manufac¬ 
turers and jobbers can supply them 
provided they are mixed in with bet¬ 
ter grades and that retailers sell 
the better grades as well. 

Representative Wright Patman of 
Texas, leader of the House inflation 
bloc and author of the bonus bill 
which bore his name, outlined a bill 
he is now pressing through Congress 
which is slated to “prevent manu¬ 
facturers from granting favoritism 
to chain organizations” and termed 
it second in importance only to the 
bonus measure. 

The biU, which Mr. Patman con¬ 
tends is likely to become law, is de¬ 
signed to end discrimination in 
price or terms of sale between pur¬ 
chasers of commodities of like grade 
and quality. 

The biU as presented by Mr. Pat¬ 
man provides: 

“(a) That it shall be unlawful 
for any person engaged in com¬ 
merce to discriminate in price or 
terms of sale between purchasers of 
commodities of like grade and 
quality. 

“(b) That the payment of broker¬ 
age or conunission under certain 
conditions shall be prohibited. 

“(c) That pseudo-advertising al¬ 
lowances shall be suppressed. 

“(d) That a presumptive measure 
of damages shall be provided for. 

“(e) That the Federal Trade 
Commission may, after due investi¬ 
gation and hearing to all interested 
parties, fix and establish quantity 
limits, and revise the same as it 
finds necessary, as to particular 
commodities or classes of commodi¬ 
ties, where it finds that available 


purchasers in greater quantities are 
so few as to render difierentials on 
account thereof unjustly discrimina¬ 
tory or promotive of monopoly in 
any line of commerce. 

“(f) That the object of the legis¬ 
lation is to protect the independent 
merchant, the public whom he 
serves, and the manufacturer from 
whom he buys from exploitation by 
unfair competitors.” 

Irwin E. Douglas, discussed dis¬ 
tribution costs at the Wednesday 
morning session using charts as il¬ 
lustrations. He pointed to the higher 
operating costs of independent re¬ 
tailers in comparison with syndicate 
stores and called attention to the 
150 million dollars worth of hard¬ 
ware merchandise that is sold 
through chain stores and mail order 
houses. He stated that among the 
main handicaps of independent 
stores was the much higher payroll 
than that of competing syndicates. 
There was the great flow of traffic 
through the department and chain 
stores which tended to increase their 
volume; and retail salespeople must 
sell more merchandise to overcome 
the penalty of higher selling costs. 
He discussed the matter of rents 
and advertising as well as many 
other factors in the costs of inde¬ 
pendents and the fact that the 
chain’s inventories were smaller in 
relation to the annual turnover, 
stressing the fact that fewer turn¬ 
overs added to the interest in in¬ 
vestment. Wholesalers selling costs 
were too high due to a number of 
causes, among them duplication of 
territories and frequent caUs of 
salesmen. He urged retailers to pay 
their bills promptly as a means of 
assisting wWesalers to better serve 
them; better stores, better lighted 
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No. 7230 "UNION” 
Level Winding Reel 


REEL THEM IN WITH “UNION” FISHING TACKLE 


No. 4160 No. BBR 
"UNION" "UNION" 
Steel Rod Steel 
Bait and 
Ply Rod 


You can count on “UNION” Rods and Reels to land 
the fisherman as well as the fish. These flexible, yet 
sturdy, Fishing Rods are well made from tip to han¬ 
dle, correctly balanced and attractively finished. 
“UNION” Reels are noted for their good workman¬ 
ship, perfect balance, free running and fine finish. 
Both have many sales features. 

The 1936 “UNION” Line includes Steel Bait, Fly 
and Casting Rods at prices that insure sales to every 
fisherman. Also Split Bamboo Fresh Water Rods 
and Salt Water Rods that sell readily and return 
real profits. Also Fishing Rod Sundries. 

Every Dealer should send for Catalog No. 17. It 
gives detailed information about each Rod and Reel 
and makes ordering an easy matter. 


No. 4131 
"UNION" 
Steel Rod 


YoHr Jobber Will SHpply Yoh 


HARDWARE COMPANY 


^€C.U.S.^Ar. ESTABLISHED 1854 

TORRINGTON. CONN. 

NEW YORK OFFICE 151 CHAMBERS STREET 



THESE famous casters roll along on ball bearings. No friction. No 
effort. No damage to floors, rugs or floor covering ... as up to date 
as a stream-lined train or 1935 motor car. 


A PROFITABLE ITEM FOR ANY HARDWARE MERCHANT 


A demonstration does it . . . merely roll an “acme” 
on the counter. Show the frictionless, quiet operation 
of the “acme” and you’ve made a sale. A profitable 
item with repeat orders. Stock and sell “acmes.” 


The Schatz Manufacturing Co. 
POUGHKEEPSIE, N. Y. 
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HOW ABOUT 
YOUR STOCK 
OF K.LEINS? 


Ctiecic over your stock of Kleins. 
Unless you have the more popular 
items in the Klein line you are los¬ 
ing out on business and failing to 
secure a worth while profit that 
might well be yours. Klein Pliers 
are standard with electricians and 
good mechanics. Master workmen 
everywhere prefer Klein Pliers to all 
others. Check up on your stock 
today and add to your want list 
those numbers which are missing. 
New packaging and new display 
will kelp you sell more Klein Pliers. 



Kleins, standard 
of quality 
•‘Since 1857. 


Individually 
mounted on 
bright display 
cards, wrapped 
in Cellophane, 
Klein Pliers 
help sell them¬ 
selves. 


Distributed through jobbers 


Matliias 




4L$<nit 


3200 BELMONT AVR, CHICAGO 


window displays, belter presenta¬ 
tion, employee training and better 
selling were among the remedies 
recommended, as well as the buying 
backward from the price consumers 
were willing to pay. 

F. E. Briggs, of the F. H. Cobb 
Co., Cortland, N. Y., talked about 
the successful food trade plan of 
his company affiliated with the 
I.G.A. (Independent Grocers Al¬ 
liance). He outlined interestingly 
the cooperative methods of his or¬ 
ganization, stressing the amount of 
energy necessary by the members in 
addition to the advantages of co¬ 
operative bujdng, advertising, ac¬ 
counting, supervision, pointing out 
the main idea was cooperative sell¬ 
ing. He said that given the same 
costs as independents, the other 
factors would enable the corporate 
chains to get their volume. Mass 
buying, admitted Mr. Briggs, does 
wonders but mass advertising is 
twice as potent. Discussion was 
lively and interesting following the 
address by Mr. Briggs. 

Ray T. O’Brien, the George 
Worthington Co., Cleveland, gave a 
talk on “Jobber-Retailer Coopera¬ 
tion” and answered some of the 
charges of higher distribution costs 
of wholesaler-retailer distribution 
and assured the delegates that any 
obstacles to cooperation reacted to 
the disadvantage of both and that 
much could be accomplished in a 
brief time by cooperation. The 
hardware retailer holds the strategic 
position in spite of appearances. Mr. 
O’Brien told of educational pro¬ 
grams assumed by jobbers which 
were proving successful and pointed 
out that syndicates in their type of 
distribution had diligently and suc¬ 
cessfully followed their own specific 
plans and that such an adherence 
was necessary on the part of inde¬ 
pendents. He urged the proper 
selection of traffic building items, 
price appeal, advertising devices, 
etc. He gave the members a sum¬ 
mary of the many items that were 
necessary in the preparation of ad¬ 
vertising by wholesalers which 
would be almost impossible for the 
dealer to prepare for himself but 
which would be simple and com¬ 
paratively inexpensive if prepared 
by the jobber and used efficiently by 
the dealer. He asked dealers to 
learn more about chain competitors 
methods and merchandise by shop¬ 
ping their stores, and said that chain 
operators know all about their in¬ 
dependent competitors. Mr. O’Brien 
showed how the chains were ad¬ 
vancing their prices all along the 
line in their new catalogs and that 
independents could take markups 


in many cases. Chain supervisors, 
and a list of others in their employ, 
make calls that are comparable to 
the salesman’s calls, but the time is 
charged against the store visited, so 
that none is wasted. He pointed 
out, also, that not lall chain units are 
profitable and several have been 
abandoned, in some cases where 
they have had efficient independent 
competition. Following out the job¬ 
ber’s program in its entirety, baying 
in unbroken packages and generally 
cooperating would make great pro¬ 
gress. 

At Thursday morning’s session 
0. H. Morgan, merchandise man¬ 
ager, Treman, King & Co., Ithaca, 
N. Y., and formerly with one of the 
mail order-chain store organizations, 
outlined their promotion methods, 
summarizing them in three words: 
plan, promote and profit. The aim 
of these organizations is to trade 
up or endeavor to sell the customer 
more goods or a higher priced item, 
and 60%of the sales in a store are 
due to 30% of the items, making it 
necessary to dramatize and get 
visibility of a great assortment of 
merchandise. Sales should be plan¬ 
ned well in advance with considera¬ 
tion being given to their seasonal 
importance and their association 
with certain holidays and events. 
There are times when people will 
not buy anything from anyone and 
then it is useless to waste ammuni¬ 
tion which could be used more ef¬ 
fectively when sales are naturally 
more active. Six to ten weeks prior 
to a sales event detailed plans are 
made to obtain the items to be of¬ 
fered, department heads submit 
their lists and they are discussed as 
to their supply, quantity, price and 
markup, compared with previous 
events and plans made as to what 
to do with leftovers. The lists are 
in triplicate for the advertising and 
sign department, the receiving room 
and department heads. Publicity is 
planned at this time. Two weeks 
before the sale the receiving room 
is followed up and the merchandise 
supplies checked. The rough ad 
copy is prepared and price cards 
made. Special items are spotted 
around the store in several places 
so that customers will see other 
items which make the sale profit¬ 
able. Direct mail is sent out and 
the announcements in the papers 
appear two or three days prior and 
a preview for selected customers is 
held. Finally the personnel is pre¬ 
pared by managers so that their 
enthusiasm will in turn pass on to 
the customer. Most important is the 
removal of special prices and left¬ 
over items immediately after the 
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"We have your letter of July 20th, In reference to 
the Lmcoln-Schlueter Speed-O-Lite floor sender, and 
you ask if this is a profitable business. We can say 
yes; if is the nnost profitable item we have in our store. 

After operating this particular machine for ten 
months and keeping an exact record of the rentals, tke 
rentals alone, not including the send paper or floor 
finishes, brought us in $569.00. In the ten months of 
operation our repair bill amounted to 42 cents for a 
belt. 

We know fhat you will not be disappointed if you 
purchase this machine as we have operated other makes 
end find this one the most satisfactory and economical. 

Yours truly, 

Adam Decker Hardware Company, 

By H. F. Tierney (Signed) 

Paint Department. 

P. S. Since purchase of 1st machine 10 months ago 
3 additional Speed-O-Lites *have been purchased by 
the Adam Decker Hdwe. Co. 


Dependability is above 
pricel Rivets made to 
sell at a price make dissatisfied customers 
for us—and for tke Jobber. Only tke 
finest in materials, equipment and labor 


The Most Profitable Item 

We Have In Our Store^^ 

\ 


A retail hardware dealer in Illinois wanted first hand in¬ 
formation regarding Speed-O-Lite Floor Sanders and if 
they were profitable to handle. They wrote to the Adam 
Decker Hdwe. Co. of St. Paul, Minn. Their enthusiastic reply 
should interest every Hardware dealer— 


are used in tke production of every 
T R & S Rivet. You may pay a little 
more for our rivets but tkat little is 
your guarantee of satisfied customers 
—and tkat*s tke best insurance we know 
of for tke future of your business. Play 
safe—sell T R & S Rivets—quality pays 
dividends in good will. 

TUBULAR RIVET & STUD COMPANY 

BOSTON, MASS. 

The largest factory In 
the world devoted to 
the manufacture of Tu¬ 
bular and Clinch Rivets. 




Springtime 

Is Sander Time— 


Act ROW. Be sHre of yovr Soaders. Re- 
mombor olso tbot roatiag from 2 to 4 
soadors Is moro proflfob/o tbon a single 
one. Note those oatstoadlag features 
of the— 


SPEEDj(0LtIi 


Floor Sander 


1 EFFICIENT. Puts a ball- 
* room finish on fioors no 
matter how badly they are worn, 
warped or marred. 


Sold 

Complete 
and 
Guaranteed 
For One Year 


0 LIGHT WEIGHT. Easily 
^ carried by one man-^may 
be operated succesifully by any 
inexperienced person. 

O SURFACE—right up to the 
quarter-round.«a feature not 
found In other machines, mini¬ 
mising hand work. 


Send 

for 

Folder 

Entitled 


A MOTOR. Gonstant speed, 

^ high torque, ball-bearing. 

Guaranteed against burn-outs. 

C BUILT—with ball-bearings 

w throughout, eliminating in¬ 

ternal friction and wear, adding 
yean of life to the machine. 


623 Dealers averaged ’63'^^ per month 

Use the Handy Coupon. 


Lincoln-Schlueter Floor Mach. Co., 212 W. Grand Ave., Chicago, III. 
Please send us full information covering the new SPEED-O- 


LITE SANDER. Cl Interested in time payment plen. 

Name . 

Address . . . 

City . State. 
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Shower of 
>R0FlfS 


a red’‘hot geUer wtith 
a cool profit for you* 
hotter the weather 
the more saleg and 
profits you make. 


Pep-Up 

MOVABLE INDOOR-OUTDOOA 
HOSE CONNECTION 

iSHOIVEK 


C USTOMERS buy on sight. 

Show it and it sells itself. 
Beautifully nickeled on brass. 
Easy to install, indoors or out¬ 
doors. Just attach to hose and 
hang up by patented, self- 
adjusting bracket as furnished. 



Retails for $1.00 with an at¬ 
tractive dealer profit. Your 
jobber can supply you, or write 
direct to us. A real advertising 
program and plenty of sales 
promotion material back of 
this product. 

The Schoible Foendry & 
Brass Works Company 

1088 Ssmmsr Strsst 
CINCINNATI. OHIO 
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event, and the windows are changed. 
People are not allowed to believe 
they can get these items and prices 
at any time other than when the 
sale is on. Frank H. Sticht, Stew¬ 
art & Bergen, Fort Plain, N. Y., told 
how modernization of their store 
with the aid of Secretary Foley and 
Field Secretary George Hoy had im¬ 
proved their business. He pointed 
out that the public enjoys shopping 
where they find well arranged and 
attractive displays; modernization 
simplifies inventory and is a neces¬ 
sary thing in these times. 

Speaking on “Outside Selling” 
R. A. Chandler, of Sylvania, Ohio, 
gave an informative outline of his 
methods and voiced a confident 
opinion that hardware dealers can 
successfully operate in this depart¬ 
ment of selling, but that it must be 
lifted from the level of ordinary 
canvassing or merely following up 
live prospects. Sales planning and 
sales strategy and showmanship are 
both needed to counteract the many 
other things which take the cus¬ 
tomer’s dollar—^movies, automobiles, 
etc. Outside selling, said Mr. Chan¬ 
dler, is the best method of combat¬ 
ting syndicate selling. The wide 
variety of hardware merchandise 
makes the hardware salesman the 
envy of utility salesmen and in the 
Chandler selling plan salesmen are 
supposed to sell all lines. Experi¬ 
enced men are needed and their 
experience is that about one in five 
are successful and stay on the job 
in the face of discouragements. Mr. 
Chandler illustrated his talk with 
charts showing the proportion of 
drawing account, commission etc., 
his men receive, all their salesmen’s 
earnings being based on the profits 
made. 

Vice President Albert D. Martin, 
of Rochester, N. Y., using charts 
and actual merchandise bought in 
chain stores and in independent 
hardware stores, showed that on 
about one hundred items selected 
the hardware man can successfully 
meet the chain prices and have a 
good average margin of profit. At 
the same time he pointed out that 
some of the items offered by the 
chain store were better than those 
from regular stores and in all other 
cases the goods were comparable in 
quality. He urged more attention 
by independent sources of supply to 
further help the independent mer¬ 
chant to meet his competition and 
also asked for more energetic mer¬ 
chandising on the part of his hear¬ 
ers. 

The final session on Friday morn¬ 
ing was addressed by Horace P. Aik- 
man, Cazenovia, N. Y., whose sub- 
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ject was “Profit Planning.” Mr. 
Aikman reminded of the forth¬ 
coming taxes of various kinds, 
including those for old age pensions 
and unemployment insurance and 
said that they must all come out of 
profits, necessitating proper cost 
control and accounting. He ex¬ 
plained the State Association’s cost 
accounting system and urged full 
use of it to help the merchant know 
where he is going and so that he 
will be in a position to show and 
analyse his cost figures. With this 
system it is unnecessary, he said, 
to be without accurate and easily 
available figures. 

J. A. Warren, Managing Editor of 
Hardware Ace spoke on “Employee 
Training” stressing the need for 
leadership and example by the em¬ 
ployer and realization by both em¬ 
ployers and employees that their 
existence in business is challenged 
if they do not determine to succeed 
together. Encouragement of ideas, 
acceptance of common responsibil¬ 
ities by both parties, possibilities of 
greater sales by trained employees, 
the study of better forms of speech 
for selling, keen observation of cus¬ 
tomers buying potentialities, and 
the belief that trained employees 
could not be developed through sets 
of rules and regulations were points 
of his talk. 

The Association Twenty-Five Year 
Club held a luncheon on Wednes¬ 
day, presided over by Martin Van 
Dussen, Rochester, former President 
of the Association, who spoke feel¬ 
ingly of the organization and re¬ 
ported that 185 firms had been in 
business for more than twenty-five 
years. Mr. Van Dussen voiced high 
hopes for those who would yet 
gather at these luncheons and eulo¬ 
gized those who had gone before. 

The resolutions committee urged 
study and adherence to the state¬ 
ment of merchandising principles; 
commended jobbers who assist in 
the solution of the competitive 
problem; urged retailers and whole¬ 
salers to endeavor to closely study 
expense items so they may be better 
able to compete with other systems 
of distribution; asked publication 
of a list of manufactured products 
which are given preferential dis¬ 
counts; opposed open price filing; 
insisted that manufacturers who dis¬ 
tribute goods through retail hard¬ 
ware stores should not set up their 
own retail outlets; opposed further 
tax burdens; and expressed positive 
opposition to the Walsh Government 
Contract Bill, the O’Mahoney Li¬ 
censing Bill and the Black Bill for 
a thirty hour work week. 

Luncheons and bridge at the 
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STRIKE OUT 

FOR MORE BUSINESS 

now! 

USE- 

Lists That Bring Maximum 
Success To Your Direct Mail 
Sales Promotion Advertising 
And To The Personal Sales 
Contacts Of Your Salesmen 

We can supply you with 

the following lists 

1333 Outstanding Major Hardware Retailers 
whose sales exceed $50,000.00 Annually. 

For $15.00 

11458 Major Hardware Retailers whose sales 
exceed $30,000.00 Annually. 

For $6.00 per M. 

6545 Hardware Retailers whose sales are 
$20,000.00 to $30,000.00 Annually. 

For $6.00 per M. 

15772 Hardware Retailers whose sales are less 
than $20,000.00 Annually. 

For $6.00 per M. 

33775 Hardware Retailers (Complete List). 

For $4.50 per M. 

8144 Builders’ Supplies Dealers. 

For $6.00 per M. 

1043 Department Stores handling Hardware 
and Housefumishings. For $6.00 per M. 

We also supply lists of hardware retailers in one 
state or in as many states as may be desired. 
When more than 2000 names are purchased, the 
price is $7.00 per M names. 

ALL USTS ARE COMPILED IN LOOSE LEAF 
UST FORM. WHEN DESIRED ON 
CARDS THERE IS AN EXTRA CHARGE OF 
60c PER M. FOR THE CARDS. 

WE ALSO DO ADDRESSING AND MAIUNG 
OF CIRCULAR MATTER AT REASONABLE 
RATES. 

Ask for Details 

Hardware Age 

Direct Moil Addressing Dept. 

239 West 39th Street, New York, N. Y. 
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Illuttrationt HALF SIZE 

One pair No. 724 Cadmium Plated Screen or Storm Window 
Hangers. One 114 Hook and Eye complete with screws. Each 
set packed in an envelope. One dozen sets in a box. 


No. 730 Wrought Steel Loose Pin Hinge 

With Button Tip 



Illustration ONE-THIRD SIZE 

Loose pin hinge with button tip. Full surface. Length of joint 
3 inches. Screw holes of one leaf are countersunk on both sides. 
Packed half dozen pairs in a box with screws. Size of screws 
Vex 8. 


No. 1706 Screen and Storm Window Sets 
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llluttrations HALF SIZE 

One pair 2 x 2 No. 706 Cadmium Plated Loose joint Butts with 
Brass Pins, one IVi Hook and Eye. Complete with screws— 
each set packed in an envelope, one dozen sets in a box. Specify 
right or left hand. 


Wnufacturinej Qompany 


ERIE. PENNSYLVANIA 


Aganfs 

NEW YORK: 45 Wcriwn Sf. BOSTON: 113 Purcbose St. 
CHICAGO: 162 N. Clinton St. SAN FRANCISCO: 703 Morlwt St. 
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Complete Drip Coffee 

MAKING AND SERVING SET 

To Sell at Popular Prices 
with Grand Profit 

Beoutilul Vitreous China in a complete set 
with sugar and creamer to match. Also Drip 
Coffee Maher without sugar and creamer 
and in complete range of 
sizes-2,4,6and 8 cup. As ACir YOUR 
a set or an individual Drip 
Coffee Maker, it will outsell JOBBIR S 
anythir>g of tKe kind you SAIISMAN 
have ever had. Be first in your 
neighborhood to display it. FOR PRICES 


PORCELIER MFG. CO. 

GREENSBURG,.PA. 


TURNOVER 

CHAMPIONS 


CoMt to Coast selliiig champions because 
they are first of all QUALITY champions. 
Keep ample stocks always. 



DAZEY De Leie 

Fsraierty 8PEED0 
Ain«rlai*s best Talus In 
can opensn. Ouarantssd 
for 5 years— built to last 
a Urotimo. 

*$1.6f RETAIk 

DAZEY Senior 

A T a 1 n e sseond only to 
DAZKT IMLqis. Bapldly 
rrowlnt in popularity STsry- 
whera. 

*$1.3f RETAIL 
DAZEY Jaalor 

Kins of kmer priced can- 
opanffs. An amaalnaly dUT’ 
able and efficient ertlcle. 

*69^ RETAIL 


DAZEY Speedo 
SUPER-JUICER 

An exceptionally efficient 
Juicer for lemons, oransee. 
small KTapefrult. Striking 
appearance. Qeti more 
Juice easier. Automati¬ 
cally ttralni out aeeds 
and pith. 

*$1.75 RETAIL 

DAZEY Sharplf 

Patented twin wheels 
make akin unnecessary for 
sharpening any edaed 
tool. A Oodsend In any 
kitchen. 

*$1.50 RETAIL 


DAZEY CHSRN A MF6. CO. ^ TSS mSr 


Hotel Syracuse occupied the after¬ 
noons for the ladies, a stag party 
was held by the Brooklyn Hardware 
group attending on Tuesday evening, 
and the annual banquet and dinner 
dance took place on Thursday eve¬ 
ning in the grand ball room of the 
hotel. 

Harold W. Allen, Clinton, suc¬ 
ceeded R. C. Boyce, Wellsville, as 
President; Albert D. Martin of 
Rochester is first vice president and 
A. F. McEvoy, Hudson, second vice 
president. John B. Foley, Syracuse 


and Frank F. Pelton, Herkimer, are 
Secretary and. Treasurer, respec¬ 
tively. The directors for the coming 
year are: Thomas J. Johnston, Ful¬ 
ton; John A. Herrick, Southampton; 
Edward O. Winegar, Buffalo; C. F. 
Lawrence, Katonah; R. J. Atkinson, 
Brooklyn; John W. Spalding, Lock- 
port; J. A. Peck, EUmira; D. M. 
Herron, Auburn; C. H. Flanigan, 
Minoa; Bernhard Wankel, Jr., New 
York; Anthony Hermann, Glendale; 
W. E. Robbins, Wellsville; J. Close, 
Middletown; Milford Howe, Canton. 


Wisconsin Convention 
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tively than does the independent by 
adjusting the number of their em¬ 
ployees to business necessities and 
paying their salespeople in propor¬ 
tion to the business they are able 
to sell. 

A suggestion that there might be 
room in the hardware field for a 
voluntary wholesale cooperative or¬ 
ganization such as the Red & White 
Corp., wholesale grocery voluntary, 
was contained in the address, 
“What Others are Doing,” pre¬ 
sented by L. W. Hitchcock, of the 
Red & White Corp., Chicago. Mr. 
Hitchcock, in outlining the manner 
in which Red & White operates to 
meet chain competition, declared 
the program provides not only for 
coordinated buying, but has placed 
tools in the hands of the retailer to 
assist him seU his merciiandise. 

Quoting the proverb, “Wise Men 
are Those Who Profit by the Wis¬ 
dom of Others,” Paul M. MuUiken, 
merchandising manager, Simmons 
Hardware Co., St. Louis, Mo., as 
the concluding speaker on the 
Thursday morning program, pointed 
to the success of the Red & White 
Corp. in meeting chain competition 
in the grocery field. Continuing 
his address, the subject of which 
was, “It Can Be Done,” Mr. Mulli- 
ken declared that properly coordi¬ 
nated buying is the wholesaler's job, 
and that of selling the retailer’s. 
It is only through cooperative ef¬ 
forts that the benefits of big busi¬ 
ness will be made possible to the 
independent retailer, he said. 

Hardware dealers and exhibitors, 
their wives, sweethearts and em¬ 
ployees frolicked Thursday evening 
at the Festival of Fun staged in 
Kilboum and Juneau halls of the 
Auditorium. 

Opening the Friday morning ses¬ 
sion, Secretary Lewis, in his report, 
declared that the association’s pro¬ 
gram fo^ 1936 included everything 


that it could lawfully do to effect 
a cure of competitive ills. 

A comparison between competi¬ 
tive circulating heaters and ranges 
and those sold by the independent 
hardware dealer was presented by 
B. B. Turner, sales promotion man¬ 
ager, Globe American Stove Co., 
Kokomo, Ind., in his address on 
“Analyzing Merchandise.” He ad¬ 
vised dealers that people want uses, 
not things, and suggested that in 
selling heaters and ranges the re¬ 
tailer explain performance, dura¬ 
bility and economy, rather than 
weight and construction. “The 
* greatest need today is for salesman¬ 
ship,” Mr. Turner declared. 

Following a 15-minute question 
box period, conducted by Theodore 
Suennen, Hudson, George J. Dickof, 
Marshfield, presented the report of 
the auditing committee, followed by 
that of the resolutions committee, 
presented by Edgar Kroner, La 
Crosse. 

Resolutions adopted included 
those endorsing the stand of the 
National Retail Hardware Associa¬ 
tion in the matter of legislation to 
eliminate discriminations against in¬ 
dependents; approving the resolu¬ 
tion of the Detroit Congress with 
respect to manufacturer outlets and 
opposing the passage of the Walsh 
government contract bill, the O’Ma¬ 
honey licensing bill and the Black 
bill for a 30-hour week. The asso¬ 
ciation also gave its stamp of ap¬ 
proval to the filing of sales policies 
by manufacturers and declared it¬ 
self as opposed to price-filing and 
to any additional taxation by the 
government. 

A slate of directors offered by the 
nominating committee resulting in 
the election of Darwin FoUettc, 
Coloma, as a new director and re- 
election of Theodlore Suennen, Hud¬ 
son; R. I. Baumann, Philips; 
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RODS THAT SELL 


Oufdisfancing all competition for 
three seasons because they are made 
of an exclusive grade hi-carbon oil- 
tempered steel that will stand the gaff 
under all conditions. A big profit item 
for dealers everywhere, In sizes rang¬ 
ing from 50ff to $2 list. Beautiful—well 
balanced—strong eye appeal—and 
nationally advertised in outdoor mag- 


This label is your protection. You'll 
find it in full color on every genuine 
PREMAX SOLID STEEL JIOD. Every 
one an astounding value in genuine 
satisfaction. 


BIG RESULT DEALER HELPS 

Display cards, anvalepa sfuffars, bullatins. 
catalog pages help introduce this best rod 
in America. Get all the helps and then listen 
to the cash register chorus when the season 
opens. 


SEND FOX BULLETIN A AMD EMCES 


PREMAX SALES DIVISION 

CHISHOLU RYDER CO., INC. NIAGARA FALLS. N.Y. 


One Can... Many Uses 

O EA6LE 


2-in-1 

Seamless Welded Steel 


Gasoli 


me ai 


A doable purpose, heavy duty can, in two sizes, which 
may ^ used as a fiUer or supply can. The flexible spout 
is quicldy removed and clamped securely to top of can 
where it is out of the way but always available. This can 
is also provided with the “Handy-Grip” cap which never 
sticks. Tracks carry this can as combination supply and 
filler can for oil—no funnel needed to fill crankcase. 
Also found indispensable by garage and filling station 
attendants, utilities, oil companies and highway depart- 
mrats. Ask your jobber about the Eagle 2-in-l can, or 
write us direct. 


EAGLE MANUFACTURING CO. 

Wellsburg, W. Va. 


Nationally Advertised 


Oil Can 


Prices from 
$94.50 to 
$235.00 


All of the Stearns features are built into these new 
power mowers. They are as outstanding in quality and 
performance as thev are in price. . . . Our liberal 
dealer discounts maice this the money-making line for 
1936. Ask your jobber, or write us for details. 

E. C ST EARNS & CO. SYRACUSE, N. Y. 


SOUTHERN BRANCH 
142 I Fort Street 
Chattanooga, Tenn. 


A new Stearns power lawn 
mower with 18" cut—to retail 
for only $74.50. Pneumatic i 
tires $7.50 extra. ^ 


$74.50 


Office & Factory 
NEW BEDFORD 
Massachusetts 


WESTERN BRANCH 
6529 Russell Street 
Detroit, Michigan 


1936 Power Lawn 
Mower Sensation 


Fo ur other 
models from 
18" to 27" 


cut. 


You can meet the full requirements of 
your screw product trade when the com¬ 
plete HOLTITE line is on your shelves. 
Standardize on these dependable units 
— they'll return substantial profits. 
Carry the line you can sell with com¬ 
plete confidence in its guaranteed qual¬ 
ity—no dissatisfaction, no adjustments, 
no delays, no chance of losing profit¬ 
able repeat business. 

Sold through Hardware Jobbers 


Continental Screw Co 
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THEY PULL—CLINCH —HOLD 



SKOTCH FASTENERS 


BEST FOR MAKING ALL 
TYPES OF WOOD JOINTS 


Screens Furniture Toys 
Signs Scenery Boxes 

Glued Joints Repairs 


Hanufacturad by 

SUPERIOR FASTENER CORP. 

M05 NorthwMt Hy. 
Chicago. III. 

DIstr. East of 
MItsIttIppI RIvar 



THOMAS PRODUCTS CO. 

IS445 Indiana Av. 
DETROIT 
MICH. 


-.i:. I:, r i .. 

SuPCOiOR ' • . I Extra 

Quautv , AoMtsivt ■ 


SLIPKNOT 

FRICTION 

TAPE 

PLYMOUTH RUBRtR C0MP>^MY.U'■. 


MANY USES—MANY SALES 

Slipknot Friction Tapo it a steady 
repeat teller. Extra adhesive^ 
binds tightly—holds aecurely. Lasts 
longest—never dries out. Edges can¬ 
not ravel. In 1. 2, 4 and 8 oz. rolls. 


SLIPKNOT SOLES are easily fitted 
and attached to any alze shoe. No 
nail*—no atitchea. Finest quality 
rubber. 



Outw ear 
leather 2 to 
1. Each 
pair on a 
S t r I k • 
ing Colored 
Card with 
Tube of 
Double 
Strong th 
Sole Ce- 
menL Sizes 
for Men's, 
Worn e n'e 
and Chil- 
d r e n ’ a 
Shoes. Sold 
t h rou g h 
Jobbers. 
Write for 
detalla to 

Plymouth Roiier Company, li*. 

LmrgmM Muhbmr i mtrt #/ Ooik 1 . tkm Wmtd 

1N-3M Rmm. St. CANTON, MAM. 


George J. Dickof, Marshfield; Ed¬ 
gar Kroner, La Crosse; A. Vanden 
Wymelenberg, Green Bay, and M. 
E. Douglas, Janesville. 

The convention concluded with a 
noonday luncheon meeting of the 
directors, held at the Schroeder 


Hotel, and at this meeting Mr. 
Suennen was elevated from the posi¬ 
tion of vice-president to president; 
R. I. Baumann, Phillips, was elected 
vice-president, and Mr. Dickof, sec¬ 
retary-treasurer, succeeding Mr. 
Baumann. 


Panhandle Convention 

{Continued from page 60) 


out from “busting sod” with an 
ox and a double plow to the mod¬ 
ern farm machinery. Optimism for 
the Panhandle farmers and farm 
dealers was seen by Mr. Langham 
as reasonable because of his obser- 
'vations of good soil conditions, sane 
methods and sound judgment of 
Panhandle settlers and farmers. 

Specialty selling was discussed 
by B. Sherrod, Lubbock, Texas, 
who defined a specialty as that 
piece of merchandise upon which 
special, out-of-the-store sales meth¬ 
ods are used. He admonished 
dealers to “Watch your profit mar¬ 
gins, know your net, keep your 
servicing costs down to about 2 per 
cent and rents around 3 per cent. 
Don’t let sales expense eat you 
up, watch trade-in expense closely 
here.” 

Forum discussions of the conven¬ 
tion centered around “trade-ins.” 
Admitting that there must be trade- 
ins, the general opinion was that it 
was an individual problem with 
each dealer, one that would eat up 
his business if not handled wisely. 

As the final convention speaker, 
L. H. Buisch, merchants’ service 
bureau, National Cash Register 
Co., Dayton, Ohio, used talking 
signs to drive home his ideas. With 


the subject of “Stepping Up 
Profits,” Mr. Buisch pointed out by 
signs, “You can not run your busi¬ 
ness by guess and by gosh.” “Face 
the facts, all the facts.” “Don’t be 
handicapped by habit.” “Funda¬ 
mentals of selling are—^Advertise, 
Modernize, Display, Supervise, Con¬ 
trol.” Three brackets under con¬ 
trol stressed control of merchandise, 
transactions and salesmen. ‘“Take 
stock of yourself. You are your 
greatest asset.” “73 per cent of 
sales failures are due to the human 
element.” “Respect Yourself and 
Your Merchandise.” 

Organization of a 25-year club, 
composed of those firms which have 
held continuous membership in the 
Panhandle organization for 25 years, 
made E. W. Hardin, president of 
the Amarillo Hardware Co., presi¬ 
dent of the group. 

All entertainment features were 
provided by the Panhandle Hard¬ 
ware and Implement Travelers. 
Visiting ladies were entertained 
with a matinee party, a tea and a 
luncheon at the Country Club. 
Climaxing the entertainment pro¬ 
gram was the annual banquet, floor 
show and dance, when the P.H.I.T. 
was host to 500 guests. 


California Convention 

{Continued from page 62) 


first vice-president; R. F. Liston, 
Morgan Hill, second vice-president, 
and Le Roy Smith was reelected 
manager-treasurer for his 28th 
term. A. W. MacKillop, San Fran¬ 
cisco, retiring president, was named 
to the advisory committee. 

Tuesday night, February 4, the 
group held its annual “Hardware 
Jinks” dinner in the Blossom Room 


dining room of the Casa del Rey 
with 179 attending. The ladies 
present had to introduce their men 
companions. Harry Crowe, past 
president, was toast-master. 

It was voted to hold a golf tour¬ 
nament and a skeet shoot the Sun¬ 
day before the next convention 
convenes. Golf was inaugurated 
this year. 


Plaster Base Insulation 

“Milcor-Silvercote” consists of a 
corrosion-proof, reflective insulation 
combined with Milcor Metal Lath. Re¬ 
flective principle of insulation is em¬ 
bodied in the Silvercote backing which 
is said to turn back from 80 to 95 per 
cent of the radiant heat which strikes 
it. Surface consists of a mineral, homo¬ 
geneous polished pigment. It meets in¬ 


sulation tests of moisture-resistance and 
durability. Maker states surface cannot 
oxidize or corrode. Metal lath which 
functions as the plaster base for the 
new product is heavily galvanized in 
order to insure permanence and dura¬ 
bility. An attractive, illustrated book¬ 
let describing Milcor • Silvercote, is 
available on request. Milcor Steel Co-, 
Milwaukee, Wis. 
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rl-AT 

.HEAD 

brioht 


WOOD 


SCREWS 


3crewt—Drive, Coach, Machine, 
Cap, Set, Thumb, Lock 
Cap, Knob. 

Bolters tove, Tire, Sink. 

Nuts—Semi-Finished, Machine 
Screw, Acorn Cap. 

Chain — Sash, Jack, Safety, 
Ladder, Register, Furnace. 
Escutcheon Pins. 

THE CORBIN SCREW 
CORPORATION 

THE AMERICAN HARDWARE 
CORPORATION. SUCCESSOR 

New Britain, Conn. 
A^arehouses: New York 
’ Chicago Philadelphia 


Ceitainly! You’ll find many good 
accounts advertising under the 
heading of “Sales Representativos 
Want^’’ in the Classified Sec¬ 
tion of HARDWARE ACE. Read 
the ads in every issue and you 
will be reasonably sure to Hud 
the kind of a line you want. 


Pardon me for butting in: I’m looking 
for some additional lines to represent. 
Know where I can find any good 
ones? 


Biggest Ad Campaign Backs 
Vigoro Dealers 

Boom sales expected 


^ During the garden buying 
season Vigoro messages will 
appear in 21 metropolitan 
centers through the popular 
newspaper magazine supple¬ 
ment '*This Week** Local 
newspapers blanketing the en¬ 
tire U. S. will fortify this 
program with numerous po¬ 
tent Vigoro advertisements 
. . . thus carrying the story 
of Vigoro into practically 
every community, 

^Interesting —these Vigoro ads 
will get instant attention by 
high-lighting serious problems 
that every home gardener 
faces and wants the answer 
to — weedy lawns, stunted 
flowers, worms, and grubs, 
etc. 

• Fast selling —the ads will tell 
how these gardening problems 
can be solved by feeding 
Vigoro — the complete plant 
food that supplies all eleven 
food elements needed from 
the soil. 

SwiFt & Company 

CHICAGO, 


^ Big-space ads in 8 leading 
home and garden magazines 
will back up this barrage hi 
newspapers—will give double^ 
selling on best prospects for 
Vigoro. 

• For years Vigoro has been 
the world’s largest selling 
plant food — most profitable 
plant food for garden supply 
dealers to feature. Tying in 
with Vigoro’s gigantic 1936 
campaign is sure to produce 
record-breaking sales! 

• Powerful help in putting over 
your Vigoro promotion is at 
your command. Shrewdly 
planned electros for your 
newspaper advertising or cat¬ 
alog are offered free —also 
dynamic store and window 
display pieces. Get them now 
from your Vigoro salesman— 
or write the address below. 

• If you’re one of the few 
dealers not already handling 
Vigoro, write for attractive 
dealer proposition. 

Fertilizer Works 

ILLINOIS 



•r Wires 
|k Se^sgt 


lUALITY 

ProductVA 


BRIGHT 


Stocky 

i/ProfitwiM 


an 


. Our oi#r 

OurAfitcr * K aIRv 


G&B 




• LOOK FOR THE “G&B" LABEL -YOUR PROTECTION AGAINST SUBSTITUTION 


Copper 

Screen Wire 


Bronze 

Screen Wire 


UCHT 

DARK 
14-16 Mnh 


ROMAN 
14 e 16 Mnh 


riDCrCDrNrr- Costing^ yrefertm viih ciperimM byrrt rvcrywbcre. lad IM iKTcisai mkr 
|/KLrtKtniC- ^ ^ ^ ^ I, ^ ^ 

■ ad SBVia ukb b»f BOkhkd IW —e rf T A r M « rf diywiitty- 

The Gilbert & Bennett Mfg. Co. 


1»I9 AmtrHaM Wortn 

WIRE CLOTH. NETTING and FENCING 

CalTRiizcil Steel Wire Cletk ia all Mesbet aad Gaafes 

IWvT«%Clly L KummCUt.M*- 
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DISPLAY NEW 
INTRODUCTORY DEAL 
IN YOUR WINDOW AND 
ATTRACT BUYERS 
TO YOUR STORE 

Introductory deal con¬ 
sisting of all the every¬ 
day needed utensils. 

Priced to sell in vol¬ 
ume at a 50% margin 
to you. It's a hot prop¬ 
osition. 

STAINLESS STEEL PRODUCTS CO. 

La Granga, III. 





B Expressing Philadelphia's 
ultimate in modern appoint¬ 
ments and guest comfort. 

1200 OUTSIDE ROOMS 
1200 MODERN BATHS 
RATES BEGIN AT $3.50 


j< 

BENJAMIN 

FRANKLIN 

PHILADELPHIA 

nv M EiMi Samuel Earley, Mgr. 


Illinois Convention 

(Continued from page 64) 


pressed its full sympathy with the 
decision of the board of governors 
of the National Retail Hardware 
association to support such of the 
measures now pending or that may 
be introduced in the present session 
of Congress as appear to offer great¬ 
est assurance of elimination of dis¬ 
crimination. 

As guests of the Peoria Retail 
Hardware Association, headed by 
William A. Swanson of the Uplands 
Hardware Co., visiting dealers con¬ 
vened in the State Armory, where 
there were exhibits of 86 manufac¬ 
turers. Dealers experienced a de¬ 
gree of ""martial law,” because in 


the same building four companir- 
of the Illinois National Guard wert 
mobilized for strike duty in the 
neighboring town of Pekin. 

One of the highlights of the three- 
day meeting was the annual ban¬ 
quet at Hotel Pere Marquette, con¬ 
vention headquarters, where an 
elaborate program of entertainment 
and dancing fiUed the evening. A 
stag party preceded the convention, 
and throughout the meeting wives 
of dealers were entertained at 
luncheons, bridge and theatre par¬ 
ties. 

Peoria will entertain the Stale 
Association in 1937. 


North Dakota Convention 

(Continued from page 66) 


edies for meeting this sort of com¬ 
petition. 

At the concluding session A. F. 
Hoff, Wishek, was elected president. 
Other officers named: Harvey A. 
Neddaught, Westhope, and Peter 
Fugelso, Minot, first and second 
vice-presidents; Miss Louise J. 
Thompson, Grand Forks, reelected 


secreteg^-treasurer; and George J. 
Holey, Carrington, W. J. Goat, St- 
Thomas, Loren Elenbaum, Langdon, 
J. J. Schmitz, Valley City, Dapont 
Bjelde, Mayville, Howard Connolly, 
Devils Lake and Hilmen, directors. 

The executive committee vnll se¬ 
lect the 1937 convention city at a 
later date. 


Southern California Convention 

(Continued from page 59) 


salesmanship and courtesy. “Center 
sales effort on profitable merchan¬ 
dise and forget about chain store 
competition. Go out after business 
which pays dividends. Forget about 
the petty little items which pav a 
penny profit. It is not the merchan¬ 
dise which is sold, but that which 
stays sold that counts,” were some 
of his points. 

Along in much the same vein, 
J. C. Snell told his audience it was 
not enough for a man to know he 
made so much money, but exactly 
where he made it, as he argued 
for every dealer to have a good, 
plain, simple record system which 
would reveal which department was 
making money and which one was 
a losing proposition, and why. 

Hailed as the Roger Babson of 
the Pacific Coast, George H. Eber- 
hard gave his version of what 1936 
means to us. Forget about this be¬ 
ing Presidential year, for it will in 
no way affect business, and discount 
all political talk that taxes will be 
reduced, for in the past 300 years 
taxes have steadily mounted, he 


pointed out. Prediction was made 
of a tremendous real estate boom 
and wave of prosperity for the coun¬ 
try which would have its center in 
Southern California. ""And,” he ad¬ 
monished, “following this bigger 
and better boom, we vrill have a 
bigger and better depression.” 

A plea for more consideration of 
the problems of the small independ¬ 
ent retailer, particularly his adver¬ 
tising problems, was made by Ralph 
Feuerbom of Van Nuys. Jobbers, 
he voiced, should have an individ¬ 
ualized advertising service to help 
the little fellows sell the thousand 
and one items they have for sale. 
There should be a hardware adver¬ 
tisement in every issue of the local 
papers, and the main reason this is 
not done is the trouble of preparing 
this copy. “The average hardware 
copy is terrible. Sales promotion 
is what we small fellows need bad¬ 
ly,” he concluded. 

Many resolutions tending to im¬ 
prove the condition of the independ¬ 
ent hardware dealers were passed. 

The follovring officers were elect- 
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Whether /t’s 

JUNE or JANUARY 

There Is Always 
a Demand For 

A Year *Round 
~ Profit Maker 

66DLACK LEAF 40^ enjoys a constant year *ronnd 
^ demand, because of its many varied nses. **Black 
Leaf 40^ kills aphis, leaf hopper, thrips, red ba^s, etc., 
in the i^arden. It aids in the control of damafin^ 
insects on fmit. It is a most economical means of 
ponhiT delonsinif, killing lice on livestock, etc. 
Sprayed on shrubbery and evergreens, **Black Leaf 
40” keeps dogs away. 

More Profit—Faster Turnover 

These many nses make ^Black Leaf 40” the 
universal insecticide. They also make it un¬ 
necessary for yon to carry a wide stock of 
insecticides. To you they represent quicker 
turnover and more profit. 

C3ieck your stock for all sizes so that yon can 
take advantage of the constant national ad¬ 
vertising appearing in nearly 200 different 
publications. Your Jobber will be glad to 
fnmisb counter display material to belp yon 
sell. 

TOBACCO BY-PRODUCTS f CHEMICAL CORP. 

faeorperafed 



A Sure Trick . . 

LEAD 

with 


/or Greater Profits 


.the new chrome green NO-AAAR finish 

Hand Garden Tools will clinch your customers 
selection because of its obvious strength and 
durability. A sure trick for more Spring sales 
and greater profit. . . . Order TRUMP Hand 
Garden Tools today. Either individually or in the 
three-piece set illustrated. 



Loalfvllla. Kaafacky j iiTITZ. PA. 


NO-BCAR 

FINISH 


ANIMAL TRAP COMPANY OF AMERICA 

NUOAtA FAUS, OUT. 






TOOL OF 

1001 

USES! 


Profitable 
. . . Easy to Sell 

A demonstration fascinates 
every one who sees it and 
makes sales. This marvelous 
tool is a great window and 
store attraction. Our adver¬ 
tising in nation¬ 
al publications 
with 5,000,000 
monthly circu¬ 
lation directs 
buyers to you. 



LiBht Socket 



Does away with slow hand work. Uo 
volt A.C. or D.C. 13,000 r.p.m. For use 
at home, in shop or take to job. Us?s 
200 different acceiuories—grinds, pol¬ 
ishes, routs, drills, cuts, carves, sands, 
saws, sharpens, engraves. Retail price 
$10.75 and up. 3 Accessories FREE 

mODEL! 

25,000 r.p.m. For constant service, nothing 
else like this easy-to-handle tool for saving 
time end labor. The fastest, smoothest, most 
powerful tool for its *\j>e and weight, 12 os. 
^^th, 6''; diam. 1^^ Retail price $18.50. 
6 Accessories FREE 


Write for discounts and our special offer to 
place iu year hands a Demonstrator Outfit, 

CHICAGO WHEEL & MFG. CO. 

1102 W. Monroe Street 

CHICAGO, ILL. 
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“Always 
on the 
Track” 


Push Over 
Door Hardware 


iJOW you can 
meet the pop¬ 
ular demand for a 
‘^over - head" lift- 
type door at the lowest price on record, 
sweeping away all competition. 

ALLITH Push Over door hard- 

ware 9uu M the sales points—ALLITH Qual¬ 
ity, perfect action, no springs, no mainte¬ 
nance, no trouble, nothing to get out of 
order. Easy to. Install even on old doors 
when in good condition. 


Write TODAY for details and prices. 


ALUTH-PROOTY MFO. CO., Daiville, IH. 



For Those Who Want the BEST 


The outstanding quality nozzle 
in the SHERMAN line. Highly 
polished bronze, machined and 
assembled with precision. Built 
to last. Wrapped individually 
in alternate colors of Black 
and White tissue. One doz. in 
attractive Gold Covered Dis¬ 
play Box, trimmed with rich 
Black. size. 

Write for literature and samples 
SOLD THROUGH JOBBERS 

H. B. SHERMAN MFG. CO. 
Battle Creek Michisan 


aeo 


cd for the ensuing year: President, 
R. H. Westbrook, Riverside; first 
vice-president, M. D. Hammersley, 
Puente; second vice-president, Paul 
Rompage, Hollywood. J. V. Guil- 
foye was reelected to fill the impor¬ 
tant post of secretary-treasurer. Area 
directors are elected by a mail bal¬ 
lot by the members in each district 
at a later date. 

It is interesting to note that in 
selecting the president and first vice- 
president, the association elevated 
two men whose fathers are old-time 


retail hardware men. R. H. West¬ 
brook is the son of J. R. Westbrook 
of Riverside, who has been in the 
hardware business for 52 years and 
who formerly was associated with 
the Simmons Hardware Co. 

M. D. Hammersley’s father started 
in the hardware business 24 years 
ago, and is one of the original mem¬ 
bers of this association. Both these 
newly elected officers are rated as 
first-class hardware men in their 
ovm right. 


Texas Wholesalers' Meeting 

{Continued from page 70) 


Adolphus, as the guests of the 
Texas Hardware Boosters Club. 

Incumbent officers of the Texas 
Wholesale Hardware Association 
are: Charles E. Nash, Nash Hard¬ 
ware Co., Fort Worth, president; 
C. Stanley Roberts, Roberts, San¬ 
ford & Taylor, Sherman, first vice- 
president; Sol L. Levy, Black Hard¬ 
ware Co., Galveston, second vice- 
president, and Earl P. Singleton, 


Nash Hardware Co., Fort Worth, 
secretary-treasurer. 

Members of the Ebcecutive Com¬ 
mittee are: Raymond A. Slack, 
Huey & Philp Hardware Co., Dallas, 
chairman; W. W. Plowden, Sabine 
Supply Co., Orange; D. P. Seay, 
Morrow - Thomas Hardware Co., 
Amarillo, and Roy Smith, The Wal¬ 
ter Tips Co., Austin. 


North Coast Convention 

iContintied from page 72) 


merchandising efficiency . . . tell 
your story . . . you can’t sell it un¬ 
less you have it . . . other lines of 
retailing are going after the busi¬ 
ness more than hardware people 
who have apparently lapsed behind 
other common-ground retail outlets 
. . . salesmen should know what is 
in stock and what is advertised.” 

Convention matters occupied the 
attention of delegates during most 
of the meeting, but the 150 regis¬ 
tered hardwaremen enjoyed a 
luncheon and entertainment pro¬ 
vided by the Seattle Hardware Com¬ 
pany and the Schwabacher Hard¬ 
ware Co., Seattle, wholesalers. 

The complete roster of officers 
for the 1936-1937 term includes: A. 
R. Quackenbush, president, Eugene, 
Ore.; J. M. D. Hansberry, first 


vice-president, Seattle, Wash.; D. 
B. Chown, second vice-president, 
Portland, Ore.; and T. S. Coy, sec¬ 
retary-treasurer. Mr. Coy fills the 
vacancy caused by the resignation 
of Ray Cavanaugh, Auburn, Wash., 
who had served his association well 
for a number of years. 

The following were named to the 
board of directors: W. J. McKenzie, 
Goldendale, Wash.; Richard Fen- 
dall, Forest Grove, Ore.; J. G. Ben¬ 
nett, Seattle, Wash.; Roland Hub¬ 
bard, Medford, Ore.; F. A. Ernst, 
Seattle, Wash.; George E. Allen, 
Portland, Ore.; Ray McNair, Ban- 
don, Ore.; C. G. Jennings, Tacoma, 
Wash.; Neil Cockran, Snohonush, 
Wash.; and A. L. CaRo, Elma, 
Wash. 


Electric Hair Clipper 



Digitized 


Clipshave eliminates the use of 
blades, brushes, water, soap, lather, 
shaving cream or lotions. It is said to 
quickly and comfortably remove the 
toughest beard or finest hair, regardless 
of length, without clogging or getting 
dull and without injury to the skin. 
Operates on A.C. or D.C. current by 
plugging in socket and touching the 
starter wheel. It is supplied to operate 
on all voltages and may be ordered at 
no extra charge for special voltages. 
List price, $10. Clipshave, Inc^ 213 
Summer St., Stamford, Conn. 
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fRfiuAeitbi^ 

Qjulk 

ASBESTOS 

KINDLER WICKS 

FOR OIL STOVES, RANGE BURNERS 
AND HEATERS 
THE RAYBESTOS DIVISION 

of RaybostOB-fManhattan, Inc. 

Bridgaport, Conn. 


FIVE 

DIFFERENT 

SIZES 




FOR ALL 
TYPES OF 
.WICKLESS 
STOVES 





Grass Shears 

PRUNING SHEARS. HEDGE SHEARS 



No. 24 SF PRUNING SHEAR 

A Fast-soiling. Popular-priced Shear 
Every Dealer Should Carry in Stock. 


WE ALSO 

MANUFACTURE: 

Hes* Reefs 


Steel Goods 


Screen Hardware 


Rost Diggers 


Corn Planters 


Potato Planters 

OBd 

Numerous Other 
Spring ond Summer 
Items. 

Send for Cotolegs. 


Cleveland, 




REAL sales representa- 
Kves advertise in the 
"Sales Accounts Wanted" 
columns of the classi¬ 
fied advertising section 
of HARDWARE AGE. 






PHee GIG^ m Cgpf 
Cheek witk Order 


ALWAYS NEEDED! 

A MAotot 

WHOLESALE 
HARDWARE 
HOUSES eiriiBo 

Names and Addreasee; Capitaliaa- 
tiona; Lines Handled; Ta^toriae 
Covered; Number of Men Travelled; 
Names of Officera and Bujrara. 

U9efMa for 

PERSONAL SALES CONTACTS 
CREDIT DEPARTMENT 
DIRECT MAIL WORK 


HABDWARE AGE VERIFIED LIST 

aS9 W. S9th 8T., NEW YORK, N. Y. 


NO MORE "GYP" FLINT 

(AS PAR AS WE ARE CONCERNED) 

Effective January First, 1936, we have discon¬ 
tinued the manufacture of Flint Sandpaper in the 
8%'' X lOh” size. 

On and after that date we offer only our First- 
QualiW JEWEL Brand, full 9* x ir size, made 
from nrst-quality materials and packed either in 
the waste-saving Jewel carton or the time-saving 
Jewel shelf dispensing box. 

A Ovaala* J«w«l Abrativ* 

REST OP THE RITTER RRANDS 

And—b«$t of ail—Cennino Fir*r-(2Mlily 
JEWEL Sandpaper wHI coat you no more 
than the “acalpad” tixal N shUa F 

ABRASIVE PRODUCTS, INC. 

Manufacturers of Coated Abrasives for Wood, 
Metal, and Leather WoAing 
SOUTH BRAINTREE, MASS., UAA. 

A Canaral dascripHva catalos, now on the prott, 
lists many improved time and money-saving 
abrasives. 

Shall we reserve your copy. 

Just mail the coupon—Pin it to your letterhead if you prefer. 


Abrosive Preduets, Inc. 

South tralutree. Mass. 

Reserve my copy of your now cotalog (H,A,4) 

NAME . 
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Repairs Broken Firepots 
Protects New Ones 


A NEW DISCOVERY. A refrac¬ 
tory material (Indastrial oren type) 
that aarea atoTea and fuel. It makes 
Area burn hotter, repalra cracked or 
broken fire boxea. protects new castinits 
indefinitely. Ends smoke and soot, re¬ 
duces asbes. 

READY MIXED (no alibis) FIRE¬ 
LINE comes in sealed cans, ready to 
apply. Having tbe consistency of putty 
it is easily molded to flrepot walla in 
any thickness. Any honaewlfe can make 
her range better than new in a few 
minutes. Yon never have to alibi for 
FIRELINE. 

GUARANTEED to withstand 
F., not to crack, fuse or spall, 
FIRELINE does not have to be 
“babied”, does not have to be con¬ 
stantly replaced. 

WHEREVER FIRELINE has 
been introduced it has taken the com¬ 
munity by storm. From neighbor to 
neighbor it builds yonr trade, brings 
new customers to yonr store. It has 
obsoleted all mlx-and-smear-on stove lin¬ 
ings. Be the first in your territory to 
announce it. 


Hrtliao Slovt 4 Firiact Uiiif Ot. 
185t-B Kte9sbwv St., CUMfO 



SAMPLE 

FREE 


(Copr., J938, 

PUhrioo 

left Fiffbflfflt 


Co.) 



The best thing on earth 

for 

lawns and gardens 



FREE Salts Helps 

LOMA’S 1936 dealer advertis¬ 
ing material—new and colorful 
—includes: 

3 - Piece Window Displays 
— Counter Easels — Price 
Cards — Overhead Banners 
— Consumer Leaflets — 
"Good Gardening,” etc. 
Correspondence invited. 

L O M A 

61 Broadway, N. Y. C. 


Loma 

THE PERFECT PLANT FOOD 


in 


Michigan Convention 


(Continued 

sessions. Most of these panels were 
led by a selected group of Michigan 
retailers, with prepared material. 
These included: R. T. Davis, Ad¬ 
rian; C. H. Whitney, Merrill; Karl 
Katzenmeyer, Hillsdale; C. L. God- 
deyne, Bay City; Ira Kaufman, De¬ 
troit; M. Sagendorf, Greenville; N. 
J. Waters, Paw Paw; Thomas B. 
Burns, Detroit; Ford J. Otis, San¬ 
dusky; L. A. Straflon, Croswell; W. 
R. Wolfinger, Litchfield; and F. A. 
Reynolds, Niles. 

H. W. Bervig of Lansing, secre¬ 
tary of the Michigan Association, 
spoke on Wednesday on “Coopera¬ 
tion in the Hardware Industry,” tak¬ 
ing the novel position that the 
average retailer imposes too much 
upon the jobber in many ways. The 
ordering of too many small pack¬ 
ages, instead of ordering in not less 
than dozen package lots in most 
lines, was a common fault. Coopera¬ 
tion will give the jobber a chance 
to live, too. 

A. O. Eberhart, former governor 
of Minnesota, spoke at the noon 
luncheon, upon “Dollars and Sense 
of the Federal Housing Act.” He 
gave a very forceful exposition of 
the act, and what the retailer can 
do to take advantage of it. He took 
the hardware men “behind the 
scenes” in Washington on the politi¬ 
cal issues involved. 

J. Frank Grimes, founder of the 
Independent Grocers’ Alliance, Cin¬ 
cinnati, of Chicago, spoke on “Plan¬ 
ned Cooperation, the Coming Power 
in Marketing.” Mr. Grimes dealt 
with the related problems of grocery 
retailing, believing they were largely 
identical with those in hardware. 
He contended that the housekeeper, 
too, would profit by buying in larger 
quantities, instead of asking, for in¬ 
stance, for delivery of a package of 
tacks. Just because she could buy 
cheap was no reason why she 
should. Every time she followed 
such a policy, she helped to depress 
her own family income, since low 
prices mean lower wages in the long 
run. 

W. C. Judson, hardware dealer at 
Big Rapids, and new president of 
the association, discussed the new 
importance of table and open rack 
display, in contradiction to the older 
store policy of keeping most items 
on counters or in drawers, suggest¬ 
ing the practical sales appeal of the 
customer being able to pick up and 
handle goods. 

Ray Badger, dealer at Saginaw, 


Digitized 


from page 57) 

discussed “Organized Selling Out¬ 
side the Store” with especial refer¬ 
ence to the country and smaller 
town dealer. He advocated direct 
contacts with the trade, especially 
rural, in their homes, leaving equip¬ 
ment, especially electrical devices 
such as washing machines and 
separators, in order that the cus¬ 
tomer can come to like them—and 
then they will not want to give them 
up. 

Ray T. O’Brien of the Dealers’ 
Service Company, George Worthing¬ 
ton Company, Cleveland jobbers, 
spoke on “Know Your Competition,” 
citing comparative costs of chain 
and independent dealer operation 
again. He presented some fifty 
samples of comparative goods, from 
lawn mowers to one-inch chain store 
rope that measured Ys inches in¬ 
stead, and contended that chain 
store merchandise is commonly of 
inferior quality, lighter weight, etc. 
Chain store material in national 
mail order catalogs, he said, is usual¬ 
ly cheaper in price than the same 
item in the chain’s own stores, be¬ 
cause of the higher cost of doing 
business through a store, but the 
catalog material frequently fails to 
come up to specifications. He con¬ 
cluded that the independent dealer 
has a definite competitive advantage. 

John W. Reigel of the Bureau of 
Industrial Relations, University of 
Michigan, Ann Arbor, explained the 
provisions of current Social Secur¬ 
ity legislation affecting the retailer. 

A grand “Jamboree” on Thursday 
night at the Hotel Statler was the 
final social event of the convention, 
with an informal program of acts 
and entertainment—not a staged 
banquet. 

In addition to the business session 
on Friday morning, aR the time was 
taken up by two short speeches, one 
by H. A. Daschner, new field rep¬ 
resentative of the Association at 
Lansing, on “Planned Merchandis¬ 
ing,” discussing what steps the as¬ 
sociation is taking to instruct deal- 
e):s in adequate .store merchandising 
and display. 

Ralph L. Lee, executive engineer, 
and inventor, of General Motors, 
gave a closing talk on “How Your 
Customer Looks at You,” advocating 
eliminating the brusque attitude of 
many hardware salesmen, and cul¬ 
tivating the attitude of giving serv¬ 
ice, instead of feeling that the clerk 
is doing the customer a favor. 

HARDWARE AGE 
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SUPER APEX 

has a zinc coating almoat twice aa heayy as aome other wkidy and 
more or ieaa careleaalj adyertiaed linea. 

On top of thia zinc coating there ia baked a coat of high quality 
enamel thna reducing corroaion almoat to the Tanking point. 

THE UFE OF SUPER APEX 

in *^alt Air,^ moiature or gaaeona laden climatea ia almoat doable 
the life of cloth made by the old proceaa. 

STEEL — COPPER — GOLDEN BRONZE — SPECIAL ALLOTS 
ANTIQUE BRONZE — ALUMINUM 

HANOVER WIRE CLOTH CO. 

HANOTEB, PBNN8TLTAN1A 


SURE GRIP ROPE CLAMP 

Easily Tightened .... Easily Loosened 







/ 

TO POLE 


PATENTED MAY 1934 


only one of its kind! A pull on the rope tightens 
... a pull on the handle loosens it. Sturdy, 
efficient, unique. Takes 4 sizes of rope, from to 
In Malleable Iron Cadmium Plated or Solid Brass. 

Write for eample and low price. 

SURE GRIP ROPE CLAMP GO. 

98 MAGAZINE ST. NEWARK, N. J. 


Amazing Action Display FREE 


Retists akohnl. acid, water, 
strong soap or hot llauldi. 
Orlee In 2 hour* with a 
hard glotty surface. Four 
I _ sizes: 20e, 35«, 55e and 

w.2a 

Order from Your Jobber Howl 

THE SHCmiLO IRONZE POWDER A STENCIL CO. 

30 oo weodWH m.. ci.v*i«4. oue wsm^msaaim 



ES AND SPRAYS 


in a full assorfmenf of styles and 
types and in a wide price range 
can be had in 


ALLEN'S 

iRviH 

SUPREME 

■|Rg|g 

LINE 


FREE CATALOG *"•" « *>lo. 

log containing over 1 
100 items profusely illustrated with halftones 1 

[ ask vour I 

1 JOBBER 

and full color plates. Write today. 1 

1 W. D. ALLEN MFG. CO- 

1 S66 W. Lake Street, Chicago, Illinois 1 
J 28 Warren St., New York City, New York 1 


t-n AlJ / i’/vf r 


TROWBRIDGE 
GRAFTING WAX 

Best known Grafting Wax for 86 years. Used and 
endorsed by leading authorities in horticulture the 
world over. Preferred by most nurserymen and 
orchardists— 

For Grafting, Budding and After Trimming 

all kinds of fruit and ornamental trees, shrubs, vines, 
etc. Also for painting tree cuts and bruises. New 
H and 1 lb. pkgs.; also 5 and 10 lb. containers. Another 
fine product is TREEKOTE Emulsion for dressing, prun¬ 
ing and grafting all types of tree wounds. ■ 1 pt. to 5 gal. 
cans. Write for prices. 

WALTER E. CLARK & SON, Box E, MHIord, Conn. 





NO. 860^ 
LIST PRICE 

IQO-i 

1 COM 


,e* 



PAINT 
SPRAYE RS 


Fast, efficient "professional type" 
electric spray outfits for all general 
painting, etc. List at only $5.00, 
$14.00, $20.00. Auto power sprayers $2.60 
and up. Splash feed oil system, new type 
diaphragm compressor, steady pressure, no 
cylinders, pistons or rings to wear out. 
Quality at low cost. 


DEALERS 

Write for com¬ 
plete details 
of models, 
prices and 
discounts. Sell 
Speedy 
Sprayers right 
off your coun¬ 
ter. 


W. R. BROWN CO. 2014 N. Major Ave. CHICAGO 
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BIG $1.00 ITEM 

REPUCEMENT DUST RAftS FOR 
ALL MAKES VACUUM CLEANERS 

Note TbcM PMtiirw: iMtaot Fasttocrt 
ExpMi StuMillM Hlihwt Quality Twill 
Cbolca of Colon Attnwtivoly Boxo4 
IF« also mako: 

ELECTRIC HEATING PADS. BIG $1 ITEM. 
MANGLE ROUER COVERS. 50^ ITEM. 

OHIO TEXTILE SPECIALTY CO. 

3444 W. 54th St. Claveland. Ohio 


The Original 
^HORSESHOE MAGNET** 
HAMMERS 

Steel Fonrlngfl, PemiA- 
nent Magnets. The beet 
magnet hammers on the 
market Give long and 
satisfactory service. The 
Hammer holds the taok. 

ARTHUR R. ROBERTSON 

Sale Mmnufmeiurer 
B96 AUaaUo Ato., Bootos^ Maos. 


KEY BLANKS 


OF ALL KINDS 



Catalogue on Request * 


GRAHAM MFG. CO. 

Dept. W. 

Derby. Conn.. U. S. A. 




Retails 
For 18 Cents 

—at thU low price Oardlnor 
Bepair>AlI (Acid-Core) Solder 
meeti chain store competiUoa 
and still allowf a nonaal 
profit. 

This exceptionally hlsh grade 
solder is packed in handy and 
ai— I. I •ttwwstlTo cans—10 cans in a 
anpUjriHB. 

ih nMnin everywhere can supply 

lh.8pools. wu with gonnlne G^er 

Solder. 



4821 So. Campbell Ave., Chicago. III. 


BURDEN 

Horse a Mule 
Shoes 

Hand puddled 
bar Iren and 
Iren rivets 



BURDEN IRON COMPANY 


TROY, N. Y. 



MOUNTED ON THIS 


"SALESMAN" 


Colorful, fast-telling dis¬ 
play holds dsz. clippers Q 
85^ ea. Gsod profit. Ask 
your Jobber. Send for cata- 
leg prise sheet. 


The H.C.COOK CO. 


ANSONIA. CONN. 


Stimulate Interest in Tools 

{Continuad from page 35) 


some company such as the Car¬ 
borundum Company, Disston’s or 
one of the paint companies, is 
present at each meeting. Facili¬ 
ties for showing moving pictures 
and for giving actual demonstra¬ 
tions of tools are provided, so that 
the lecturer is given every oppor¬ 
tunity to put his talk across. The 
discussions following each lecture 
are one of the most interesting 
phases of the meetings. 

An important stimulus to atten¬ 
dance are the door prizes awarded 
at each meeting. As the members 
arrive they are each given a num¬ 
bered slip. At the end of the 
meeting a drawing is held and the 
member holding the number 
drawn is awarded the prize. Such 
prizes as |2 sharpening stones or 


$5 Disston saws are well worth 
winning. 

On meeting nights the tool de¬ 
partment comes in for a lot of 
attention before and after the lec¬ 
ture. New machines are set up 
and demonstrated, and all ques¬ 
tions willingly answered. Adi 
types of tools may be examined 
at close hand, degrees of quality 
compared—and desires stirred that 
latter result in sales. 

The Fleck store finds it well 
worth while to build up their 
Handicrafters’ Club and their tool 
department. The interest aroused 
in the community stimulates the 
demand for tools, and Fleck’s is 
naturally the place where these 
topis are bought. 


A Luminous Store Front 

{Continued from page 32) 


Fixed Charges 

Per Year—Depreciation at 20% per year. $100.00 

Interest at 6% per year. 30.00 

Insurance (assumed). 15.00 


$145.00 

Per month . $12.08 

Operating Charges 

Per month—Energy (at 4c. per kwh.) (5 hrs. per day).... $12.00 

Lamps (1.8 renewals per year). 3.50 

Maintenance . 5.00 


$20.50 20.50 


Total cost per month. $32.58 

Circulation per month (in thousands). 75 

Cost per thousand circulation. $00.43 


This figure, which is based on 
a more or less average type of 
display and conservative circula¬ 
tion, may be compared with the 
cost of $3.00 to $5.(K) per thousand 
for newspaper advertising, street 
car cards at $1.00 per thousand, 
or even the $1.00 a day for a sand¬ 


wich man. It may be pointed out, 
furthermore, that the luminous 
store front does its advertising di¬ 
rectly at the store, whidi is the 
point of sale, an advantage not 
offered by various other advertis¬ 
ing media. 


Razor Blade Sickle 



Gras shaver, for trimming lawns, 
hedges and shrubbery, utilizes razor 
blades for a cutting edge. Old blades 
may be used. Damaged blades can be 
easily and quickly replaced. It is set at 
correct edge for esiest cutting. Made 
of forged steel. List price, with blades, 
$1. Gras Shaver Co., Ames Bldg., Bos¬ 
ton, Mass. 
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X. Sizes 
for all 
shoes. Sold 
by Leading 
Jobbers. 

Send for , 

Samples | 
and Prices. 

STAR HEEL PLATE CO., 



COLORTOP 



SHOCKPROOF 



Sell Because They Tell 

Trico Fuses are made with COL¬ 
ORED tops—customers may secure 
any SIZE wanted from 6 to 30 
Amperes by simply mentioning the 
COLOR. There’s a distinct COLOR 
for every size. The top of every 
Trico COLORTOP Fuse is also 
made SHOCKPROOF. Cadmium 
Plated Metal Parts prevent corro¬ 
sion and insure better contact —3 
features that help make gutcfc sales. 
Every COLORTOP fuse bears the 
new “Underwriters' Label.” Packed 
in handy five-unit cartons of 50 
fuses—10 cartons in attractive 7- 
color Counter Disp. Box. If your 
Jobber cannot supply—write to us. 

TRICO FUSE MFC. CO. 

MILWAUKEE Dept. H WISCONSIN 


Inc/ua^etUme/Uiie^ with this new all-metal 

REVOLVING DISPLAY CABINET.^ fREEl 


^ With an order for only 72 window 
front packets of Moore Push-PinSy 
r glass and aluminum heads, and push- 
less hangers, you can receive absolutely 
free, this new, attractive revolving dis¬ 
play cabinet . . . Dealers everywhere have 
told us that sales literally jumped the 
day they placed it on their counter. 
Start this very day to increase yoiu: i 
dime sales.. .order from your jobber, 

MOORE PUSH-PIN CO.^K 

113-125 Berkley St., Phila. 



C&L 


^ f 





600A TORCH 

an unusual value 
at a popular price 

This fine-cpiality tool is priced 
to appeal to the man who 
wants a folly enclosed homer 
and lock-down pomp. The 
tank is finished in highly pol¬ 
ished brass. It is strongly con¬ 
structed and produces a pow¬ 
erful, well - controlled flame. 
C&L 800 and C&L 158A are 
two more low-priced torches 
suitable for the occasional user. 

WtUm for fotdmr tm thm 

CLAHON A LAMIERT MFQ. CO. 

cerett. MMilgaii 

Makers of World's Lorgost Soiling Firopois 


SURE-GRIP Hose Clamps 


"Wn 

[IIIIIIIIIK fOTItiriS] 



"Sure-Grips" have no raw 
edges to corrode because they 
are galvanized after all machin¬ 
ing operations are completed. 
"Sure-Grips" fit tightly — and 
perfectly — on every hose. 
Clamps for special uses made to 
your own specifications.. 

Ask your jobber—or write 
us direct for price list. 

J. R. CLANCY, Inc. 

Syracuse N. Y. 



To c o mpletely tetisfy your customers, aslc yeor jobber for COLUMBIAN 
Tape^Marhed, You cen tell it by the Tape-Marker in all sites and 
the red, white and blue surface markers in ^ indi diameter and larger. 

Columbian Rope Company, Auburn, •'The Cordage O'ty", N. Y. 


WATERPROOFED - GUARANTEED 


Silver Lake Sash Cord 

GUARANTEED FOR 20 YEARS 

Identified by the name SILVER LAKE 
stamped on every foot of cord. 

EDDYSTONE —a superior sash cord 
long wearing and of high quality. 

### 

PELHAM—guarantees satisfaction. 
NuCORD—a medium priced sash cord. 
BENG.\L—a good competitive cord. 



I UBEHAN KS 

our exclusive Put-Up 
Silver Lake Co. 

99 Chauncy Street, 
Boston. Mass. 


for Safety and 

Satisfaction 

^ ACCO 




sV/^ WELDED and WELDLESS 

Igplr CHAIN 

Made by the World's Largest 
Manufacturer of Welded 
And Weldless Chain. 

I \ American Chain Company, Ino. 

I Bridgeport, Conn. 

^ , / World'! Largest Manufacturer 

^ _ of Welded and Weldless Chain 

BUSINESS FOR YOUR SAFETY 
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Classified Opportunities Section 


Use this section to reach Hardware Manufacturers, Manufacturers* Agents, 
Jobbers, Jobbers* Salesmen, Retailers and Retail Salesmen 


• CLASSIFIED ADVERTISING RATES 


PMitlons Wanted Advertitements 

•t ipeolal rate of one eont ■ word, mlBi* 
mum SO eonte per insertion. 

Aa OtiMr ClastNIcatloffM 

Set Solid, Maximnm of SO words.$3.00 

Eaeh additional word.06 

All Capitals, Maximum of SO words. . 4.00 

Bach additional word.06 

Allow Seven Words for Koyod Addrmas 
l oMO d DItptay ItatM 

1 inch .SS.OO 

Each additional Inch. 4.00 


4 insertions, 10% oEi 8 Inssrtiona 1S% off. 
Due to tho spoeial rato, these diseounts do 
not apply on Positions Wanted Adrertise- 
ments 

REMIHANCE MUST ACCOMPANY ORDER 
Send cheek or money order, 
not currency. 

— • — 

HARDWARE AGE is published every other 
Thursday. Classified forms close 13 doys 
prcTlous to date of publication. 


NOTE 

Samples of Literature, Mer¬ 
chandise, Catalogs, etc., will 
not be forwarded. 

Addr m yor eo r r aipem i t w ■■■< i api l a i to 

Hardware age 

Claatified Opportuniiiet Dept. 

mWMt 39th St., Nmv York City 


Sales Representatives Wanted 


Sales Representatives Wanted 


Sales Representatives Wanted 


WANTED — EXPERIENCED HARDWARE 
SPECIALTY SALESMAN to call on builders* 
hardware trade. Old-established nationally known 
line. Some engineering knowledge desirable. 
Iowa, Kansas-Missouri or Dakotas territory- Ref¬ 
erences required. Address Box B-989, care of 
Haiidwaeb Age, 239 W. 39th St., N. Y. City. 


WANTED — SALES REPRESENTATIVES 
NOW CALLING on the retail hardware trade in 
the states of^ New York, Pennsylvania, Indiana 
and Wisconsin to represent a reliable manufac¬ 
turer of hickory tool handles. Address Box F, 
Puxico, Mo. 


EXTREMELY ACTIVE 
AND quick repeating insecticide, who call upon 
hardware, grocery and drug trades, wholesale 
and retail. Commission basis. Offers fine oppor- 
tunify for permanent and profitable oonnectiou. 

care of HAanwAaE Ace. 239 
W. 39th St., N. Y. City. 


NATiailAtLY KNOWN MANUFACTURER 
18 LOOKING FOR AN 
EXPERIENCED HARDWARE MAN 
Afc 8$ to 40 jrtars. to take ohsrge of their New 
York Ofliee. Ofltee hsi been etUbllsbod twelye 
yean. AppUeaot miut be acquainted with Jobblnf 
trade in lutropoUtan Dhtrlct. Philadelphia. Bal- 
khmira. Washington and Virginia. Salary and 

Addrw Bax eara af HARDWARE AGE. 

280 W. StUi 8t. New Yark City 


IF YOU CAN SELL PADLOCKS and latches 
in Ohio, West Virginia and Western Pennsyl¬ 
vania on commission basis, write, giving your 
qualifications and lines now being sold. Address 
Box B-1000, care of Hardware Age, 239 W. 3SHh 
St., N. Y. City. 


S ALE SMEN I 
WANTED! 

The STANDARD Door 
Qoeer offers opportu¬ 
nity for added profit 
to established salesmen 
calling on hardware, 
lumber and building 
supply dealers. A high- 
grade device for screens 
and moderate weight 
doors. Compact and de¬ 
pendable, using liquid i i 

checking medium. | i 

Priced under other by- || 

dranlic closers. Inquir¬ 
ies from competent sales- | i 

men are invited; they || 

will be held in strict i 

confidence. ! i 

KAYWOOD COMPANY i 

Benton Harbor 9 Mich. 


Sales RepresenfaHves Wanted 

To sell leather half soles and rubber beels to 
Jobbers -In New England, Obio. Indiana and 
Southwest. Straight commission on all orders re¬ 
ceived from territory. Line established in 1920. 
THE HAGERSTOWN LEATHER COMPANY 


Hagsrstown, Maryland 


WELL-ORGANIZED SPONGE AND 
CHAMOIS firm needs two men for South and 
West. Strictly commission. Ideal as a sideline 
for those knowing wholesale and larm retail 
hardware trade. Address The Dan M^oy Co., 
253 N. 4th St., Philadelphia, Pa. 


-SALESMAN WITH FOLLOWING IN RE¬ 
TAIL hardware trade to sell full line of clec- 
tncal rapplies, plumbing supplies and hardware 
specialties. lotion open with a progressive Ter- 
My jobber. Prefer man familiar wuh Southem 
Jei^y trade. Liberal commission. Write details 
and references. Address Box B-994, care of 
Hardware Age, 239 W. 39th St., N. V. City. 


MEN to handle product of old-estabUshed manu¬ 
facturer. High-mde hem with steady rcMat 
bumnms. Liberal commissions. Prefer men with 
following in hardware and agricultural snpply 
trade. Please state exact terrifory covered. Ad- 

Vv'”9th“t®H a„w*« Ao.. 239 


WANTED — HARDWARE SIDELINE 
SALESMAN — EXPERIENCED and well ac¬ 
quainted in department stores, retail, hardware 
and garden suppW houses for selling fast moving 
item. Address Box B-975, care of Hardware 
Age, 239 W. 39th St., N. Y. City. 


A W E L L - K.N O W N MANUFACTURER 
WITH an attractive line of modem kitchenware 
wants m active, experienced salesman for north¬ 
ern Ohio and northern Indiana. References. Ad¬ 
dress Box B-990, care of Hardware Ace, 239 
W. 39th St., N. Y, City. 


SALESMEN DESIRING PERMANENT 
CONNECTION WITH reliable corporation man¬ 
ufacturing finest fastest sdlcrs, call on fnraitnre, 
hardware, department stores, ^so jobbers, either 
whole or part time. Address—Dustmaster Corn., 
Dept. H-3, 600 First Avenue North, Minneapolis, 
Minnesota. 


SALESMEN TO SELL PAINT BRUSHES, 
on comimssion, to hardware stores and paint deal- 
crs. High-grade line made by an dd-establiabed 
brush factory in New York. Oi^ those with 
established business need apply. State age, ex¬ 
perience, territory covered and firms now repre- 
Mnting. Address Box B-997. care of Hardware 
Ace, 239 W. 39th St., N. Y. City. 


aX A X 1 V I!# XMJSsW 

YORK WHOLESALE hardware, housefumish- 
ing and electrical goods .house requires the ser¬ 
vices of several men for Metrmlitan area. Long 
Island, Westchester, Jersey!; Mnsf ‘ ‘ 



Box B-996, care of Hardware Age, 239 W. 39tb 
St.. N. Y. City. 


ESTABLISHED MANUFACTURER HAS 
SEVERAL OPENINGS exclusive territories. If 
you are now calling regularly on hardware, mill 
and contractor sup^y trade and can add several 
good items to your line, commission basis, our 
proposition will interest you. Address Box 377, 
Toledo. Ohio. 


HARDWARE MAN WANTED TO CALL on 
industrial trade in Greater Boston. We prefer 
a middle-aged man who has contacts with indus¬ 
trial buyers. Liberal commission. Tell us all 
about yourself and give references. Address Box 
B-992, care of Hardware Age, 239 W. 39th St., 
N. Y. City. 


# Business Opportunities 


WANTED—ONE SECOND-HAND REVOL- 
VO NaH Bin. Capacity fifty kegs. Apply P. O. 


FOR SALE—OLD-ESTABLISHED HARD¬ 
WARE business, inventory value about six thou- 
mud. ^ Good ^ location in town of seven thousand' 
inhabitants, in one of the best farming ooundes^ 
in southeast Alabama. Address P. O. Booc 53,. 
Troy, Ala. 


SALESMEN CALLING ON THE PAINT and 
hardware trade, to handle sideline of gummed 
labels with a give-away premium; lowest prices 
on labels, and premium gets the order for you. 
Large commissions paid daily. Men wanted in 
all territories. Write, do not call. Address 
Safeway Company, 92 Liberty St., N. Y. City. 


FOR Sale — ten-foot double-face 

horizontal electric sign. The word—'Hardware- 
in red neon letters, one foot high. Firm 
can be changed easily. Cost $350. Used three 
years. Good condition. Compile for quick sJe. 
$85. Address Chester Weis, 314 B. 8ih St., 
Monroe, Mich. 
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CONTACT YOUR TRADE REGULARLY 
WITH business-buildinf; house organ. Low cost 
—big returns. 500 copies, $10; 1000. $15. Your 
ad has full front page. Enclose with statements, 
letters. Manufacturers, Jobbers, dealers, agents 
—get sample. Address Crier’s Agency, 1840 E. 
87th St, Cleveland, Ohio. 

FOR SALE —PRIMARILY WHOLESALE 
HARDVV'ARE and iron works in prosperous city 
of the Southwest, serving population of over 
100,000. Business shows uninterrupted profits 
over many years. Purchase price $200,000. 
Parties contemplate retiring from business. Onlv 
well-financed and legitimate prospects considered. 
.Address Box B-998, care of Hardware Age, 239 
W. 39th St., N. Y. City. 


Sales Accounts Wanted 


OUR ESTABLISHED SALES ORGANIZA¬ 
TION CONTACTING hardware, mill supply 
and hating and plumbing supply jobbers, also 
lar^ industrial plants in the New York Metro¬ 
politan District, desires additional items on a 
commission basis. Correspondence invited. Ad¬ 
dress Parry Engineering Co., 154 Nassau St., 
N. Y. City. 

SALES ORGANIZATION WANTS LINES 
EXCLUSIVE for the States of Alabama, Geor^a, 
North Carolina and Florida. Trade covered— 
wholesale and retail ^ hardware, drug, chain and 
department stores. Lines accepted must be worthy 
of real sales effort and pay small retainer and 
expenses with a bonus tor volume. We have 
the ability to give you proper results. Address 
Taylor’s Sales Service, Box 744, Lakeland, Fla. 



A WESTERN CANADA MANUFAC¬ 
TURER'S AGENT, selling to wholesale 
hardware, department stores and 
builders' supply houses, is interested 
in arranging to represent a few large 
manufacturers. 

Adtfm* Box B-974. eve of HARDWARE AGE. 
239 W. 39th 8t.. N. Y. City 


SALESMAN WITH WIDE ACQUAINT- 
ANCE AMONG the wholesale hardware trade in 
Middle West and South seeking connection with 
manufacturer. 11 years in this territory. Single. 
Salary or drawing account. Address Box No. 
7581-A, care of Hardware Age, 10 S. La Salle 
St., Chicago, HI. 


SALESMAN WITH SEVEN YEARS’ EX¬ 
PERIENCE in contacting hardware and house¬ 
furnishing jobbers, also department stores, in 
Metropolitan New York area, desires position with 
reputable manufacturer as New York salesman. 
Address Box C-1, care of Hardware Age, 239 
W. 39th St,. N. Y. City. 


SALESMAN WITH ESTABLISHED FOL- 
LOWING AMONGST hardware, house furnishing 
and variety jobfbers, also contact department 
and chain stores in Metropolitan New York area 
desires connection with reputable manufacturer. 
Address Box B-978, care ot Hardware Age, 239 
W. 39th St., N. Y. City. 


EXPERIENCED SALESMAN, AGE 40, 
WANTS job selling merchants or manufacturers 
in the Tennessee \ alley Territory. Prefer hard¬ 
ware or automotive line from jobber or manufac¬ 
turer. Can arrange to warehouse stock here if 
desirable. Commission or salary basis. Address 
P. O. Box 279, Florence, Ala. 


SITUATION WANTED BY YOUNG MAN, 
tfhirty-two years of age, at present employed in 
retail store. Capable of managing store, having 
had seventeen years* experience both in wholesale 
j and retail as buyer and salesman. Address Box 
C-2, care of Hardware Age, 239 W. 39th St., 
I N. Y. City. 


SALESMAN WITH 14 YEARS’ CONTACT 
selling the reputable hardware, mill supply, and 
industrial fields in and about Metropolitan New 
York, would consider a sales construction job for 
a product backed by a reputable manufacturer. 
References will stand rigid investigation. Ad¬ 
dress Box B-999, care of Hardware Age, 239 W. 
39th St., N. Y. City. 


Positions Wanted 


YOUNG LADY OFFICE MANAGER. BOOK¬ 
KEEPER, stenographer, 7 years' experience re¬ 
tail hardware, electrical appliances, house furnish¬ 
ings and heavy hardware. Credits and collections. 
Good education, honest, dependable, good worker, 
thorough. Excellent record. Highest references. 
Age 28. Of good family. Good moral habits. 
Will go anywhere. Address Box B-982, care of 
Hardware Age, 239 W. 39th St., N. Y. City. 


MANUFACTURERS' AGENT, 31, WITH 
FOLLOWING in Western Pennsylvania, Ohio 
territory, would like to carry fast-selling item 
to hardware, electrical, radio, furniture and de¬ 
partment trade on commission and overage basis. 
Past experience in electrical item, radio midgets, 
food mixers, fans, lamps, skates, etc. Address 
C-4, care of Haedware Age, 239 W. 39th St.. 
N. Y. City. 


EXPERIENCED IN HARDWARE, HOUSE- 
FURNISHINGS. ELECTRICAL, plumbing. miU 
and factory supplies; store departmentizi^ aad 
display^ work, also considerable experience in win¬ 
dow trimming doing my own show card and sign 
work. Desire to locate for a permanent position 
where hard work and good sales work will be 
appreciated. Address Box C-3, care of Hard¬ 
ware Age, 239 W. 39th St.. N. Y. C. 


CAPABLE AND CONSCIENTIOUS HARD¬ 
WARE MAN needs work. Experience covers 
cutlery buyer and department manager for large 
New England jobber; also fifteen years covering 
New England States for nationally-known hard¬ 
ware manufacturers. Would like job in sales 
department of manufacturer or jobber or New 
England sales representative. Address l^x B-991, 
care of Hardware Age, 239 W. 39th St., N. Y. 
City. 


AN EXPERIENCED SALESMAN OFFERS 
HIS services to a manufacturer who is seeking 
a reliable productive salesman to cover the West¬ 
ern States, calling on the hardware and auto¬ 
motive jobbing trade. Thoroughly experienced in 
sales direct to user, as well as throogh jobber 
and dealer. Also operation of branch sales of¬ 
fices and warehouse. Can arrange to warehouse 
stock if desirable. Will locate anywhere for per¬ 
manent, salaried position. Address 660 Lincoln 
St., Denver, Colo. 


TRAVELING SPECIALTY SALESMAN 15 
' YEARS’ EXPERIENCE covering 36 States sell- 

—- ing to wholesale hardware, auto, factory, plumbing, 

EXPORT EXECUTIVE, LONG EXPERI- sporting goods, large industries, railroads, con- 
ENCE, at present employed by New York Ex- tractors, large retail hardware, furniture and seed 
porter, would prefer employment with manufac- jobbers. Clean cut, active, convincing, experienced 
turer. New York, or New England. Address in demonstrating and advertising. Address Box 
Box B-984. care of Hardwabb Age, 239 W. 39th B-944, care of Hardwaeb Age, 239 W. 39th St, 
St., N. Y. City. N. Y. City. 


HardwarB Peraonnal 

Our aiw oontaln •ppUcstloiit of moral boadrod es- 
pwrloneod and woU-tralnod mployoot In tbo hard- 
waro InduttrlM. 

NO CHAR6E TO EMPLOYERO FOR THIS 
SERVICE 

If we ean be of any bolp to you, josi pbono 
ASSOCIATED PLACEMEMT BUREAU 
152 West 42ad Btroot Nov York City 

WI8. 7-l8t2. ISM 


Some Items of Interest 


Did you know that 


Nine out of ten (92^^) of the advertisers using the national hard¬ 
ware papers during 1935 used Hardware Age! 

and 

Seven out of Ten { 69 %) of those who used Hardware Age dur¬ 
ing 1935 used Hardware Age ONLY. 

This great advertiser preference for and confidence in Hardware 
Age has been built up year by year as more and more manufac¬ 
turers experienced its effectiveness as an instrument for cultivating 
the great hardware market. 

Advertisers, experienced in marketing through the hardware trade, 
know that it Pays to Concentrate in Hardware Age. 
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Abrasive Products, Inc.. 

Alabastine Co. . 

Alladin Industries, Inc. 

Albion Mfg. Co. 

AUen Mfg. Co.. 

AUcn Mfg. Ca, W. D. 

Allith-Prouty Mfg. Co. 

Aluminum Goods Mfg. Co. 

American Brass Co., The. 

American Can Ca. 

American Chain Co., Inc. 

American Cyanamid & Chemical 

Corp. 

American Fork & Hoe Co. 

American Gas Machine Co., Inc. 
American Pad & Textile Co.... 

American Safety Razor Co. 

American Sheet & Tin Plate Co. 

CU. S. Steel Corp. Subsidia^) 
American Steel & Wire Ca 
(U. S. Steel Corp. Std)sidiary) 

American Weekly, The. 

American Wire Fabrics Co. 

Ames Baldwin Wyoming Co.... 
Animal Trap Co. of America... 

Arcade Mfg. Co. 

Archer, Daniels, Midland Co... 

Armstrong Bros. Tool Co. 

Armstrong Mfg. Co. 

Atkins & Co., K C. 

Atlas Tack Corp. 

Auditonum Hotel . 


Babcock Ca, W. W. — 

Baker Brush Co. — 

Barrett Companv, The. — 

Barton Corporation, The. — 

Bassick Company, The. — 

Behr*Manning Corp. — 

Bellevue-Stratford Hotel . — 

Bemis & Call Co.110 

Benjamin Franklin Hotel. 98 

B^hlehem Steel Company.21,22 

Bissell Carpet Sweeper Co. —> 

Blair Mfg. Co. 83 

Blaisdell Pencil Co. — 

Bommer Spring Hinge Co. — 

Boston Varnish Co.. — 

Boston Woven Hose & Rubber 

Co. 110 

Boyle Co., A. S. — 

Bridgeport Hardware Mfg. Corp., 

„ The . 65 

Bnggs & Stratton Corp. 77 

Brown Co., The E. C. — 

Brown Co., W. R. 103 

Brush-Nu Co. — 

Buckeye Aluminum Co., The.. — 

Bunting System, The. — 

Burden Iron Co. 104 


C-K-R Ca, The. 

Car Products Co. 

Carborundum Co. 

Chain Products Co.. The. 

Chase Sbawmut Co., The. 

Cheney Hammer Corp., Henry. 

Chicago Lock Co. 

Chicago Rawhide Mfg. Co. 

Chicago Roller Skate Co. 

Chicago Spring Hinge Co. 

Chicago Wheel & Mfg. Co..... 

Chisholm-Ryder Co., Inc. 

Clancy, Inc., J. R. 

Dark Bros. Bolt Co.. 

Clark Co., The J. R. 

Clark & Son, Walter E. 

Clarke Sanding Mch. Co. 

Clayton & Lambert Mfg. Co.... 

Clemson Bros., Inc. 

Develand Wire Spring Co., The 

Douser Bros. 

Dover Mfg. Co. 

Cobum Trolley Track Co. 

Coleman Lamp & Stove Co., The 

Collins Co., The. 

Colson Corp., The. 

Columbia Steel Co. (U. S. Steel 

Corp. Subsidiary) . 

Columbian Rope Co. 

Commercial Factors Corp. 

Continental Screen Co.. 

Continental Screw Co. 

Continental Steel Corp. 

Cook Co., The H. C. 

Corbin Cabinet Lock Co. 


Corbin Screw Corp.. The. 97 

Cross & Co., Inc., W. W. 76 

Cyclone Fence Co. (U. S. Steel 
Corp. Subsidiary) . 5 


Keystone Brass & Rubber Co... — 

Keystone Steel & Wire Co.. 10 

Kingston Products Corp. — 

Klein & Sons, M. 90 


Dazey Chum & Mfg. Co., The. 14,94 
De Laval Senator Ca, The.. — 

Deming Co., The. — 

Dickson Weatherproof Nail Co. 26 

Dietz Ca, R. E. — 

Disston & Sons, Inc., Henry.... — 

Dixm Crucihle Co., Joseph. — 

Domes of Silence. 110 

Dreadnaught Sanders. — 


Eagle Lock Co.. — 

E^gle Mfg. Co. 95 * 

Elasy Washing Mach. Corp. — 

Edlund Co. — 

Elastic Tip Co. — 

Electric Soldering Iron Co., Inc. — 
Enterprise Aluminum Co., The — ! 
Evansville Tool Works, Ina.... — 

Everedy Co., The. — 


Faultless Caster Corp. — 

Ferry-Morse Seed Co. — 

Fireline Stove & Furnace Lining 

Co.. . 102 

Flexible Steel Lacing Co. — 

Florence Stove Co. 110 

Fowler & Union Horsenail Co. — 

Frantz Mfg. Co. — 

Frigidaire Corp.18*19 


Gardex, Inc. — 

Gardiner Metal Co. 104 

Gardner-Denver Co. — 

Gem Safetv Razor Corp. — 

General Electric Co., Bridgeport, 

Conn. — 

General Electric Co., G. E. Re¬ 
frigerator Div. 71 

General Electric Co., Hotpoint 

Refrigerator Div. — 

General Electric Ca, Nela Park, 

Develand, Ohio . 24 

Gibbs & Son, Inc., W. A. — 

Gibson Electric Refrigerator 

Corp. 87 

Gilbert A Bennett Mfg. Co. 97 

Gillette Rubber Co. 81 

Glidden Company, The. 75 

Goodyear Tire A Rubber Co_ 79 

Graham Mfg. Co. 104 

GrasselH Chemical Co., Inc., The — 

Gray A Dudley Co.. — 

Greenfield Tap A Die Corp. 86 

Greenlee Tool Co. 84 

Griffin Mfg. Co. 93 

Gulf Refining Company. — 


Hamilton Beach Mfg. Co. 20 

Hanover Wire Doth Co. 103 

Hanson Scale Co. — 

Harris Hdw. A Mfg. Co., Tnc., 

D. P. — 

Hazard Insulated Wire Works — 

Heinn Co., The. — 

Hillerich A Bradsby Co., Inc... 1 

Hindley Mfg. Co. — 

Hoppe, Inc., Frank A. — 

Hotd Auditorium . — 

Hotel Bellevue-Stratford - — 

Hotel Beniamin Franklin. 98 

Hoyt A Worthen Tanning Corp. — 
Hustler Corporation . — 


Independent Lock Co. 87 

Indiana Steel A Wire Co... 88 

Ingersoll Steel A Disc Co. — 

International Harvester Co. of 

America, Tnc. — 

International Housewares Show — 
Irwin Auger Bit Company, The 110 


— I Lander^ ^ Clark. 

Libbey-Owens-Ford Glass Co.... 
Lincoln-Schlueter Floor Machine 

Ca. 

Link-Belt Co.. 

Lockwood Hdwe. Mfg. Co. 

Loma . 

Lowe Bros. Co., The. 

Lufkin Rule Co., The. 


McKinney Mfg. Co. — 

Malleable Iron Range Co. — 

Marble Arms A Mfg. Co. - 

Master Lock Co. 69 

Maydole Tool Corp., David.... — 

Merchandise Mart, The. — 

Metal Sponge Sales Corp.. — 

Micklin Mfg. Co. — 

Mid-States Steel A Wire Co.... —•* 

Midway Chemical Co.. — 

Miller, Inc., Robert E. 110 

Millers Falls Co. — 

Minnesota Mining A Mfg. Co... — 

Moore Push Pin Co. 105 

Morse Twist Drill A Machine 

Co. — 

Moulton Ladder Mfg. Co., The 110 
Murphy's Sons Co., Robert.... — 
Musselman Products Co., The.. — 

Myers A Bro. Co., The F. E. 6 


Richards-Wilcox Mfg. Ca. — 

Ridge Tool Ca, The. ”■ 

Rixson Co., The Oscar C. — 

Robertson, Arhtur R. 104 

Rochester Sash Balance Co., Inc. — 

Rubberset Co. .. — 

Ruby Chemical Ca. — 

Russell, Burdsall A Ward Bolt 

A Nut Co. 11. 12 

Russia Cement Co. — 


Samson Cordage Works. — 

Sandvik Saw A Tool Corp. — 

Savage Arms Coi^. — 

Scl^cht Rubber M^fg. Co. — 

Schaible Foundry A Brass 

Works Co., Inc., The. 92 

Schalk Chemical Co. 15 

Schatz Mfg. Ca. 89 

Shapleigh Hardware Co. 112 

Sheffield Bronze Powder A Sten¬ 
cil Co., Inc. 103 

Sherman Mfg. Co., H. B. 100 

Signal Electric Mfg. Co. — 

Silver Ladce Ca. 105 

Smith, Inc., Landon P. — 

Smith A Son, Inc,, Seymour- — 

So-Lo Works . — 

Stainless Steel Products Co. 98 

Standard Safety Razor Corp... — 

Standard Tool Co., The. — 

Stanley Rule A Level Plant- — 

Stanley Works, The. 23 

SUr Heel Plate Co. 105 

Steams A Co., E. C. 95 

Stevens Arms Co., J. — 

Stewart Iron Works, Tnc.. — 

Superior Fastener Co. 96 

Sure Grip Rope Damp Co..... 103 

Swartzbaugh Mfg. Co. — 

Swift A Co. (Vigoro). 97 


— I Johnson's Laboratory, Inc.. 


National Enameling A Stamping 

Co. — 

National Lead Company. 13 

National Mfg. Co. 16 

National Screen Co. 83 

Nicholson File Co. — 

Norge Corp., Div. of Borg- 

Warner Corp. — 

Northwestern Barb Wire Co. — 

Norton Abrasives . — 


O-Cedar Corp. — 

Ohio Textile Specialty Co.;.... 104 

Okonite Co., The. — 

0-Pan Too Mfg. Co..... — 

Osborn Mfg. Co., The. 110 


Padco, Inc. — 

Patent Cereals Co.... 73 

Patent Novelty Co., The. — 

Peck, Stow A Wilcox Co., The.. — 

Pecora Paint Co., Inc. — 

Perfection Mfg. Co. — 

Peters Cartridge Division, Rem¬ 
ington Arms Co., Inc. 17 

Phoenix Mfg. Co. 85 

Pittsburgh Plate Glass Co. 

(Brush Div.) . — 

Pittsburgh Plate Glass Co. 

Paint Div.) . — 

Pittsburgh Plate Glass Co. 

(Pennvemon Div.) . — 

Pittsburgh Steel Co. — 

Plymouth Rubber Co., Inc. 96 

Porcelier Mfg. Co. 94 

Porter, Tnc., H. K. — 

Preraax Sales Div. 95 

Progressive Mfg. Co. — 

Protection Products Mfg. Co... — 


Raybestos-Manhattan, Inc. 

(Raybestos DivO . 101 

Red Jacket Mfg. Ca. — 

Reeves Mfg. Co., The. — 

Reflector Hardware (^rp. — 

Remington Arms Co., Inc. 17 

Republic Steel Com. 110 

Republic Steel (>rp. (Upson 

Nut Div.) . — 

Reynolds Wire Co. — 

Rich Pump A Ladder Co., The. — 


Taylor Instrument Companies.. — 

Tennessee CJoal, Iron A R. R. Co. 

(U. S. Steel Corp. Subsidiary) 7.9 

Tennessee (}orp.102 

Three-in-One Oil (The A. S. 

Boyle Co.) . — 

Tilette foment Co., Inc.... — 

Tc^cco By-Products A Chemical 

Corp. 99 

Trico Fuse Mfg. Co. 105 

Tubular Rivet A Stud Co. 91 

Tucker Duck A Rubber Co. — 

Turner Brass Works. The- — 

Turner Bros. — 


Union Fork and Hoe Co. — 

Union Hardware Co. 89 

United Royalties Corp. — 

U. S. Rubber Co . — 

U. S. Steel Corp Subsidiaries, 

5. 7,9 

Utica Drop Forge A Tool Co. 85 
V 

Vaughan Novelty Mfg. Co.. Inc. — 
Victor Electric Products, Tnc... — 


Wagner Mfg. Co. — 

West Bend Aluminum Co. — 

Western Cartridge Co. — 

Western Clock Co.. — 

Western Products, Inc. — 

Westfield Mfg. Co. — 

Westinghouse Elec. A Mfg. D). — 

Whiting-Adams Co. . — 

Wickwire Brothers . 67 

Wickwire Spencer Steel Co.... — 

Wilder A Co. - 

Williams Co., The. Ill 

Winchester Reneating Arms Co. — 

Wooster Brush Co. 2 

Worthington Co., Geo. — 

Wright Steel A Wire Co.. G. F. — 
Wrought Washer Mfg. Co- — 


Yale A Towne Mfg. Co. 3 

Yard-man, Inc. — 
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Advertising Our 
Advertisers 

The advertisers in HARDWARE AGE are not merely our advertisers 
but your advertisers as well. Patronize them to the full extent of your 
requirements, because— 

—They are worthy of your support. Being leaders in their 
fields, they feature in straightforward, dependable adver¬ 
tising the merchandise and service that will profit you in 
the conduct of your business. 

—^They can be whole-heartedly depended upon. 

—^They are concerns that are in business to stay. 

—^They believe in the future security and success of the hard¬ 
ware trade. 

—They are eager for the continued prosperity of our country. 

—^They are practicing what they preach—successful and 
profitable hardware merchandising. 

They deserve your support for their help in making possible the finest 
business paper published for the hardware field, the recognized authority 
of the trade for over seventy-five years— 

Mention HARDWARE AGE when writing to your advertisers. 


HARDWARE AGE 

A Chilton Publication 

239 West 39th Street New York City 

A.B.C.—Charter Member—^A3.P, Inc. 
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ECONOMY YARD DRYERS 

Umbrella type, with 
welded steel post gal¬ 
vanized and galva¬ 
nized malleable cast¬ 
ings. Long wood 
arms and steel support arms 
enameled attractive green. Can 
be removed from ground box 
(which is inclnded), when not 
in nse. No. 4 L Dryer with 4 
lines, 100 ft. cotton rope—^No. 5L 
Dryer 5 lines, 130 ft. Both profitable sellers. 

THE MOULTON LADDER MFC. CO. 

SOMERVILLE MASS. 

Wm York DUiHbmtar, B. KOBNAHBBRS, INC. 



No. 4 L 
dry«r hat 
fl foat 
arm tpraad 
Na. 5 L has 
14 faat spraad 



IT'S PROFITABLE TO STOCK 


REPUBLIC STEEL PRODUCTS 


HPE 

Plain and copper-bearing steel 
Toncan Iron 
SHEETS 

Flat and corruaated 
Plain and copper-bearina steel 
Toncan Iron 
ROOnNG AND SIDING 
Flat and corruaated 
Roll and V-crimped styles 
Plain and copper-bearing steel 
Toncan Iron 


DDin AND NUTS 

Bolts, nuts and rivets of all 
standard and special types. 
Lagscrews, turnbuckles, etc. 


WIRE PRODUCTS 

Smooth and barbed wire 
Woven wire fencing and poultry netting 
Naib and staples 
FENCE POSn 

Studded “Y”. punched tee 
and punched angle styles 
End, corner and gate posts 


REPUBLIC STEEL CORPORATION 

GENERAL OFFICES • • • CLEVELAND, OHIO 


I REPUBLIC I 


BRUSHES 

mean more profit from your brush counter* 
Ask your jobber* 

Tm£ OsBOM MAMUFACTUBiMe Company 

5401 Hamilton Avenne doveland, Ohio 

■ SmIm 0§kemAt New York-Detroit-Chleago-Saa rra meie ee, ■ 


Gem«i"«DOMES«/SILENCE 

SLIDE SILENTLY- SOFTLY- SMOOTHLY 

AO<i SET-lO<SET- \0<iStr^ SAVE FURNITURE 
*1:^ FlOORS-CREATEgUiE T 

' Look for woidsaWf5«^S«fNCF' 



INSULATED-NOISELESS FOR TILE 
CEMENT OR MARBLE FLOORS IN 
BATH ROOMS. RESTAURANTS . ETC. 

LARGE SIZE FOR METAL & WOOD BEDS 
LARGE CHAIRS & ALL FURNITURE.. 

A sk your Jobber — 

If he is not supplied, write to 

DOMES of SILENCE, Inc., 35 Pearl SL, N. Y. C. 


For Pipe, Nuts and General Work 

The-B. & C. 

Combination 
Wrench is a 
favorite tool. 

Does away with 
carrying or using two separate wrenches. The 
long nut permits one hand to make adjustments, 
leaving the other hand free to do whatever neces¬ 
sary. Strongly constructed. Sell with confidence. 

5 sizes: 8 to 18 ins., incl. 

Aak Ymssr Jtmbbmr 

BEMIS A CALL CO. 

Springfield Mase. 




The BOSTON LINE of Garden Hose 



M eets every garden hose need. 7 stand¬ 
ard nationally known brands of plied 
and moulded hose. Each 
brand a leader in its own 
price field. A complete 
line that gives you a hose 
for every purpose at a 
price for every purse. 



NEW YORK, CHICAGO. BOSTON, ATLANTA. DALUS, DETROIT, SAN FRANCISCO 


REMEMBER! 


•IRWIN SELLS 
' THROUGH WHOLESALE 
I DISTRIBUTORS OHLYt i 


THE IRWIN AUGER BIT CO. 
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after year, in 
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publication — 
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SUW ^Woolrt 

Floor o*iiil;; 
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pack*** 


the Steel Wool that 

MILLIONS KNOW/ 


H ere ig a reduced reproduction of the SUN RAY advertise¬ 
ment which will appear in the March 14th issue of TTie 
Saturday Evening Post. Stock these dependable Sun Ray Prod¬ 
ucts and display them prominently during the week of March 9lh. 
Give SUN RAY a big play—take full advantage of SUN RAY 
national advertising which runs thru the spring and you’ll sell 
more steel wool. 

Order SUIS RAY from your wholesaler! 

THE WnXlAMS CO., LONDON, OHIO 
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184Z ^%^s^^Nij^ety-ThbeeYbai^ OF Honorable SERViCE- *i9ZS 



INSIDE LOCK SETS 


INSIDE LOCK SETS 


/ WE \ 

/ CARRY \ 

/ A WELL-BALANCED \ 

/ STOCK OF THE ENTIRE \ 
/ RANGE REQUIRED, FROM ^ 
MODERN SKYSCRAPERS 
TO THE ORDINARY TOWN JOB 


LA CONA 
DESIGN 


LA VILLE 
DESIGN 


NEW-MODERN 
UP TO THE 
MINUTE-HAVE 
EYE APPEAL 


EXECUTED IN 
WROUGHT 
METAL, BRASS 
AND STEEL 


FRONT ^ 
DOOR SETS 


NIGHT 

LATCHES 


?;^ABLISHEo 


WE ARE 
CONTINUALLY 
ADDING 
NEW PATTERNS 
AND IDEAS 


ASK OUR 
SALESMAN 
TO SHOW YOU 
OUR COMPLETE 
LINE 


\ RIM 
\ KNOB 

INSIDE \ locks 
LOCK SETS 


LA VILLE 
DESIGN 


^ INSIDE 
LOCK SETS 


OUR SERVICE DEPARTMENT IS 
ALWAYS AT YOUR SERVICE. 


LET OUR EXPERTS PREPARE 
YOUR ESTIMATES, ALSO 
V SOLVE THE VARIOUS / 
\ PROBLEMS WHICH / 
\ FREQUENTLY / 

\ ARISE. / 


LA MONA DESIGN 


LA VERNE DESIGN 


Shapleigh Natioiia! Series No. 


'Dl/iMoXo Edge IS^ Qujlujj^Pledgb'^z 

triea No. 1793 ^ 
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THE LINE IS COMPLETE 





SHOVELS 

AX*ES 

hammers 

hatchets 


cultivators 
StEDERS 
repair 
han dies 


^\SH»NG ROos 
P^HO^IURes 
COLF shafts 


NO.B14TRUETEMPER 
BOW RAKE. Perfect in 

hang anthftalanee. Elaeen* 
tial for every farm and 
home garden. Suggeated 
retail price 41.35* 


NO.E33B TRUE TEMPER 
BANTAM BRAND 
i GARDEN SPADE with 

A famous ^ikelton Solid 
^ Shank for^ifetime 
||m Bcrviee. Suggested 
retail price 41.75* 


TRUE TEMPER KELLY 
BLOOD BRAND BUSH 
HOOK. Edged, balanced 
and handled for fast, easy 
cutting and long life. Sug¬ 
gested retail price 42.10* 


For April we present three True Temper 
Tools of universal popularity—essential in 
farm ami garden work. Free store display 
material gladly furnished to help you mer¬ 
chandise these tools. Write for it today. 

B If your jobber cannot fill orders for 
m these tools, write us and we will send 
m you name of nearest distributor. 


THE AMERICAN FORK & HOE CO. 

Maker! of Eaential Tools 

CLEVELAND OHIO 

*Prict>a alifihtly higher treat of Denver 
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• STOP SLAMS* 



G et in a stock of YALE Screen 
Door Closers and be prepared for 
the special profit opportunity that comes 
with the Spring. 


Slamming screen doors and doors left 
carelessly open are among the worst 
annoyances in the home. Hardware mer¬ 
chants who show their customers how to 
end this discomfort will profit liberally. 


”“YALE 


MARK 


SCREEN DOOR 


CLOSERS 



YALE MODEL 570 

TIQUID t 3 rpe door closer for screen doors; also soit- 
I j able for light interior doors in the home. Built to 
the same high standards of quality as the larger YALE 
Door Closers nsed in many of the country’s finest 
buildings. 


Place your order now with your 
jobber or write direct to us, 
giving jobber’s name. 

The Yale & Towne Mfg. Co. 

STAMFORD, CONN., U.S.A. 





YALE MODEL 504 

P OWER is provided by a compression spring 
contained in one cylinder which is made of 
seamless steeL Simple, efficient, durable. 



YALE MODEL 506 


O PERATES by visible coil spring. Tube is of 
seamless brass and piston has heavy steel 
washer which prevents leather washer from getting 
out of position. Brass spring holds leather washer 
firmly against side of tube. Exceptional value— 
strong, dependable. 
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TOUR STORE IS 
UNDER 


SEVERAL STORES 
ONE ROOF 



r YOU operated seven stores in¬ 
stead of one, would you be 
satisfied to know that their eom^ 
bined business showed a profit? 
Of course notl YouM want an 
individual record for each store 
— its purchases, sales and ex¬ 
penses. You^d want to know how 
much each one made or lost. 

Your business is really a num¬ 
ber of stores under one roof — 
each a department of your busi¬ 
ness. Do not be misled into 
believing that your business does 
not need to be departmentized 
even though you have a net profit 
at the end of the year. What if 
you had had a loss? Would you 
know whether it was in house 


furnishings, auto accessories or 
took? 

You carry thousands of items. 
Do you know which lines pay a 
profit? Which lose money? 

Since there is no such thing as 
an ^^average^^ hardware store, 
your margins must be adjusted 
to fit your individual condition. 
You must keep a line on what 
sells and how it selk to control 
your profit* 

Uuless you have accurate rec¬ 
ords of sales by departments, 
how can you know where to put 
extra selling effort? How can you 
know whether it is more profit¬ 
able for you to push paints rather 
than hardware, or vice versa? 


Only by knowing what is going 
on in each department of your 
business while going on can 
you control your profits. 

You need facts and figures 
which prove absolutely which de¬ 
partment is losing money or which 
is making a satisfactory profit. 
You should be able to get such 
facts easily and quickly just when 
you need them. 

Ask our representative how a 
National Cash Register Depart- 
mentizing System will help you 
control profits in your hardware 
store. It costs nothing to find out. 
It leaves you under no obligation. 
Why not rail a National repre¬ 
sentative today? 


^M^Uonal Qidh 

DAYTON, 




CASH KBCtSTERS • TYPBWUTING-BOOKKEEPINC MACHINES • POSTING MACHINES • BANKMOKKEEPINC MACHINES 
CHECK-WRITING AND SIGNING MACHINES • ANALYSIS MACHINES • POSTAGE METER MACHINES • CORRECT POSTURE CHAIRS 
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• Our product is a ''natural'' for you. First, because there is not 
only a natural demand for insecticides and hmgicides but a 
steadily increasing one. Right now, in your community, com¬ 
mercial growers and home gardeners need protection from 
destructive insect pests that ore now beginning to infest their 
gardens, fields and orchards. 

Our Notional Advertising in leading farm pubUcations sends 
these growers to you for re//e/'—directing them specifically 
to buy at their local stores. Thus you cash in on this active 
natural demand for spray and dust materials. 

GRASSELiJLI Insecticides and Fungicides is the profitable 
line for jobber or dealer. Our steady advertising insures 
rapid turnover; the high quality gives your customers crop 
protection—and that brings them back to you for their next 
season's spraying requirements. 

Let us quote on your season's requirements. Write us. 

THE GRASSELLI CHEMICAL COMPANY. INC. 


Founded 1839 


CLEVELAND. OHIO 




OBASSBI.I.I 

SPRRV RRD OUST PRODUCTS 

y\iat Lonall^ <=^I.ve%tLA^e d JLine 


MADE BY A FIRM WITH 97 YEARS’ CHEMICAL EXPERIENCE 


NATIONALLY ADVERTISED 

in 22 leading farm publications 
and nearly 100 newspapers, reach¬ 
ing almost 4,000,000 growers. 
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You have justified our faith in the quality of 

RUBBERSEt BRUSHES! 


Painting the gigantic San Francisco-Oakland 
Bay Bridge is one of the biggest jobs that 
ever came down the pike. Rubberset is both 
proud and pleased that Rubberset Paint 
Brushes—solely and exclusively—will spread 
the paint on this 83^ mile viaduct in 1936. 

H. B. Watson of Oakland, holds the paint¬ 
ing contract for the great Bay 
Bridge. Experienced—sound- 
hard to please—they looked over 
the whole paint brush field before 
they selected Rubberset. Then the 
order went out for Rubberset 
No. 35 leather bound stucco 



REMEMBER THIS: WHATEVER THE 
JOB, HOWEVER BIG OR HOWEVER 
DELICATE, THERE’S A LONG-LIFE 
RUBBERSET BRUSH THAT YOU CAN 
DEPEND ON TO DO IT FOR YOUl 


brushes — the finest stucco brushes made. 

This order proves two things. One is that 
Rubberset is still as far ahead of its industry 
as it was when the Rubberset Process was 
first perfected in 1878. The other is that no 
job—no matter how big or how fine—is too 
big or too fine for Rubberset Paint Brushes. 

The Rubberset Process may be 
imitated till Doomsday, but no¬ 
body can duplicate it. The bristles 
of Rubberset Brushes can*t come 
out. And Rubberset uses better 
bristles, too. You can’t buy finer 
paint brushes anywhere. 


RUBBERSET COMPANY 

PAINT BRUSH DIVISION —56 FERRY STREET, NEWARK, N. J. 

ESTABLISHED 1873 

NOW UNDER THE OWNERSHIP OF BRISTOL-MYERS CO. 
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The E-Z Computing Dial 
is the biggest time and money 
saver since the Gold Strand 
Measuring Tape, If your 
jobber can*t furnish it 
FREE, write us and we will 
see that you are supplied. 




TURN SHORT ENDS 
INTO PROFITS ! ! ! 

with the GOLD STRAND 
MEASURING TAPE 

It tells you at a glance how much cloth is left "to the inch” in 
any cut roll of screen wire. No unnecessary unrolling and rerolling 
... no waste pieces ... no cutting into a new roll because you 
think there is not enough left to fill your customer’s order in an 
already cut roll. 

You’re right... there’s no guess or gamble with GOLD STRAND, 
the Standard of Screen Cloth Quality. 

AMERICAN WIRE FABRICS CORPORATION 

Subsidiary of 

WICKWIRE SPENCER STEEL COMPANY 

New York Chicago San Francisco 


GOLD 

^CTRAND 

/NSECT SCREEN CLOTH 
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FOR YOUR PROTECTION ^ 
PACKAGES CARRY THIS RiGISTIRID TRADE-MARK 



PATENT MUMBiMS 

l.900.74f...l.900.7S0 AMD RE. It.444 


THE ONE PIPE THAT 
CAN BE PUT TOGETHER 
WITHOUT BLOODSHED. 




ALL SIZES 
ALL GAUGES 
BLUE 

POLISHED 

GALVANIZED 


THE NESTED 
i STOVE PIPE 
I THAT IS 
I SO EASY TO 
r ASSEMBLE 

"WHAT MOST EVERYONE 
DEMANDS MUST HAVE 
REAL MERIT' 


This pipe is put together by simply inserting tongue on one edge into 
fold on opposite edge and pressing together until it snaps—the pipe is 
then ready for use. 

Outside surface is perfectly smooth—no folds, slots, grooves, notches, 
lugs or buttons on outside of pipe. 

The "Special Blue" and "Polished Blue" sheets from which this pipe is 
made, are rolled in our own mills, guaranteeing an even colored smooth 
finished sheet—much superior in finish and quality to the product 
offered by most other makers, 

ASK YOUR JOBBER—ACCEPT NO SUBSTITUTE 


The R eeves Manufacturing Co 

Largest Makers of Pipe and Elbows in the World 


DOVER, omo, U. S. A. 
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Design: Patent Pending 


«V‘* SI'*"*® 


Modern merchandisers know that style sells merchandise. 
Osborn Floor Brushes are lifted out of the ruck of common¬ 
place competition by the sales-appeal of modern styling. 

Note that exclusive ridge of color along the Osborn block. 
You can’t fully appreciate the sales-magic it wields until 
these distinctive brushes are on display in your store. 

That’s why we urge you to ask your jobber NOW for the 
new OSBORN FLOOR BRUSH line, the line that’s 
color-banded for distinction. It includes a complete assort¬ 
ment of different types, each identified by its own smart 
coloring and made in a full range of sizes. 

The Osborn Manueactur/ng Company 


401 HAMILTON AVENUE 
Sales Offices: New York - Detroit 


CLEVELAND, OHIO 
Chicago • San Francisco 
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DO YOU WANT IT? 

By E. B. GALLAHER 
Editor, Glover Business Service 
, Treasurer, Clover Mf^. Co. 

A REN’T WE SOMETIMES apt to waste a lot of energy in going after 
k.5-and-10 business (which should be self-selling) and pass, unnoticed, some 
large-volume, real-profit merchandise which we might sell with even less energy 
and at less cost? 

ti To illustrate: At manufacturers’ selling prices, 

1 / there was sold in the month of September a total 

'If^ //\ about 80 thousand dollars’ worth of Flint Sand- 

^ % /)V a' ^1 paper, while during the same period all the manu- 

iffeu ' I facturers together sold over 450 thousand dhllars’ 

' worth of Aluminous Oxide Papers and Cloths. 

' / These are only two of the divisions of an indus- 

y try which sold over one million dollars’ worth dur- 

^ month—well over 10 millions a year at 

about twice that figure at consumer 
^ prices. But it illustrates our point. 

If you are wasting time on pick>up business 
and on low*profit, small*volume items, think what you could be doing if you 
diverted this energy to the sale of real>volume goods which carry substantial 
margins! 

There is nothing more profitable—no goods where large potential volume can 
be had with so little effort—than is found in the Coated Abrasives line. 

If you doubt it, we can prove it to you. 

How many 100-thousand-a-year customers do you know of in other lines? We 
know of quite a few. How many 50-thousand-a-year customers have you? — we 
know of many who spend this amount for Coated Abrasives 1 
How many 5-to-25-thousand-dollar accounts can you name?— 
we know of an imposing number of such accounts in this 
industry! 

Unfortunately such accounts have not been handled by 
the Jobber—that is recently. The goods go direct from i ^ 

manufacturer to consumer. 

But there is no reason, with our help, why you can*t get 
your share of this volume business, and at a good margin 
to boot. A 

Won’t you give us a chance to show you? (J 


Glover Manufacturing Company 

NORWALK CONN USA 

E. B. GALLAHER: 

Qover Mfg. Co., Norwalk, Conn. 

You may send me. without obligation, samples of: 

Green Stripe Flint Sandpaper. 

SANDPAPERS 

1V/fl?'T'AT T17rYD 'DA’DITDC AVTTY OnPI-IC 

Red-Stripe Turkish Emery Cloth. 

Yellow-Stripe Aluminous Oxide Metal-Working Cloth. 
Yellow-Stripe Aluminous Oxide Wood-Working Cloth. 
Yellow-Stripe Aluminous Oxide Wood-Working Paper. 

Orange Stripe Garnet Paper. 

JVlJl, 1 AL“WOK-lvlJNIC j a Aa11*K.o AINU/ 1 rto 

Orange-Stripe Garnet Cloth. 

WOOD-WORKING PAPERS AND CLOTHS 

1 Clover Grease-Mixed Grinding Compound. 

' Clover Water-Mixed Valve-Grinding Compound. 


Name 

Clover Grinding and Lapping Compounds 

Address 


Character of Business 
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Millers Falls Company 

Greenfield, Mass. 


1936 is rapidly bringing more top quality trade to 
live hardware men. For tool purchasers are now asking 
for better tools—tools that will give satisfactory serv¬ 
ice for years and years. In particular, they are choosing 
tools bearing the familiar names "Millers Falls” and 
"Goodell-Pratt”—symbol of top tool quality since 
grandfather was a boy. 

Foresighted dealers are completing their lines of 
Millers Falls and Goodell-Pratt tools or adding these 
fiunous quality-tools to their stock. Profits turn ceiling- 
ward in answer to this enterprising move. 

Illustrated are six leaders from the hundreds of 
Millers Falls tools that will gain you friends and will 
bring them back many times during the coming years. 

Write today for the Millers Falls Catalog and pick 
your winners for the 1936 quality demand. 
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MANTLE LANTERNS 


A Complete Line at New Low Prices to Fit Every Purse 
New Gasoline and Kerosene Models 




1TERE is the finest, most complete line of Coleman Lanterns 
ever offered, the liMtest selling line of pressure mantle 
lanterns on the market today — one of the higgest selling 
items in the entire Coleman line. Here’s what you can offer 
with Coleman Lanterns in 1936: 

JVeir JLoir Rw^ieem 

New Ga»eiine Modei at 

Twa New Keramene Madeis 

Genuine Pyrex Giaes Giabes^^mnm^tiufUwC^iiummmFmitm 


With a conmlete stock of Coleman Lanterns, you can 
supply miMlcls for every lighting need —up to 300 candle 
power of light. You can supply minlels to suit every ftiel 
preference at a price for every purse. 

They’re wind, rain and insect*proof; they’re strongly hnilt 
for long service...they have everything a man wants in a 
good lantern. They’re all-season sellers... profit-makers the 
year ’round. You will want at least a sample assortment 
Call your jobber or write nearest Coleman House for lull 
information and latest dealer prices. 


Th« NEW CoUman KEROSENE Manila Lanterns 


MODiLNo.235. A new Kerosene 
Mantle Lantern of latest improved type 
that shines forth with 300 candlepower 
of clear, white light Has 2 mantles; 
6^ inch green porcelain top and green 
enamel fount; I^ex glass globe; built- 
in pumpa 

U. Sa Retail Price... 


$7A5 


MODEL N.. 13*. A brand new, sin¬ 
gle mantle Kerosene lantern that bums 
96 % air and only 4 % fueL Produces up 
to 175 candlepower of brilliant light 
Has 5-inch green porcelain canopy top. 
Pyrex glass globe, green enamel fuel 
fount and built in pump. 

U. S. Retail Price. 


$5.95 


MODEL N.. 118-B 


GASOLINE MANTLE LANTERNS 


A big, sturdy lantern for your 
customers who want the very 
best Lights instantly, uses 
Coleman Silk-Lite Mantles, 
gives up to 300 candlepower 
brilliance. ^jp 

U. S. Retail Price.^ 


MODEL NO. 220 .B 

The same efiicient, 300 candle- 
power instant-lighting lantern 
as No. 228-B, but has 5)^-inch 
green porcelain top. A popular 

U.*&*Retail Price.$7.A5 


MODEL No. 242-A 

This little lantern with the big 
brilliance, single mantle type, 
produces up to 175 candlepower 
of pure white radiance. Built-in 
Pump. Pyrex Globe. 

U. S. Retail Price. 


MODEL No. 243 

A brand new little single mantle 
lantern of 175 candlepower brill¬ 
iance. Lights instantly. Mica globe. 
Blue enamel fuel fount and canopy 
top. The most lantern for the money 
in its price class. ^ #■ 

U.S. Retail Price_ 


THE COLEMAN LAMP AND STOVE COMPANY 


Gmnml Offices: Wichita, Kansas 


Branches: Philadelphia, Chicago, Los Angeles, Toronto 


[AD-Q] 
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Because of its Square, Even Mesh 



BRANDS 

Sun>Recl Edge AluminA 
(eiectro-pidted with zinc) 

Sun-Red Edge Black 
(painted) 

Sun-Red Edge Bronze 







Reg. U.S. Pat. Off. 


• Accurate weaving, plus a system of rigid inspections and tests, 
gives Red Edge that complete uniformity of mesh which insures 
real protection against small insects. 

But this is only one phase of Red Edge MULTIPLE PROTECTION, 
A screen is no better than the wire from which it is made. 
Red Edge AluminA is made from full-gauge wire, of open-hearth 
steel, entirely free from splices; and is covered with many coats of 
zinc and varnish, to defy the ravages of weather and wear. 

And the red enamel edge itself is an extra protection, as w^ell as 
our permanent identification. It prevents rusting of selvage wires 
under the nailing strips, where moisture collects...guards against 
wires pulling out along selvage,.. reinforces the firm, heavy body 
of the screen cloth. 

It is this red edge that identifies both the screen cloth and the 
dealer who sells it—for quick, profitable sales, and repeat business. 

SOLD TO AND DISTRIBUTED BY RECOGNIZED JOBBERS ONLY 


REYNOLDS WIRE CO. 


DIXON, ILLINOIS 
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• In the Flame-Sealed process Continental 
gives you the hottest fence-selling feature in 
years. It’s more than a talking point—it’s a 
protection against rust for years longer—a 
modern fence to meet modern demands for 
enduring value at ordinary prices. Every roll 
you sell builds prestige for your store at the 
same time it pays you a clean profit. 

Get in line for Flame-Sealed sales in 1936. 
Consistent advertising in the farm papers is 
inviting customers to Continental dealers. Con¬ 
tinental supplies direct mailings to your pros¬ 
pect list — signs — store displays — literature 
with your own imprint. Find out how fully 
Continental co-operates to assure you profits. 

CONTINENTAL STEEL CORPORATION 

General Offices: Kokomo, Indiana 

Plants at Canton. Kokomo. Indianapolis 


Avm 

INIFO? 


i'SSlS 


CONXINiEiNemb 


Flame-Sealing provides a heavier, 
more uniform zinc coating — 
tougher and more adherent. 
Copper-bearing (0.20% mini¬ 
mum) special-analysis steel of 
high tensile strength and elas¬ 
ticity. All wires full gauge. 


inmm 


FOR DEALERS 


Enjoy extra profits by getting fence, steel 
sheets, gates, steel posts, nails, and kindred 
products from a single source in mixed car 
shipments. Cash in on Continental’s vigor¬ 
ous advertising of steel sheets for roofing 
and siding. The Continental line Is complete 


— corrugated, V-crlmp. ’’Dralnrlte” and 
**Aquatite” sheets; roll roofing, farm, poul¬ 
try. lawn. Diamond Mesh, chain link fence; 
nails in all styles, sizes, and finishes; bale 
ties, wire corn cribs, etc. Dealer profit and 
Continental quality in every item. 


• Send me the big book —the “I 
Money-Making Plan for 1936." 


CONTINENTAL 
’ No obligation. 


Name. 


A VARIED ASSORTMENT OF HEADS AND 
























I he BOSTON NOZZLE 

Most imitated nozzle made. Never 
equalled in quality. Fastest seller. 
Simply and heavily constructed. 
Gives a perfect spray. 


BOSTON WOVEN HOSE & RUBBER CO., BOSTON, MASS. 
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VIGILANT-2-br*id. 

Our larstst sellins brand of 2 -braid 
3arden host. Hish tnoush in qual¬ 
ity to be considered a strictly hish 
3 rade hose, yet low enou3h in price 
to command a Iar3e volume of sales 
and repeats. 


VIXEN—1 braid. Bulk to 

supply the demand for a popular 
priced hose that will 3ive satisfac¬ 
tory service. 


BULL DOG CORD- 

2-braid. The Ieadin3 brand of 
hi3h quality 3arden hose. Attrac¬ 
tive wide corru3ations. Distinctive 
chocolate brown color. Fordiscrim- 
inatin3 home owners, estates, 
parks, contractors, country clubs. 


^ Consisttntly improved instead 
of cheapened. All 3 have a strong 
cotton cord carcass. All 3 known 
by names recognized everywhere. 


2^orit cvc^i£ocrk 

THIS ONC/ 


The new Tiger! Astonishing value. 
A low price hose that you can 
sell on a quality basis. Enables 
you to meet all low-priced com¬ 
petition. Built with cotton cord 
carcass, well braided, with fine 
ribbed corrugations. 


amouA 


BRANDS 



ATKINS 1936 CATALO 



16 


The[BI ue Book of Saws, Saw Tools, Machines, 

Knives, Files, etc. 


The new 1936 Edition of ATKINS Catalog is just ofF the 
press. It is the most complete and modern book of stand¬ 
ards of quality Saws, Saw Tools, Machine Knives, Grind¬ 
ing Wheels, Files and Specialties ever published. 

A copy of this Blue Book will be sent to 
every executive who requests one by writ¬ 
ing us on their ofRcial stationery. 


E. C. ATKINS AND COMPANY 

Home Office end Fectory, 410 South Illinois St, Indianapolis, Ind. 


Atteau, Os. 
ChlMlp, 111. 
Meoiphis, Tenn. 


— BRANCHES — 


New York, N. Y. 
New Oiieue. La. 
Kleaetli Pells. Ore. 
Sen Prendseo. Gelif. 


Portlend, Ore. 
Seettle, Wesh. 
Peris, Prenee. 
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MARSHALLTOWN TROWEL CO 

MARSHALLTOWN. IOWA. 













You can offer 
Your Customers 
more than your 
competitor who 
sells ordinary 
galvanized fence 


I 


\V?K \^// 


Vi 







3®^ 










Starts 






<atS 


CoVV®'' 


ea»' 
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The initial announcement of the NEW Nicholson, Black Diamond and McCaffrey 
Files urged file users to test these products on their own work under conditions as 
they actually exist in their own plants. Hundreds of tool users took us at our 
word — and put these files to severe tests. 



OVBB the COVNrtiy 



Co 




A -Tf* 

/r 1% 


QUALIFIED APPROVAL OF THESE 

NEW FILES 


lirg^ATIONAiW ;< 
MACHINE MANWACnam 
r New Files have exceptionally sImu^ 
whieh give lasting iMBiiaBi-ili fact, 
I are the toughest files we have ever 


Now come the reports of 
these tests. They show be¬ 
yond doubt that the NEW 
Nicholson, Black Diamond 
and McCaffrey Files will do 
all that we claimed — and 



more. 






DROP.FOR€lNG PLAN T ORDERS 
A large New York Stale conccaw tried out 
12 Flat ]|ist|ird files. Frauied them highly 
tmd then emphasixed it with orders. 



IN A LUMBER CAM^N^^ORIDA 
Most of the men tried the NEW Special 
Cut File. All claimed it was ''far 
better® thin any they had ever had. DiCjitized by 


IN THE GREEN SXtipB 

Head machinist in '^fine ggditutti^ 

about the Flat-Baseard files, etpecMly for 
shagging-castiiiga 


; (> 












Isn’t it worth while to try files that are 
proving that they represent the out¬ 
standing improvement in file manu¬ 
facture in a generation? Nicholson File 
Gjmpany, Providence, R. I., U. S. A. 


NICHOLSON 
BLACK DIAMOND 

McCaffrey 

Brands 


NEW METHOD OF MANUFACTURE AND TOOTH CONSTRUCTION FmLY PROTECTED BY PATENTS PENOI' 

A F'LE FOR EVER O S E 























ence 


Hinge -Joint. 


I IlNGE-JOINT FENCE has many virtues. Many farmers pre¬ 
fer it because of its ready adaptability to any farm use. Although 
Pittsburgh Steel Company makes the perfected electric-welded stiff- 
stay fences, remember, it has also made hinge-joint fence for 17 
years! Because of its enviable reputation for quality, Pittsburgh 
Farm Fence, both hinge-joint and stiff-stay types, will be one of the 
leading brands of fence in the coming boom market for farm 
equipment. Lay in a stock of the popular styles of Pittsburgh 
Farm Fences now and get your share of that business. 


PITTSBURGH STEEL COMPANY 

739 IHIOH TIIST Bllllllfi • PITTSBIISI, PJL 
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^One reason, of cxiiirse, is that 1 handle 
L*0*F Quality Glass exclusively. It^s easier 
to sell than other brands because insistent 
national advertising has made the public 
thoroughly familiar with the L*0*F name, 
the L*0*F label and the L*0*F standard of 
superior quality. 

^But that^s not the only reason. The rest of 
the story is that I really make a feature of 
my glass department. I put the L*0*F name 
out where people can see it, thus letting the 
national advertising react to my own benefit. 
I maintain a permanent glass display that 
customers canH help but notice. I surround 


the glass with allied products. I instruct my 
clerks to talk about glass at every oppor^ 
tunity. And 1 let my jobber^s salesman help 
me keep an adequate, balanced glass stock. 

^^That^s why glass sales are producing such 
a handsome profit for me. I handle the best 
glass on the market • • . and 1 let people 
know about it. The same plan will work in 
your store, too.^ 

• • • 

InaddUUmtoUa oMomtfy ampmHor qmalUy, L-0>F QmaUty Gtam U 
wmarm pmrfmetfy ammmalmd in tkm lomgmut imhra uamd Im im d uUry, 
Thia mtakm U I— brUUm atuL, eo n mqm mt fyf mtuimr to emi. Thaitawkjr 
hardwarm m m rekamta who ha n M m it arm nmmmr tr oa hi m d hy maemadam 
brmakagm .. . why thmir profit la a I^rotmetmd Profit. 

UBBSY*OWENS-FORD CLASS COMPANY. .. TOLEDO^ OHIO 





T 'HERE'S nothing new about the sales 
power of a window display. But many 
hardware retailers have had to prove that 
what is true about other products is true 
of Taylor Thermometers. 

This window increased thermometer 
sales. And where retailers have displayed 
Taylor instruments, they, too, have prof¬ 
ited from more sales. 

The reasons are very simple. More peo¬ 
ple say that they consider Taylor Ther¬ 
mometers the most accurate they can buy. 
More people have shown that they 


know the Taylor name better than the 
name of any other make. 

In Taylor thermometers and weather 
instruments—indoor and outdoor, roast 
meat, candy and jelly, oven, and deep- 
f^ing thermometers and stormoguide— 
you sell products that your customers 
know... products that they accept as 
trustworthy. When you put Taylor instru¬ 
ments in your window and display them 
in your store, you keep thermometer sales 
moving all year round. 

Your wholesaler can give you informa¬ 


tion on this complete line of instruments. 
Prove to yourself that you can make worth¬ 
while profits from Taylor thermometers 
and weather instruments. Taylor Instru¬ 
ment Companies, Rochester, N. Y., or 
Toronto, Canada. 

Taiflor 

INSTRUMENTS 
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THAT CATCHES 


AND MAKES SALES 


lojulor 


A WIN DOW OF 


THERMOMETERS 





















Here it is! The Shingle that everyone 
has been waiting for ... the shingle 
with a Built-in Shadow Band! 


Fairchild Aerial Surveys, Inc. 


Good news to shout 
from the housetops 


No sunshine needed^the shadow 
is there all the time in a Barrett 
Broad Shadow Shingle roof. 


Beller than ever • • • and exclusively Barrett! The new Barrett 
Broad Shadow Shingle has a hand of dark-colored mineral 
surfacing built right into the shingle to give the deep shadow 
effect that home-owners demand* 

e 

This new feature plus all the other advantages offered by the 
Barrett Broad Shadow Shingle—^its double thickness at the 
butts, design, color, economy and protection—is available at 
no extra cost. It’s the answer to roofing dealers’ problems! 

iVIake sure you get a new Broad Shadow Shingle roof on a 
house in your neighborhood. These roofs are so good-looking 
they almost sell themselves. Get aboard the Shadow Band 
Wagon, and help yourself to better shingle sales. 

THE TECHNICAL SERVICE BUREAU of The Barrett Company invites your con- 
siiltation with its technically trained staff, without cost or obligation. 
Address The Technical Service Bureau, The Barrett Company, 40 Rector 
Street, New York. 


THE BARRETT COMPANY, 40 RECTOR STREET, NEW YORK, N. Y. 

2800 So* Sacramento Avenueg Chicago, Illinois Birmingham, Alabama 
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WIN ONE OF THESE 28 CHECKS 
TOTALING $300 



Include this display piece in our 
garden window contest 


• This display piece comes with the 
items that are shown attached to it. 
Every one is a logical spring garden 
item. As logical as hoes, lawnmowers, 
spades and hedge clippers. Each item 
shown has been selected because it 
**pairs-up** with at least two other 


spring items that you will feature. 
Order the Number 536 assortment de¬ 
scribed at the right. Show this display 
piece in your window with your other 
spring garden equipment. Then send us 
a photo of your window. That’s all 
you have to do to enter this contest. 


^800 PRIZES 


The S800 in prizes will be divided 
equally between merchants in towns 
of over 10,000 population and those 
in towns under 10,000 population. So no matter where you are located 
vou have an equal chance with any other merchant to enter and win 
one of the first, second, third, fourth or one of the other twenty prizes. 


TWO 1st PRIZES . 
TWO 2nd PRIZES 


.S150 TWO 3rd PRIZES.850 

.... 75 TWO 4th PRIZES. 25 

20 PRIZES OF 810 EACH 


READ THESE SIMPLE RULES 


1. No restrictions on the kind of merchan¬ 
dise displayed in window you enter except 
as follows: 

(A) merchandise must all be related to gar¬ 
dening or farming. 

(B) Each window must contain the Carbor¬ 
undum display shown on this page. 

2. Each entry must be in form of a photo¬ 
graph. An ordinary snapshot will do. The 
contest will be judged on the display, not on 
the photography. 

3. The name, address and whether store is 
in town of over or under 10,000 population 
must be printed on back of photograph. 

4. Contest closes June 1,1936. Window can 


be installed any time previous. Awards will 
be published in July hardware papers. 

5, The judges will be George H. Griffiths, 
President. Hardware Age; Harold W. 
Hirth, Manager Merchandising Service. 
National Retail Hardware Association, and 
Richard Pond of Batten, Barton. Durstine 
and Osborn, Inc. Decisions of the judges 
will be final. 


6a In case of ties duplicate 
awards will be made. No photo¬ 
graphs will be returned. 

7, Mail all entries to Contest 
Editor, Advertising Draartment, 
The Carborundum Company, 
Niagara Falls, N. Y. 


SPECIAL No. 536 ASSORTMENT 

Below is listed a minimum Whether you enter the con- 
assortment of merchandise test or not, you should have 

f-o.*.. -. 1 . TN- 1 this minimum assortment 

featured with this Display . . ^ i ... 

_ . _ . : on hand to complete your 

Card. Every item la time- .p^ng f„m and 

ly, sure selling and is be- gardening merchandise, 
ing extensively advertised. Fill in coupon. Mail today. 

3 No. 57 Files... retail value $3.00 

3 No. 46 Garden Stones.. “ “ 150 

3 No. 191 Scythe Stones. “ " 105 

3 No. 190 Scythe Stones... “ “ .75 

3 No. 42 Lawnmower Sharpeners.. “ 1.95 

Your price $5.36 Retail price $8.25 

The Hems mounted on the display card are included 
to make up the above totals. 


The CARBORUNDUM COMPANY 


NIAGARA FALLS, N. Y. 


CLIP AND MAIL TODAY 


THE CARBORUNDUM COMPANY. NIAGARA FALLS. N Y. 

Send me your Spring Display Card and 1/0 doaen of each Item in 
addition to Items shown on display. Bill through: 

PrTnl name of jobber here 

Send-without i-ost nn adequate supply of handbills featurinK these itenis. 

^ - 



la m mmm^mmmmmmmmmtmm 
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'o MOPS)/' 


AND A SAIES-WINNING ADVERTISING 
PROGRAM... 


THIS COUPON IS YOUR 
KEY TO BIGGER DOLLAR 
PROFITS ON WESTING- 
HOUSE FANS IN 1936 


• WeVe replaced the “Sold (I hope)” kind of fan¬ 
selling with a program that brings your fan prospects 
back to you when they’re ready to buy. 

It’s a simple, easily-used plan — a tried-and-proved 
idea — and it will do things for your fan sales volume 
and fan profits. 

There’s no mystery about it — and all the details 
are now ready for you. 

WRITE OR WIRE 

— have your Westinghouse Representative bring you the 
story (if he hasn’t already told you about it) and then 
get yourself set for a record year on Westinghouse Fans 

— pioneer leaders in domestic and commerical fields. 

WESTINGHOUSE ELECTRIC & MANUFACTURING COMPANY 
Merchandising Division Mansfield, Ohio 


OSCILLATING 


Westinghouse 
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There's the warmth and zest oi a spring morning in a gleam¬ 
ing house . . a house painted with SWP There's a pride 

and contentment in living in it .. in having your neigh¬ 
bors appreciate it as part of their community 

SWP is the best known and most widely used house 
paint in America. Years oi resea 
years of work . . . have establish 
those years have brought pleasur 
. . brought beauty and protectioi 
All the qualities . . . the smoot 
uniform mixture that brushes so e 
... the sun-fast colors, true-toned a 
glossy surface . . . the longest life 
portant in your painting costs. 


COLOR! 

COVERAGE! 


Aahtk«Sb4 
loealtly bSmI Um S.W B» 
r««tly !• tS«rwiB'WlllU« 


j ) Sherwin-Williams Paints 


SEE THE Sherwin-Williams advertisements in leading magazines 
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Hotc to Do a 
Bigger Range 
Business 


increa&e his range sales by taking ad¬ 
vantage of the Monarch Pivctical Pay¬ 
ment Plan. With this plan the smallest 
dealer can meet the term <»mpetition 
of mail order house, fdty installment 
store or itinerant ped^er. A small down 
payment; a very low ^^carrying charge*'; 


proht secured on a cash sale, are the 
outstanding features of this proven 
plan. Full details are offered Irath to 
present Monarch dealers and to those 
in open territory who are interested in 
merchandising plans that will build 
volume and profits. 


BAitQWARIS .iA«E 
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. . . as It was 

Back in the PIOITEEII DAYS! 


1936 Balanced DeMtgn 
Still Full Malleable 


W HEN the rich wheat lands were being settled by hardy pio¬ 
neers; when sod bouses and board shacks served as shelters 
while breaking the virgin sod for that first crop, the range was the 
most important item of household equipment . . . and only a 
^^malleable^^ could stand up under the constant firing and hard 
usage of the pioneer farm house. 

Here in the West this new’ type of range was born to meet a 
demand for extreme stamina . . . made of unbreakable iron with 
hand riveted joints. MONARCH was one of them, and of them all, 
MONARCH alone has survived as a ^‘malleable” range in all that 
the name implies. 

Instead of abandoning the time-honored princip^les of construc¬ 
tion to meet the demand for modem beauty, MONARCH simply 
added porcelain enamel and artistic balanced design. 

The modem MONARCH is stiU fuU maheahle—unbreakable. The 
gleaming enamel exterior you admire is merely the outer shell. 
The qualities that bring long life, good baking and fuel econ¬ 
omy are still there, underneath. And the dealer who guards the 
interest of his customer still insists on selling this full malleable 
MONARCH wlien a quality range is desired. 









^tutL3-yi/L 

"QUALITY CONTROL" 
PRODUCTION METHOD 

tLut 

MINNESOTA MINING & MFG. CO. 
SANDPAPER 

THE WORLD’S HIGHEST 
STANDARD of QUALITY 

This is important to you. It means satisfied 
customers, repeat business, faster turnover. 



WITHOUT CONTROL 


This TradeMiHc 



Your GimtwiIm oI OMllfy 


You can control customer buying habits better this spring 
by making them "Refinishing" conscious with our free 
selling aid service. 

Thousands of retail hardware dealers are profiting through 
the use of this service today. Why not you? 


THE MINNESOTA QUALITY BRANDS OF SANDPAPER AND EMERY CLOTH 

MADE BY MINNESOTA MINING « MANUFACTURING CO., SAINT PAUL, MINNESOTA 


Since 1828 

Since 1906 

Since 1907 

B-A Brand Flint Paper (9xii) 
STAR Brand Flint Paper (8*/4*iov4) 
B-A Emery Cloth (9*u) 

3-M Brand Flint Paper (9xii) 
IMPERIAL Brand Flint Paper (8>^x10V^ 
CRYSTAL BAY Emery Cloth (9xii) 

PIONEER Brand Flint Paper 

(S^xlOH) 

WAUSAU Emery Cloth C*»ii) 

AND ''SANDY SMOOTH" HOUSEHOLD PACKAGES 
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"Rope Sales Jumped 
ai least 50%" . . . 


SOY many dealers who have installed the new 


PLYMOUTH 

SALES-MAKER 


PLYMOUTH - 


■f/ie Axfp-e^ 

Lf/Cru. CCUV TRUST 


Dealers* enthusiastic letters are full of news like this: 

^^Our rope sales have increased 50%". . /*Our sales 
volume has almost doubled" . . . **We certainly ap¬ 
preciate your making this tool available". . /^Why 
wasn't it brought out before?" . . , ^^It's a money¬ 
maker in selling rope" . . . 

This remarkable new fixture is a rope department 
in itself—displaying your whole range of rope sizes 
—reminding your customers of their rope needs— 
providing a measuring and cutting device to save 
your time—all in a floor space 34' x 16'. You never 
saw anything like it as a sales booster I Why not pul 
it to work in your store? 

Order through your Plymouth Rope 
distributor or write us for lull details. 

• 

PLYMOUTH CORDAGE COMPANY 

NORTH PLYMOUTH. MASS, and WELLAND. CANADA 

Soles Branches: New York * Boston * Baltimore 
Cleveland * Chicago * New Orleans 




























foUTCM BOY 


# Jiist give your list of customers a 
little mental ‘‘once-over/’ It’s obvi¬ 
ous, isn’t it, that painters buy in 
such quantities as to put them in a 
class by themselves? 

So what about the painters in your 
community whose business you’re 
not getting? That business goes 
where they buy their white-lead. 
Where they buy that, they buy alL 

They’ll be much more 
likely to buy from you if 


you stock and ptish Dutch Boy 
White-Lead...l/ie most sought-after 
item in the painter*s line. 

Other Dutch Boy products that 
help to bring painters in are: Dutch 
Boy Linseed Oil, Dutch Boy Lead 
Mixing Oil, Dutch Boy Colors-in- 
Oil, Dutch Boy Liquid Drier, Dutch 
Boy Wall Primer and Dutch Boy 
Quick-Drying Red Lead Primer. 


(■■■ IK 


What they SEE they BUY 

Hereof a merchandisina idea that store 
after store is findina profitable ••• a 
Dutch Boy Department! You simply 
pick out your most prominent section 
of shelvina and in it yon concentrate 
the Dutch Boy line, every item. Such 
a display makes a tremendons im¬ 
pression on painters, makes them 
feel your store is a leader in snp- 
plyina the kind ^f aoods they buy. 

NATIONAL LEAD COMPANY 

111 Broadway, New York: 1160ak St..Buffalo: 
MW W. l»th St., Chicago: 669 Kraetnan Ave., 
Cincinnati: 820 W. Superior Are.. Cleveland: 
722 Chestnut St.. St. Louie; 2240 24Ui St.. 
San Franciaco: National-Boaton Lead Co.. 800 
Albany St., Boaton: National Lead A Oil Co. of 
Pa.,816Fourth Ave..PittaburKh;JohnT. Lewie 
a Broa. Co.M Widener Hld^.. Philadelphia. 


Dutch Boy Painters Products 
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STANLEY 

HAMMER 


■ 3#51-*/2 Nail "Stanley” $1.00 
3#101-5/2 Nail "Standard” .75 
3#lll-y2 Nail "Arrow” . .60 

3#211-y2 Nail "Herculei” .39 

RETAIL PRICE. $8.22 

Dealer Cost . 5,48 , 

33-1/3% DEALER^S MARGIN $2.74 


These POINTS Will Help You Sell Quality Hammers ! 

Special analysis, heat treated steel heads. Faces and claws 
individually hardened and tempered. 

Crowned and chamfered faces, beveled claws. 

^^Evertite” handle fit to prevent loose heads. 

Surer ^^feel” resulting from Stanley scientific balance of 
weight. 

Young, live, straight grained hickory handles for strength. 

STANLEY TOOLS, New Britain^ Conn, 


Carpenters 


Instructors 


Home Workshop Fans 


'Formers 


Automobile Merhonics Industnol Woriters Occasional Tool Users 


THEY ALL LOOK TO STANLEY —BoX — FOR THEIR TOOLS 
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storm—two new creations. Nesco Stainless Enameled Ware* in excit¬ 
ing new modern shapes and designs, and new Nesco Gkirden Girl 
Japanned Ware, both in the new popular Snow White and Black 
combination, moke the perfect ensemble for modem kitchens. 

For greater Sales-per-Customer — greater Voliune and Profit for 1936 
— use the powerful appeal of new color harmonies* complete Match¬ 
ed Kitchen Sets — by Nesco. The largest Notional Adyertising pro¬ 
gram in the Housewares Industry will feature thi^t idea. Be sure your 
own merchandise "Tie in" guides that tremendous demand and pop¬ 
ular acceptance into your own Housewares Department. 

"Tie Up with Nesco for a Greater 1936" . Let us tell you this grand story 
and the opportunities awaiting you with the 50^ Special Introductory 
offer on Nesco Stainless Enameled Ware — a story of high profitsi 


/ \ NEW achievement in modern Housewares — completely 

matching sets in Enameled Ware and Japanned Wore — The Met- 
chandising Opportunity of the Year! Already taking the country by 


NATIONAL ENAMELING 
AND STAMPING COMPANY 

Executive Offices: 449 NORTH TWELFTH STREET, MILWAUKEE, WIS. 

Factories and Branches: MILWAUKEE - CHICAGO - NEW YORK 
BALTIMORE-PHILADELPHIA - GRANITE QTY. ILL. 
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Here’s a new Poultry Netting 

that sells on sight! 



AMERICAN HEX-GEL 


ORDINARY NETTING 


STAYS STRAIGHT AND TRUE AS A STEEL YARDSTICK 


iOELLS on sight! Prove it yourself and to your 
customer by a simple demonstration. The 
picture above shows what we mean. Unroll some 
American Hex-Cel Poultry Netting. Then—along 
side of it—unroll any ordinary netting. Instantly 
you see the difference. So do your customers. 

Why[is American Hex-Cel so much better? Lots 
of reasons: Hex-Cel Lock Joint holds each cell in 
true alignment. This means a flat, non-buckling 
fence—makes the use of top and bottom boards 


unnecessary — requires fewer supporting posts. 

Hex-Cel fights corrosion. It’s made of Copper 
Bearing steel wire—smoothly coated with zinc. 
Easy to erect. Stretches tight and straight as a 
die without bagging. 

This new poultry netting costs no more than 
ordinary netting. Advertising is telling your cus¬ 
tomers about it. Take advantage of this oppor¬ 
tunity to get more sales and satisfied customers. 
Order a stock at once. 


AMERICAN HEX-CEL 


POULTRY NETTING 

Other American Brands: Heztraline, Straightline 


American Steel & Wire Go., 208 South La Salle 
Street,Chicago • Empire State Bldg.,New York 
Columbia Steel Company, San Francisco 



Tennessee Goal, Iron & R. R. Go., Birmingham 
Export Distributors: 

United States Steel Products Co., New York 


UNITED S TAT E S STEEL 
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sure-fire profit 

for Spring 

All signs point to a healthy pick-up in 
-LX lawn fence and flower bed border busi¬ 
ness this spring. 

Business in general is better. People have 
more money to spend on improving their 
property—a lot of it will be spent on lawns 
and gardens. That means sales of lawn fence 
and flower bed border. 

Get your share! Sell Cyclone “Red Tag” 
products. Your customers know this famous, 
nationally-advertised line. They know Cyclone 
cannot aflFord to put the Cyclone name on 
anything but the finest products. That means 
ready acceptance. 

Styles to suit every customer 
Cyclone Lawn Fence comes in three diflPerent 
styles with gates to match. Standard heights 
24' to 48'. 

There are two styles of Cyclone Flower 
Bed Border—woven and welded. Easily in¬ 
stalled—conforms to any size or shape of 
flower bed, path, or walk. Welded border is 
a particularly good seller. Home owners like 
its rigid construction. 

Phone your jobber today . 

Telephone your jobber now for complete in¬ 
formation and prices on Cyclone Red Tag 
Lawn Fence, Flower Bed Border and trellis. 

Ask him, too, about Red Tag Screen Cloth, 

Hardware Cloth, and Rubbish Burners. 

CYCLONE 

LAWN FENCE • • • FLOWER BED BORDER 

Made by the makers of Cyclone Fence 

Cyclone Fence Co., General Offices: Waukegan, 111. 


UNITED STATES STEEL 



Pacific Coast Divistou: Standard Fence Co.. Oakland, Cal. 
Export Distributors: United States Steel Products Co., New York 




ir 








items 
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Display POL-MER-IK linseed oil 

along with your paints 


.OU can obtain POL-MER-IK Raw or POL- 
MER-IK Boiled in pint, quart, one and two gallon 
cans and five gallon drums. These factory-sealed 
containers are a guarantee of 100% pure linseed oil, 
protected against contamination. You’ll find your 
customers preferring this^ better linseed oil in tamper¬ 
proof cans. When you sell POL-MER-IK, you’re 
giving better value than ordinary raw or boiled linseed 
oil, and at no extra cost. POL-MER-IK imparts better 
gloss, harder finish and greater wearing qualities to 
a paint job. And the reason for these added values 


Write for this Interestins Book 

"BOILED OILS AND THE BURNING 
LINE OF PAINT FILMS." 



is that POL-MER-IK is 100% pure linseed oil, 10% 
of which has been kettle-cooked to a varnish body. 
Ask any Master Painter what this means to a paint job. 
Order POL-MER-IK today. Display these str iking 
three-color cans. Discover how quickly sales are 
made. You’ll never go back to bulk selling, with 
usual annoyances and losses. - 

Get ready for Spring business now. POL-MER-IK 
will increase your sales and profits. Consult yottf. 
regular jobber or write us about POL-MER-IK, the' 
better linseed oil. 


Of unusual interest to dealers, master 
painters and users of linseed oil, is this new 
booklet. It presents a clear and understandable 
discussion on the drying time of linseed oik, 
tells about the “Burning Line” of pain^ films 
and how film burning can be avoided. Write 
today for your copy. 


ARCHER DANIELS MIDLAND COMPANY 

MINNEAPOLIS, MINNESOTA 
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BeTHANIZED fence is something 
really new in fence. It derives powerful sales appeal 
from the greatest improvement in fence protection 
since galvanizing was introduced. 

The wire from which Bethanized Fence is woven is 
coated with zinc by an entirely new electrolytic 
process, known as Bethanizing. This Bethanized 
Wire breaks away so completely from the limita¬ 
tions of wire coated by older methods that it 
brings a new era in fence manufacture. 

Details about this remarkable new kind of zinc 
coating are given on the following page. 

No Extra Charge for This Super-Fence 

In spite of its longer life and the greater value it 
offers to fence users, Bethanized Fence sells at the 
same price as older types. Every rod of Bethanized 
Fence set out is a strong-pulling advertisement. 
Its clear-cut superiority is a powerful lever for the 
dealer to use toward increasing his sales. 
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First in a series of adver¬ 
tisements telling how Co¬ 
lumbian Tape-Marked, Pure 
Manila Rope is made. 


Top photo:—Native Filipino cut¬ 
ting Abaca stalks from which 
manila fibre is extracted. Below: 
Native stripping away the pulpy 


other section of the world offers the 
fine manila fibres that we get from the 
Philippine Islands. Here in the heart of 
Mindanao, we have our own resident buy¬ 
ers. These experts know rope and they 
select only the proper grade of fibre for 
every Columbian Rope and Twine Product. 

Ours is the only cordage mill that has its 
own buyers, warehouses and packing es¬ 
tablishments in the far-off Philippines. We 
do not depend on outside sources to supply 
us with fibre. 

It stands to reason that Columbian Rope 
must be better. 

COLUMBIAN ROPE COMPANY 

352>80'Genesee Street 
AUBURN, "The Cordage City," N. Y. 


Only Qmi&f 

is used mmaldng this Rope 
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FOR GEM WItROmATK RAZORS ONLY 


+IAVE YOU HEARD OF 
THE BIG DEAL ON 
GEM DOUBLEDGE BLADES 
6 EVER-READY BLADES? 


1 PACKAGE WITH 
EVERY 10 PACKAGES 

Offer expires 
April 1, 1936 


Now —plus your regular mark-up—you get 10% EXTRA 
PROFIT on two of the most profitable items in your 
sundries department! This cash-in-thc-bank offer gives 
you 1 five-blade package FREE with every 10 packages. 
Don’t miss this 10% extra profit! Get all you can while 
the deal lasts —stock nationally-famous Gem Doubledge 
Blades and Ever-Ready Blades! Feature them on the 
counter so that profits will roll in faster! American Safety 
Razor Corp., Jay & Johnson Streets, Brooklyn, N. Y. 

CALL YOUR WHOLESALER TODAY 


10% EXTRA PROFITS! 


DOUBLEDGE 
BLADES 

DUALAU6NMEN7 
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^400 in Cash Prizes 


for 



window displays 


JUST SEND SNAPSHOT 
PHOTO LIKE THIS 

FREE Set of sales-tested Gristoold 
Display Material sent each store 
mailing entry coupon below, 

EVERY ENTRY WINS AN AWARD . . . 

... NO EXTRA MERCHANDISE TO BUY 


Win your share of this $400 cash. Win 
one of the valuable prizes awarded every 
contestant. Win extra sales assured 
by proven selling-value of Free contest 
disinays. All you do is put a little extra 
effort in arranging your spring window of 
cooking utensils, and send a snapshot of 
it to The Griswold Mfg. Co., Erie, Pa. 

To help you win. The Griswold Co. 
sends Free, 4 posters and 5 window cards 
... a $2 ^t of tested-selling material. 
Mail coupon for your set today. 

Remember the prizes are only part of 
your awards. For your contest window 
automatically increases your sales of full- 
mofit Griswold ware. Why? Because your 
msplay brings your store direct benefit 
from the “Triple Advertising Campaign^^ 
of page-high advertisements now appear¬ 
ing in the Ladies Home Journal, Better 
Homes & Gardens, and Country Gentle¬ 
man. It reaches over 5,461,000 women in 
cities, towns and on farms. This Griswold 
campaign is again, the only national 
magazine advertising supporting your 
sale of cast iron coolung utensils. 

Mail your coupon today so the valua¬ 
ble displays reacn you in time to put in 
your window during March or April, (con¬ 
test closes May 15th). Be one of the Gris¬ 
wold dealers to win cash, win increased 
sales, and receive the national publicity 
which will be given the winners. 
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Griswold Contest Display Material is inereasiny Sales 
for the Wintj/ar Hardware Store... one of Western New 
York's Iradmg retailers al 1830 Genesee St., Buffalo. 



50 PRIZES 

l.t PRIZE. $100 

ZndPRIZE. $50 

3rd PRIZE . .. $15 

NEXT FORTY-SEVEN $5 

Every Griswold dealer who 
sends in a snapshot of his con¬ 
test window and fulfills the 
simple rules of the contest, re¬ 
ceives an attractive chromium- 
finished ash tray. These valuable 
ash trays will he the exclusive 
gifts to the progressive dealers 
who enter this contest. 


MAIL THIS ENTRY 
COUPON TODAY 


The Griswold Mfg. Co., Erie, Pa. 
Attention: Advertising^DeparUDent 

I'm going after the cash, merchandise 
wise and extra sales oflerod in your 
$400 window display contest. Rush me 
the/nee $2.00 set of tested window dis¬ 
play material, so I can arrange my 
Griswold window at once. 



NAME... 






STORE.. 






ADDRESS 





L. 







HOW TO WIN IN 
BIG GRISWOLD 
PRIZE CONTEST 

Think of winmng $100 or any one of the 
other 49 cash prises, for following the few sim¬ 
ple rules listed below.You just plan an attentioo- 
getting display, using the free Griswold contest 
display material featuring Griswold merchan¬ 
dise. Before you take your snapshot, be sure 
you have followed these 12 easy rules: 

1. No entry fee, no purchases to make. 2. 
Each tying contestant will receive full amount 
of award. 3. Submit as many different win¬ 
dows as you want. 4. Each window must in¬ 
clude all four Griswold Contest Posters, and at 
least two of the five contest display cards. 5. 
Windows submitted must be displayed in store 
for at least 10 days (dates of display must be 
given). 6. Each entrant must be submitted in 
form of photograph. An ordinary snapshot will 
be sufficient. Photographs will be judged on 
basis of display and not on basis of photography. 
7. Photographs should be aocompemied by the 
brief statement of 25 to 100 words about the 
sales success secured through your window. S. 
Pictures submitted become property of the 
Griswold Mfg. Company. 9. Name of store 
and addrem must accompany photograph. 
Name of window trimmer desired. 10. The sole 
judges will be Charles J.Heale, Editor of Hard¬ 
ware Age, and Rivers Peterson. Editor of Hard¬ 
ware Retailer. Decisions of the judges wiQ be 
final 11. Contest begins March 15th and closes 
May 15th at midnight. 12. Displays must fea¬ 
ture Griswold products exclusively and be in¬ 
stalled at dealer’s expense. 
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Just 

Among 

Ourselves 

By CHARLES J. HEALE 

Editor^ Hardware Age 


Farmer Credits— 

Three convention speakers, 
well qualified, talked to Montana 
hardware men about selling to 
the farmer on credit. Without 
hearing each other, nor discussing 
the subject together beforehand, 
they were in complete accord on 
one basic point, i.e. that farmer’s 
notes matured entirely on the cal¬ 
endar basis without regard to the 
specific periods of the year when 
the farmer had income enabling 
him to meet a note. This is a nat¬ 
ural situation, yet simple enough 
to correct. Sufficient examples 
were offered for a more practical 
method of handling such paper 
for the farmer-customer. Instead 
of trying to get a flat pro rata, 
monthly payment all through the 
year—concentrate the payments in 
the three or four months that the 
farmer has money coming in, and 
the chances of getting prompt pay¬ 
ments are much better. All three 
speakers cited experiments with 
this idea and it is likely that 
Montana hardware men generally 
will endeavor to try out the plan. 
It is a good idea for other hard¬ 
ware men, in other parts of the 
country, to study—certainly it is 
worthy of experimentation and 


may prove a valuable selling asset 
because of its convenience to the 
farmer-customer. 

Water Systems— 

A manufacturer of water sys¬ 
tems selling from $35 to $250, 
tells me that the retail hardware 
trade is by far the largest and best 
distributor group for such equip¬ 
ment. This includes both the gas 
engine and electrically operated 
types of water systems. Other re¬ 
tail groups take the follpwing rel¬ 
ative positions in the distribution 
of such goods: (2) feed and grain 
dealers (3) plumbers (4) imple¬ 
ment dealers. He based his figures 
on a survey among a group of 
leading producers of this class of 
equipment. There is in the wind 
a plan for further cooperative pro¬ 
motion in this industry which 
should result in a greatly increased 
sale of water system equipment. It 
must be remembered that when the 
sale of bathroom or kitchen equip¬ 
ment accompanies the sale of the 
basic water system, the amount of 
the sale is about doubled. There¬ 
fore, the sale of this class of equip¬ 
ment is worthy.of study and devel¬ 
opment. The individual sale 
represents considerable money and 


justifies outside selling activity 
starting early this spring. 

Quality Lines— 

Without trying to even suggest 
that competitive prices are not a 
serious, current problem to hard¬ 
ware dealers, I am happily im¬ 
pressed with some sales records of 
both manufacturers and whole¬ 
salers which I have studied since 
January first of this year. There 
is very little let-up in the contest 
for retail business and with this 
hard-fought contest the element of 
price is always present—^yet I am 
convinced (from sales records— 
not conversation) that there is a 
swing back toward an apprecia¬ 
tion of quality workmanship and 
materials on the part of con¬ 
sumers. In about fourteen states, 
with at least fifty salesmen repre¬ 
senting all kinds of merchandise 
sold through hardware channels, I 
hear the welcome “it is a funny 
thing, but some of our highest 
price numbers are selling best at 
present.” Then, with a little pres¬ 
sure, is developed the information 
that in the past six years some 
trimming of sales, here and there 
has brought the best-quality goods 
down, in price, to a point where it 
is good economy to have the best. 
If these observations represent a 
typical situation with American 
hardware producers, the depres¬ 
sion has been well worth its cost. 
If today, our best line of goods are 
priced properly and represent the 
real values that we seek in dis¬ 
tribution, then our future as both 
a producing and distributing force 
is assured. Basically, most people 
want the best but there is a limit 
they will go in paying for it. If 
we as an industry are now at a 
point where our pricing is fair 
and equitable there is ahead of us 
a great and profitable future. 

Competition— 

Western railroads have plenty 
of competition for existing busi¬ 
ness. As a result, their dining car 
services and prices come close to 
being your money’s worth—not 
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too close however. From Chicago 
west to the Pacific Coast one is im¬ 
pressed with the availability of 
prices not more than 50 per cent 
higher than a good hotel would 
charge. Contrast this with the big 
eastern roads where competition 
is relatively unimportant and you 
realize what a factor competition 
really is in making a business ef¬ 
ficient. Eastern roads get the long 
price (very long, too) on every 
bit of food sold to the hungry pas¬ 
senger. A comparison of menu 
cards obtained from both eastern 
and western roads put the eastern 
crowd to shame. All the elements 
of expense, incident to storing and 
preparing food is just as present 
in the west as in the east—perhaps 
more so, because of the greater 
distances in the west. Therefore 
the difference must be charged to 
the competitive situations. Per¬ 
haps the same parallel exists in 
the retail distribution of the many 
lines hardware dealers must today 
sell in competition with chains 
and mail order houses. There is 
a noted and marked improvement 
in hardware store appearances and 
selling attitude and perhaps be¬ 
tween ourselves we can admit that 
competitive conditions have forced 
these measures on us. 

Complex— 

These previous comments re¬ 
mind me of certain correspondence 
I have received during recent 
months. From some readers I re¬ 
ceive letters saying that we do not 
pay sufficient attention to chain 
store methods. The writers of such 
letters suggest that we do not seem 
to realize that there is chain store 
competition. Then, as a bolt from 
the blue, come letters saying that 
this publication, or that I, per¬ 
sonally, have a chain store com¬ 
plex, because of frequent or casual 
reference to chain store practices 
which independent merchants must 
meet. We must meet their com¬ 
petitive practices and I suggest 
tfiat it is the writers of these let¬ 
ters who suffer from some com¬ 
plex and not us—^for,-certainly the 
chain store system has shown us a 
better way to display goods, light 
up our stores, bring in more store 
traffic and generally dramatize our 
goods and our-services. Let’s be 
honest about it and use the best 
they have and add to that our own 
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undeniable advantages and give 
them a real beating. It can be 
done. It must be done. 

Productive Houra— 

Every traveling salesman knows 
that an important part of his busi¬ 
ness day is necessarily consumed 
in traveling from point to point 
and in waiting to see those he 
wishes to sell. To the man travel¬ 
ing the northwest, far west and 
southwest this problem is greater, 
due to the distances between stops. 
In the northern country, in the 
winter season, the problem is even 
more serious. I have just traveled 
a net 121% hours from New York 
City to San Francisco, a trip which 
can normally be made in 80 rail¬ 
road hours and this does not in¬ 
clude waiting for connections at 
junctions. Therefore, the sales¬ 
man, working on commission, tak¬ 
ing the same route I took, would 
find that in two weeks he had lost, 
completely, six full days and two 
Sundays before he got to the 
mourners’ benches in the places 
where he sells or tries to sell his 
goods. And at those points he 
may also expect some delay as 
hardly ever can the salesman ex¬ 
pect to find the buyer just “hang¬ 
ing on the ropes” awaiting his ar¬ 
rival. Distances and weather are 
factors often forgotten by the east¬ 
ern manufacturer when making 
his arrangements with a far-away 
sales agent or company salesman 
whose only income is conunission 
from sales. Both are cost factors 
to the salesman and deserve con¬ 
sideration by the house. 

Apology— 

In a recent issue we published 
a “surprise convention talk” given 
by B. Christianson to the Minne¬ 
sota association. In this particu¬ 
lar page I connected the former 
Wisconsin association secretary 
with Sears, Roebuck & Co. whereas 
he is actually with Montgomery 
Ward & Co. The managing editor 
suggests that I use the “smiling 
gong” on myself because of this 
error. An apology is certainly due 
Mr. Christianson and this is it.— 
Beg your pardon Chris. 

How’s Business?— 

Americans ask “How’s Busi¬ 
ness?” just as ancient Romans 


asked “What news on the Rialto?” 
Both sought the same information. 
Since the first of the current year 
I have been on the road almost 
constantly and have met many 
manufacturing executives and 
sales managers. Without excep¬ 
tion all predict a minimum of fif¬ 
teen per cent advance in sales for 
1936 as compared to sales for 
1935. Wholesalers in 20 states 
are even more optimistic as their 
minimum prediction starts with 21 
per cent sales increase. Retailers 
are equally as cheerful but are not 
given to expressing their views in 
terms of percentage. But taken 
as a whole the hardware industry 
is definitely geared for bigger and 
better business this year. As 
Dennis Waterman, of American 
Steel & Wire Co., told the Montana 
convention “We are going to sell 
ourselves out of the memory of the 
recent depression.” 

Retail Sales Tax— 

Taxes paid by business houses 
are a matter of public record, 
available to other taxpaying busi¬ 
ness men. From several sources I 
have heard of ridiculously small 
taxes paid by large department 
stores, chain store organizations 
and mail order local stores when 
compared to taxes paid by aver¬ 
age independent retail hardware 
stores if relative annual sales vol¬ 
ume is considered. With this in 
mind, I am wondering if, instead 
of seeking anti-chain store tax 
measures it would not be more 
productive to seek taxes based on 
retail sales? It is impractical to 
try to give tables, charts, etc., on 
this subject but as an example let 
me cite a convention talk from 
which I take the following: “In one 
town in our state a department 
store doing over a million dollars 
in business a year paid a little less 
than twice as much taxes as was 
paid by either of two small retail 
stores doing less than $50,000 a 
year apiece.” Here is a field for 
study for both state and local asso¬ 
ciation secretaries, for in taxation 
there is common ground which all 
citizens will appreciate and under¬ 
stand. In contrast to their inter¬ 
est in anti-chain store measures a 
more equitable tax basb is of 
prime interest to all business men 
and property holders. 
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Helps Chas, Brown & Sons, 
San Francisco dealer, put over 
a thirty-day annual event. 


E stablished in October, 

78 years ago, Charles Brown 
& Sons, hardware dealers, 
813 Market Street, San Francisco, 
have for many years past turned 
that month into a 30-day anni¬ 
versary sale event. All of which 
is an old merchandising prin¬ 
ciple, but Brown’s applies this 
principle in an unusual way. 
Ever since the sales were started 
the October volume has rivaled 
that of December. 

S. W. Newman, president of 
the firm, lists four problems or 
steps upon which he believes 
depends the consistent success of 
the month-long sale. These are: 

1. Long-time planning. 

2. Creating ‘‘sustained” public 
interest. 

3. Building enthusiasm and co¬ 
operation within the sales force. 


4. Offering real merchandise 
values, not just holding a clear- 
out of odd items in stock. 

Although it merges with the sec¬ 
ond point somewhat, Mr. Newman 
declared long-time planning is 
the most important step to be 
considered when a retailer wishes 
to stage a month-long sale. Plan¬ 
ning for Brown’s anniversary be¬ 
gins in March, eight months be¬ 
fore the event. At this time a 
buyers’ meeting is given over to 
discussion of preliminary plans. 
Buyers are instructed to have spe¬ 
cial stocks on hand for the an¬ 
niversary sale, just as it is neces¬ 
sary to have special stock on hand 
for the Christmas business. 


In this manner the fourth point 
in Mr. Newman’s program is 
taken care of. That is, that dur¬ 
ing the entire month, each de¬ 
partment in the store should have 
on hand enough stock so that many 
desirable items can be offered at 
real sale prices. With enough of 
such merchandise on hand the 
customer becomes “bargain con¬ 
scious” and odd items can be 
easily cleared without danger of 
making the sale appear “junky” 
and also by offering these real 
values a definite sales stimulus 
is felt in all items without the 
necessity of much markdown. 

With eight months to be on 
the lookout for items for the Oc- 
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tober sale, the buyers in every 
department have ample opportu¬ 
nity to procure stock at a price 
which will offer the public ex¬ 
ceptional value as well as a 
worthwhile profit to the store. 
This is particularly true in the 
case of the many items in the 
$1 to $3 range, which might 
be classed as pre-season Qirist- 
mas gift merchandise. 

With the buyers’ planning 
taken care of six months be¬ 
fore the sale, the main promo¬ 
tional events are planned. 

“In this respect,” declared Mr. 
Newman, “it is impossible to over¬ 
emphasize the importance of cre¬ 
ating and keeping sustained public 
interest in a merchandising event 
of a month’s duration. 

“The difference between a spe¬ 
cial day sale and a month-long 
event might be compared to the 
difference between a short story 
and a novel,” Mr. Newman con¬ 
tinued. “The story writer must get 
his reader’s interest quickly, and 
maintain it at a high pitch for 
about a half-hour of the reader’s 
time. On the other hand, the 
novelist must hold his reader’s 
attention for a much longer time 
and to do so he has to present 
some interesting new situation or 
new development in each chapter 
of the book. 

“So it is with the store holding 
a 30-day sale. Although public 
interest may be obtained by ad¬ 
vertising good values, just placing 
a card in the window to the effect 
that the anniversary sale will last 
a month is not sufficient to sustain 
the proper public interest to make 
the sale a success.” 

“Brown’s Balcony Bazaar,” the 
midmonth promotion which 
packed the store, is a good ex¬ 
ample of what can be accom¬ 
plished by planning promotional 
events six months in advance, and 
also of the type of promotion 
which is necessary to maintain 
interest in a month-long event. 

In May it was decided that to 
have a number of manufacturers’ 
demonstrators in the store would 
be what was needed to give the 
October sale a new interest in 
the middle of the month. With 
six months’ time in which to at¬ 
tend to all details, Newman was 
able to line up 15 demonstra¬ 
tors, all of whom would be able 


to be on hand for the third wedt 
in October. Some of the demon¬ 
strators were supplied by the 
manufacturers, for others the 
store paid half the expense and 
in several cases the entire cost 
was borne by the store. Know¬ 
ing well in advance that this 
number would be on hand Mr. 
Newman decided to turn over the 
entire balcony to the demonstra¬ 
tors and hold a “Bazaar.” 

Make Use of Balcony 

Ordinarily, Brown’s makes little 
use of their balcony as sales 
space, chiefly because it can be 
reached only by a small stair¬ 
way at the rear of the store. Gaily 
decorated and with each demon¬ 
strator under a bright canvas 
canopy, the balcony, for other 
reasons than the mere alliteration 
of “Brown’s Balcony Bazaar,” 
proved the ideal place to hold 
the event. Besides holding the 
store’s floor space free, the stair¬ 
way at the rear, instead of prov¬ 
ing a disadvantage, was a real 
asset as persons attracted to the 
bazaar were obliged to walk 
through the entire store. 

The demonstrations included 
paints, several types of electric 
appliances, a girl making plaques, 
a blind man making brooms and 
a glass blower, who added a real 
carnival touch. Besides the mer¬ 
chandise which the demonstrators 
were themselves selling, other ar¬ 
ticles to be found elsewhere in 
the store were cleverly linked to 
related articles being demon¬ 
strated. This was done by means 
of huge checkerboard cards on 
the wall in back of each of the 
demonstrator’s displays. Fastened 
in each of the variously colored 


squares was an article featured 
in the anniversary sales. 

No bazaar is complete with¬ 
out ballyhoo, and Brown’s was 
ballyhooed in the goold old-fash¬ 
ioned style. His loud-checked 
suit screaming for attention, his 
handle - bar mustache flopping 
wildly as he hollered, “Right this 
way folks,” a real circus barker 
let the crowds streaming past 
Brown’s Market Street entrance 
know that something unusual was 
going on inside. And though he 
may have startled some of the 
more conservative shoppers, he 
ballyhooed the bazaar so suc¬ 
cessfully that the store was 
crowded all week. 

“The success of any sale depends 
in a large part upon the coop¬ 
eration and enthusiasm shown by 
the sales force,” Mr. Newman 
declared, discussing the third 
point in the program. “Fully a 
month before the event we make 
an effort to build up this spirit, 
and also to be sure that the ^es- 
persons in each department are 
fully acquainted with the talking 
points of all merchandise which 
will be featured in the sale.” 

The evening before the open¬ 
ing of the event is always the oc¬ 
casion for an employees’ ban¬ 
quet. One of the features of this 
banquet is a number of sales talks 
given by individual salespersons 
representing every department in 
the store. The persuasive powers 
of these talks are determined by 
the applause of the whole group, 
and the salesperson presenting the 
most convincing talk is awarded 
a handsome prize. 

The opaiing of the anniversary 
sale is heavily advertised. This 
advertising of real values, coupled 
(Continued on page 152) 
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Hardware Age 
Fifty-Year Club 



M en who have given a half a century or 
more of service to the hardware business 
merit some special recognition, as well as 
the acclaim of the entire industry. The Hardware 
Age FIFTY-YEAR CLUB is dedicated to that 
purpose. There are no dues, obligations, rituals, 
conventions, or assessments, and men who entered 
the hardware business prior to 1885 are eligible. 
Hardware Age salutes these half-century veterans 
and will welcome additional members: 


LANDON P. SMITH, pres¬ 
ident and founder of Landon P. 

Smith, Inc., manufacturers of 
Red Devil glass cutters and 
other glaziers’ and painters’ 
tools, Irvington, N. J., at 68 can 
look back on a career covering 
every branch of the hardware 
industry. He entered the busi¬ 
ness in 1882 as a clerk in a 
Texas hardware store. Three 
years later he accepted a posi¬ 
tion at inside work with Des 
Jardines, Miller & Root, who at 
that time were hardware whole¬ 
salers at Memphis, Tenn. After 
three months he became a 
traveling representative for the 
same firm in Mississippi and Arkansas, in which territory 
he traveled by buckboard, until the firm he represented 
retired from business. Mr. Smith’s next move was to St. 
Louis, where he traveled for the Shapleigh Hardware Co., 
until he came East to become an importer and manufac¬ 
turers’ agent. During this period he was sole sales agent 
for a number of hardware factories. Later, he organized 



and became first president of Smith & Hemenway Co., 
manufacturers, for many years, of pliers and hardware spe¬ 
cialties at Irvington, N. J. In 1926 he sold the Smith & 
Hemenway Co., and started his present business, of which 
he is the active head. Mr. Smith is credited with being 
personally responsible for changing the old method of cut¬ 
ting glass with expensive diamond cutters to the modem 
method, in which inexpensive precision steel wheel cutters 
are used to cut miles of glass. He enjoys playing golf with 
his own salesmen but his main hobbies continue to be his 
many friends in the hardware trade, and his interest in im¬ 
proving Red Devil products. 


GEORGE J. HOOSE, at - 

78, and after 54 years in the 
retail hardware business at At¬ 
lanta, Ill., says, *T like the hard¬ 
ware business, also the work. I 
love to sell hardware, stoves, 
paints.” He began his business 
career in 1870 as a clerk in a 
grocery store where he worked 
on an average of 15 hours a day 
for $12.00 a week. But his 
father, who was a blacksmith 
and also made buggies, wagons 
and carts, insisted that his sons 
learn a trade and in 1872 Mr. 

Hoose began as a “wood 
butcher” under paternal super- GBO. J. HOOSE 

vision. Not showing any par¬ 
ticular fondness for this work, he was, after two years, 
placed in the blacksmith’s department where he served an 
apprenticeship of three years. During these five years he 
earned $4.00 a week and had taken on the responsibility 
of a wife. In 1879 he was rewarded with a partnership 
in his father’s firm, then J. H. Hoose and Son. A short 
time later a separate business was established which also 
included hardware under the name of Geo. J. Hoose and 
Co. The firm went under various name changes until 
1926, when the present name, Hoose and Son, was adopted. 
His son, Milton, is associated with him in the business. The 
store has always operated in the same block, and is now 
located on U. S. Route No. 66. 
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Merchandise Lines 
and Profits 


Leslie M. Stratton, successful wholesale 
hardware executive and president of the 
National Wholesale Hardware Associa¬ 
tion, suggests guide for average whole¬ 
sale hardware firm breaking main lines 
into fifteen classifications. 



LESLIE M. STRATTON 


A t a recent gathering of hard¬ 
ware wholesalers, Leslie 
- M. Stratton, president, 
Stratton • Warren Hardware Co., 
Memphis, Tenn., and president of 
the National Wholesale Hardware 
Association, offered a chart for the 


average hardware wholesaler to 
follow in planning sales, percent¬ 
age of profit and relative per cent 
against total sales of fifteen main 
groups of merchandise lines. He 
recognizes that geographical and 


climatic differences may alter his 
basic figures but says that a care¬ 
ful investigation shows these fig¬ 
ures to approximate the true pic¬ 
ture for ultimate profit. His data 
follows: 


How the Sales of the Average Wholesale Hardware Firm Should Run in 
Percentages According to Classification and Percentage of Profit 
To Be Made on Each Classification 



Per Cent of 


Percentage of 


Total Sales 

Items Included in Classification 

Profit on Sales 

No. 1 

10 

Heavy Hardware—Such as Metal Roofing, 
Screen Wire, Nails, Barb Wire, Fencing, Pre¬ 
pared Roofing, Etc. 

16 2/3 

No. 2 

3 

Ammunition. 

20 

No. 3 

6 

Mechanics and Edge Tools, Builders* Hard¬ 
ware, Etc.. 

23 

No. 4 

2 

Paint, Varnish, Paint Brushes. 

22 

No. 5 

2 

Cordage, Including Cotton Rope. 

18 

No. 6 

5 

Guns, Cutlery, Fishing Tackle, Sporting Goods, 
Etc. 

25 

No. 7 

8 

Stoves, Ranges, Stove Pipe . 

22 

No. 8 

8 

Household Items—Such as Enamel ware. Gal¬ 
vanized Ware, Queensware, Common Refrig¬ 
erators, Floor Covering. 

25 

No. 9 

8 

Miscellaneous Hardware. 

25 

No. 10 

10 

Plows, Implements, Farm Wagons, Misc. Farm 
Tools . 

20 

No. 11 

10 

Saddlery, Saddlery Hdwe., Harness, Collar 
Pads, Hames, Traces, Etc. 

20 

No. 12 

10 

Furniture, Mattresses, Etc.. 

22 

No. 13 

4 

Radios and Radio Tubes. 

22 

No. 14 

7 

Tires, Automobile Batteries, Auto Accessories 

18 

No. 15 

7 

Mechanical Refrigerators, Washing Machines 

18 
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The three-second selling 
window, Passershy who 
do not stop have only to 
glance at this display to 
take away with them 
one definite idea. The 
regular window lights 
might be covered with 
red or blue color caps 
to fill the window with 
colored Ught. The toaster 
on the pedestal is spot¬ 
lighted with white light. 
The circular area on the 
background behind the 
toaster would be of a 
contrasting color, in this 
case perhaps a dark 
blue. Notice that aU the 
merchandise in the win¬ 
dow is related in appli¬ 
cation to the featured 
article. 




By ROBERT W. MORRIS* 


T O take full advantage of the 
drawing power of light, a 
dealer should aim to illu¬ 
minate his window to a higher 
level than the levels prevailing in 
nearby windows. Thus, the store 
in a business district where there 
are many other stores would re- 

♦General Electric Company, Nela Park 
Engrineering Dept., Cleveland, Ohio. 
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quire more illumination than the 
store in an outlying section where 
there are no other stores. Besides 
the advantage afforded by more 
light from the point of view of 
competition, there is the added 
advantage that merchandise will 
appear much more attractive if it 
is well lighted. Precious stones 
are not unique in requiring plenty 


of light to make them look their 
best. 

Most retailers are in the habit 
of apportioning the rent they pay 
for their stores among the various 
sections of the store. In other 
words, each section is evaluated 
as being worth a certain percent¬ 
age of the total value of the avail¬ 
able space. Show window space is 
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variously rated as being worth 
from about 20 to 50 per cent of 
the total value. Few dealers will 
question that it is by far the most 
valuable space in the store. For 
this reason it is important to make 
the most of it and to do every¬ 
thing possible to insure its maxi¬ 
mum effectiveness as a sales pro¬ 
ducer. 

It is not the purpose of this ar- 



// 80 per cent or more of people'* 
impre$siona are received through 
the eyes, it would seem logical to 
assMJone that merchandise should be 
displayed under the vety best con- 
ditions of visibility. 


tide to discuss at length the vari¬ 
ous technical problems involved 
in making an installation of win¬ 
dow lighting. It may be well, 
nevertheless, to mention the char¬ 
acteristics of a good installation. 
The lighting equipment should 
distribute the light evenly upon 
the display area without undue 
loss through the window and with¬ 
out glare from exposed lamps. 
Most show windows are lighted 
from above by a row of prismatic 
glass, mirrored glass, or metal re¬ 
flectors located at r^ular inter¬ 
vals along the window front and 
along the sides when the win¬ 
dow is deep. The accompanying 
sketches illustrate the usual lay¬ 
out arrangement. 

During daylight hours perhaps 
nothing reduces the visibility and 
consequently the effectiveness of 
window displays more than reflec¬ 



This window contains the same merchandise that is displayed in the three^ 
second selling window, but a number of unrelated articles have been added. 
The lines of the background do not help to direct the eye to the merchandise, 
and articles visible inside the store add to the impression of confusion. Pedes- 
trians hurrying by the store would not be likely to carry away with them any 
definite idea of what is displayed. 


tions in the window glass of build¬ 
ings across the street, passing 
street cars, automobiles, pedestri¬ 
ans, etc. Since these reflections 


are produced by a combination of 
several factors, they are more pro¬ 
nounced in some windows than in 
{Continued on page 148) 
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Super Lighting for Windows 

For dominant illumination in brightly 
lights business districts or for over- 
coming daylight reflections, 500-watt 
Mazda lamps spaced IS inches apan 
along the front and sides of the win¬ 
dow are recommended. An cdtemative 
method oftentimes used is to provide 
a double row of 200^watt units spaced 
12 inches apart. 



Good Window Illumination 

Window reflectors spaced 18 indM 
apart along front and side of the wu^ 
dow. Again, the use of Imps of dif¬ 
ferent sizes allows a variation in the 
resulting illumination. However, with 
this spacing and usual equipment, the 
maximum Ubimination will be only 
about two-thirds the maximum obtain¬ 
able with the 12-inch spacing. 



Excellent Window Illumination 

Window reflectors spaced 12 inches 
apart along front and side of the win¬ 
dow. 




J ty Cl Cf D ly ti tij 

Fair Window Illumination 

Window reflectors spaced 24 inches 
apart using 150-watt or 200-watt Mazda 
C or Mazda Daylight lamps will fur- 
nidi fairly good illumination suitable 
for the usual classes of small stores. 


The cost of installing the above window lighting systems ranges from about 
$3 j 00 to as much as $15.00 per outlet. 
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Rayl’s Open the 
Bicycle Season 


Generous ad space given to bicycles by Rayrs 


Digitized by 


Google 


T he 1935 business in bi¬ 
cycles in Detroit opened to 
hugely increased volume, 
due in the first place to the sud¬ 
den popularity of bicycle riding 
at parks and special concession lo¬ 
cations. The season was opened 


Detroit Hardtcare Dealer Draws on TrtidU 
tion of Firm, **First in the Field on Bicycle 
Business,*^ and Stages a Bicycle Fair 


‘ofl&cially” with a Bicycle Fair by 
the T. B. Rayl Company, which 
was a highlight of bicycle mer¬ 
chandising. 

RayFs was able to draw upon 
the tradition of the firm, one of 
the oldest in the city, in designing 
its special fair. A series of bi¬ 
cycles was displayed ranging back 
to the earliest days of the vehicle, 
and even to the preceding tri¬ 
cycles. 

Vehicles were secured from the 
Edison Institute, Henry Ford’s un¬ 


rivaled collection of Americana. 
which gives local stores the most 
outstanding opportunity to bor- 
row equipment for special histori¬ 
cal displays. These included all 
varieties of bone shakers and 
every important step in the devel- 
opment of the bicycle. 

Closely tied in with this display 
of historical development was a 
series of advertisements from the 
files of the store. These were 
taken from the old scrap books, 
and “blown up” to poster size. 
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and used as partially descriptive 
of the corresponding bicycles, or 
similar models. They also typi¬ 
fied the changes in methods of ad¬ 
vertising during the past half cen¬ 
tury. 

Rayl’s first advertisement for a 
similar vdiicle was for a parallel¬ 
wheeled high wheeled bicycle, or 
tricycle, with a small wheel for 
steering in front. A model that 
drew much attention was a minia¬ 
ture cycle built for General Tom 
Thumb, the famous midget of the 
original Bamum and Bailey Cir¬ 
cus. One of the oddest examples 
shown was a model with a basket 
back of the handle bars to hold 
the baby, and a seat on the top of 
the enlarged front wheel to carry 
the “better half” of the family, in 
proper bicycling costume. 

The Bicycle Fair was more than 
a mere event of interest to the his¬ 
torically minded. It has actually 
produced results, officials of 
Rayl’s testify. The bicycle volume 
this season has been approxi¬ 
mately six times that of last sea¬ 
son, and much of this is traced 
directly to the Fair. Customer 
conunents indicate that they have 
remembered this event, and that 
this has induced them to buy at 
the store. 

‘Tirst in the Field’’ 

The appeal has been largely 
woven around the legend, “First 
in the Field on Bicycle Business.” 
Rayl’s was probably the first store 
in Detroit to sell bicycles, as testi¬ 
fied by these old advertisements, 
and the impression is fairly given 
that it has remained bicycle head¬ 
quarters ever since. In a city of 
constantly changing store owner¬ 
ships, a store which has remained 
under one control so long is ex¬ 
cellently situated to capitalize on 
its tradition. The motto is repeated 
in signs over the doorway of the 
store, and in interior displays. It 
was used with a forty-foot streamer 
banner during the Fair, which 
lasted two weeks. 

Bicycles are being stocked on 
three different floors this season 
at Rayl’s. The regular sports de¬ 
partment on the second floor is 
the principal location, but the de¬ 
mand has been so big that reserve 
models have been stocked right in 
the store on open floor space. A 
number are carried on the fifth or 


office floor, while another section 
has been installed on the fourth 
or toy floor, where there is a defi¬ 
nite tie-up with the major interest 
of the floor. As the principal stock 
on the second floor is depleted, 


M uch time is saved by the 
salespeople of the Monte¬ 
bello Hardware store, 
V. E. Coffman, proprietor, Monte¬ 
bello, Calif., in the matter of fit¬ 
ting screws to hinges which are 
sold. Time saving is accomplished 
by providing a counter-high fix¬ 
ture which houses the stock of 
strap and T-hinges and the numer¬ 
ous sizes of screws, screw-eyes and 
hooks. The fixture is illustrated 
by the accompanying sketch which 
is representative of a rear view. 

The stocks of hinges are car¬ 
ried in compartments under the 
counter. There is space for 25 
types and sizes. Then, fitted on 
top of the counter is a shallow 


bicycles are wheeled down from 
the upper floors. Meanwhile, they 
serve the useful purpose of sug¬ 
gesting the idea of the wheels to 
customers who do not visit the 
second floor. 


tray-like fixture which is nine feel 
long and 30 inches wide. It is 
cut up into small compartments 
each large enough to care for a 
box of screws. The tray is covered 
by two lids which meet in the cen¬ 
ter and are hinged at the ends. 

When a customer selects the 
kind and size of hinge he wants, 
one of the lids of the tray is raised 
and the screws needed for it are 
selected and counted out 

If a customer wants screws 
only, it is a simple matter to 
raise one or both lids and permit 
him to survey the entire stock and 
make his choice. When the lids 
are down, the fixture serves as a 
wrapping counter. 



Special Fixture Keeps Hinges and 
Screws Cpnveniently Together 

Montebello Hardtvare Store, Montebello, Calif., 
Him Unique Fixture to House Stock Strap and 
T-Hinges, Screw-Eyes, Hooks, etc. 
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Better Advertising Layouts 
for Better Business 

By E. K BROWN 

Building the Design with Rectangles 


P ROBABLY 75 per cent of 
all retail advertising and 
about 50 per cent of all 
other advertising appearing today 
is based upon the rectangle. Many 
of these advertisements are super¬ 
latively good, but the vast major¬ 
ity, it must be admitted, are either 
ordinary or downright poor so far 
as layout is concerned. Yet there 
is no reason why the rectangle may 
not be used to produce well bal¬ 
anced and attractive advertise¬ 
ments, even if the advertiser limits 
himself exclusively to the rec¬ 
tangle as his basis geometric pat- 
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tern and avoids triangles and 
circles entirely. 

The rectangle itself forms a 
block, and in this form there are 
no points to indicate the position 
of headings as was showii in the 
preceding article discussing tri¬ 
angles. With nothing to indicate 
the proper place for headings ex¬ 
cept the top horizontal border of 
the rectangle, it is perhaps not 
surprising that so many adver¬ 
tisers do just that—write a head¬ 
ing for the top of the advertise¬ 
ment and fill the rest of the space 
with copy, and let it go at that. 


But the rectangle or rectangles 
used as the basic geometrical pat¬ 
tern should not be confused with 
the rectangle forming the borders 
of the copy space. The use of 
small rectangles of varying shapes 
and sizes as well as position will 
be found to be no less effective 
than are triangles when laying out 
the advertisement 

In Figure 4 will be seen an ad¬ 
vertisement prepared by our myth¬ 
ical Mr. Harper which is based 
upon two simple rectangles, the 
upper one almost a square. This 
advertisement is distinctive in ap- 
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pearance, and assuming that the 
merchandise offered is a wanted 
commodity, that the price is right, 
and that the copy is reasonably 
well written, the advertisement 
should produce good results. At 
least, the layout will accomplish 
its particular mission—it will 
catch the reader’s wandering eye 
and properly display the various 
portions of the advertisement. 

The Use of niustrations 

The reader will have noticed 
that there is an unusually large 
amount of white space in Figure 4. 
The advertisement may be pub¬ 
lished just as indicated by the lay¬ 
out, for the copy so arranged is 
much more eye-compelling than 
would be the same copy arranged 
in an ordinary manner. The white 
space is by no means wasted—^it 
is employed for its attention value. 
However, at the option of the ad¬ 
vertiser, the white space may be 
used for illustrations just as the 
white space appearing in Figure 5 
should be so used. 

But they should be genuine il¬ 
lustrations rather than mere pic¬ 
tures. They should show the prod¬ 
uct advertised, or the commodity 
in use, or the result of purchasing 
the product. In the case of a ser¬ 
vice, which, of course, is not 
amenable to self-illustration, one 
of the latter methods must neces¬ 
sarily be used if illustrations are 
employed at all. In no case should 
an advertiser permit white space 
to be cluttered up with the little 
meaningless designs so beloved by 
printers—the flags asterisks, orna¬ 
mental flowers, and similar gad¬ 
gets. There is a legitimate use 
in advertising for these symbols, 
but that purpose is not the destruc¬ 
tion of valuable white space. 

The method of geometrical de¬ 
sign employed with rectangles is 
identical with that used for tri¬ 
angles, except that there are no 
points. (Rule 5) Main headings 
should always be placed as indi¬ 
cated by the top of the rectangle 
or by cross lines. Headings may 
be placed at the bottom of the rec¬ 
tangle or may be omitted, at the 
option of the advertiser. 

According to this rule, the up¬ 
per copy in Figure 4 might have 
extended to All the entire block, 
thus dropping the second set of 
headings parallel with the bottom 


of the upper block. However, a 
cross line takes precedence over 
an optional location for a head¬ 
ing, and in addition, had the cross 
line been ignored the result would 
have been an unpleasant division 
of the advertisement into two 
nearly equal parts. Advertisements 
should always be balanced above 
the center, as previously ex¬ 
plained. 


Number Two in a 
series of articles 
on a simplified 
method of layout 
design. 


The Place for Sob-headings 

In the preceding article, which 
discussed triangles, attention was 
called to an apparent exception to 
the rule employed in placing head¬ 
ings. Figure 2 carried headings 
where there were neither points, 
bases, nor cross lines. This anom¬ 
aly again appears in Figures 4, 
5, and 6. In fact, in the large 
majority of advertisements based 
solely upon the rectangle, display 
lines will be used where, accord¬ 
ing to the rule, there would seem 
to be no excuse for them. 

Let us examine Figure 4 closely 
and learn why this is done. After 
the first and second series of head¬ 
ings have been placed, the first at 
the top of the advertisement, the 
second at the cross line, it will be 
noted that a box or block appends 
below each heading. This is more 
apparent in rectangular design 
than when other forms are used 
because the rectangle itself visibly 
forms the block. However, with 
the triangle or circle, the block is 
no less there merely because the 
edges are not indicated by visible 
lines. Every heading has an ap¬ 


pended block which must be filled 
either with text or with illustra¬ 
tions. Whenever a heading appears 
in conformity to the rule given, 
everything beneath that heading 
(until a new heading, also in con¬ 
formity to the rule, appears) is a 
part of the appended block. 

But, because of its formidable 
effect upon the eye, it is seldom 
desirable to have a large block of 
text. Hence, the block is broken 
up by the introduction of sub¬ 
headings, set in smaller type than 
the main headings. But, although 
the original block may be broken 
up by sub-headings (Rule 6). 
The subheadings should never be 
wider than the original heeding, 
else they will themselves become 
(improperly located) headings, 
and may destroy the balance of 
the advertisement. 

In each of the three accompany¬ 
ing illustrations it will be noted 
that our mythical Mr. Harper has 
made generous use of the priv¬ 
ilege of subdividing unusually 
large blocks of text. In Figure 4. 
this subdivision by means of sub¬ 
headings has been done only in 
the bottom block, and the subdivi¬ 
sion has been both vertical and 
horizontal. In other words, one 
of the subdivisions fills the entire 
width of the block, the other splits 
the bottom of the block vertically 
although there is no change in the 
total width. The same thing has 
occurred in Figure 5, while in Fig¬ 
ure 6 only the horizontal sub¬ 
division has been employed. 

Type Sizes 

This method of using sub-head¬ 
ings is very useful when there are 
a number of individual items to 
be advertised, each one deserving 
of separate display yet none quite 
so important as the merchandise 
offered in the main display. Fig¬ 
ure 5 illustrates this very nicely, 
and also demonstrates another 
point which should be considered. 
(Rule 7) The size of the type used 
for the subheadings should be 
smaller than that employed for the 
main headings. 

The size of the type used for 
headings and subheadings is an 
important factor in proper adver¬ 
tisement display. The main or 
general heading is usually, al¬ 
though not always, placed at the 
{Continued on page 144) 
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P eople have their minds on 
the outdoors—or will have 
in a very few weeks now. 
Youngsters, particularly, will 
thrill to merchandise that talks in 
the language of the open. Bicycles, 
scooters, baseball, tennis, fishing 
—in fact, any sport that comes 
under the outdoor classification, 
is in a position to command at¬ 
tention with the minimum of at¬ 
tention. 

By taking this seasonal factor 
as an ally you can reduce buy¬ 
ing resistance to a minimum. 
Hardwware Age’s artist-display 
man has conceived suggested win¬ 


Outdoor Interest 


dows that fit in with the first 
budding of spring buying. Tak¬ 
ing a theme, for his bicycle win¬ 
dow, that is timely—^“You can 
look around and around”—he has 
set up an attractive display that 
requires very little merchandise 
and yet is arresting. It, more¬ 
over, registers on the mind in a 
quick glance and is carried away 
in the form of a definite impres¬ 
sion. 

In keeping Mrith the season, we 
recommend colors that suggest 
spring. Yellows and greens, just 
enough warmth in these colors to 
suggest the spring season with 
its sunshine and early growth. 
Believe it or not, people are af¬ 
fected by colors. Certain colors 


suggest to the subconscious mind 
conditions that prevail in connec¬ 
tion with those colors. So we 
use yellows and greens at spring¬ 
time because those colors also 
suggest outdoor life, fim, sports 
and general light-heartedness. Get 
your Hardware Age interchange¬ 
able fixtures out and arrange ac¬ 
cording to the small illustrations 
and half your job is finished. A 
poster with the slogan on it will 
do the rest with the merchandise 
quickly arranged. 

In the case of the baseball win¬ 
dow, the same interchangeables 
will construct the major portion 
of your composition. The poster 
is an easy-as-pie job for the sign 
writer, and effective, too. Base- 
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in Spring Trims 


ball will soon be the consuming 
interest in 99 per cent of the 
younger element in your public, 


and you can get their interest 
with a good baseball window. 

But we must not forget that 




section of the customer-public 
which looks at springtime from 
the standpoint of gardens and 
lawns and flowers. They are just 
as enthusiastic as your young 
crowd is over sports. They buy 
plenty of merchandise if you 
serve it up to them in snappy 
window trims. The photographic 
suggestion shows how to display 
garden tools and plant food, mak¬ 
ing use of manufacturers’ dealer 
helps effectively. This is a sim¬ 
ple, but neat and well-handled 
display. It is quickly installed, 
and takes a relatively small 
amount of merchandise to do a 
good job. 

Let’s go. Spring is here. 
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Diverting 

Sucker 

Money 

Police Cooperate With 
Merchants to End Racket 
Drain on Consumer Funds 

By P. W. PAYNE 

Chief of Police, Houston, Texas 


SUPPOSE it sounds odd to 
say that a police depart* 
ment can bring business to 
retailers, but thaPs what ours 
does. Indirectly, it’s true, but still 
effectively. We do it by divert¬ 
ing sucker money into legitimate 
channels. 

Sucker money falls for all kinds 
of petty rackets. There’s the ori¬ 
ental rug racket and the fur 
racket, the “fine made-to-measure 
suit” racket and the prize contest 
racket. Houston isn’t free from 
them, but it certainly has the rep¬ 
utation of being a tough place in 
which to put anything over. 

Aside from the ordinary police 
work involved in catching up with 
racketeers after complaints have 
been entered, our big service is in 
making the individual consumer 
racket-conscious. We do it over 
the radio, advertisements which 
we sponsor in cooperation with 
local merchants, and by the news 
stories we give the newspapers. 
Merchants anywhere might be 
able to do the job alone. 

I say “might” advisedly, for 
just the name “Police Depart¬ 
ment” carries an awful lot of 


he is making a bad deal and, if 
you’re a merchant, he’s likely as 
not to suspect that you’re looking 
out for number one instead of for 
the sucker. But if the police say 
“Lay off, this is a racket,” he’s 
going to believe it. The police 
have nothing to sell. 

Sometimes the job is a little 
ticklish. For instance, take the 
canvasser. There are many can¬ 
vassers who represent first-class 
houses and who, personally, are 
strictly honest and reliable in 
every way. Then there are those 
who, though all right personally, 
are sticking customers with a poor 
product. Finally, there are the 
out-and-out crooks who use can¬ 
vassing just as a way to get inside 
the house. The last class is in the 
minority, but it is large enough so 
that, for the safety of Houston 
homes, we of the police have to 
warn householders against the 
whole canvassing business — 
though we do try to differentiate 
between local individuals repre¬ 
senting known firms, and others. 

It’s a phase of crime prevention, 
not an attack on legitimate busi¬ 
ness. If it were merely a question 
of trying to divert people’s money 
from one form of enterprise—can¬ 
vassing—^to another form of en¬ 


terprise— store keeping — we as 
police could easily be criticized 
for our anti-canvasser efforts. But 
because it’s a matter of home pro¬ 
tection we can feel that we are on 
the right side when we seem to 
make the innocent suffer with the 
guilty. 

Sometimes we have to save mer¬ 
chants from themselves. We have 
no objection to a merchant or a 
group of merchants giving away 
prizes to draw more business, 
much as we may doubt its wisdom. 
But when some promoter sponsors 
a prize-giving event for which 
merchants distribute tickets with 
purchases, we throw an eagle eye 
on the proposition and insist on 
knowing what’s behind it. A prize 
drawing that requires the winner 
to be present at die drawing—and 
that turns out to have an admis¬ 
sion charge of fifty cents when all 
the facts are known—^hurts every¬ 
body but the promoter. The folks 
who thought they had a chance to 
win are sore at the stores which 
distributed the tickets because, 
even if they pay their way in, only 
a few of them come out with 
prizes, and the rest feel gypped. 
Which they are, and the merchants 
{Continued on page 114) 
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My Day- 

By SAUNDERS NORVELL 


T he President’s wife writes 
a short article every day in 
one of the New York papers, 
called “My Day.” I have drifted 
into the habit of turning to her 
article. My judgment is that most 
of her days must be pretty tire¬ 
some. I mean by that she has to 
hustle around to a lot of women’s 
meetings and make talks on every 
conceivable subject. Just meet¬ 
ing people in a mass this way, 
according to my ideas, must be 
tiresome. But she does occasion¬ 
ally have a good time. She evi¬ 
dently has a sense of humor. In 
one of her recent articles she tells 
of a conversation she had with 
her taxicab driver. The window 
between the driver and passenger 
was down. The driver turned to 
her and asked if she had ever met 
Mrs. Roosevelt. She said that she 
had. Then the driver said he had 
asked her the question because 
while he had never met Mrs. 
Roosevelt himself he had seen 
many pictures of her, and he 
thought she looked a lot like her. 
She does not continue the story, 
but I hope when she paid the 
driver off, she informed him that 
he had had the honor of driving 
the First Lady of the land. It 
would give him conversation for 
his own dinner table that night, 
and something to tell his children 
and grandchildren. 

Well, we all have our days, as 
long as they last, and I am in¬ 
clined to believe that our days are 
interesting or not according to 
our capacity to be interested and 
to derive pleasure from little 
things. Now for instance, with 
me, when Mr. Anthony Eden, who 
has had such a spectacular career 
in diplomacy, makes a long speech 
in the British Parliament about 
conditions in the world, I just 


don’t read it. I think I know just 
what Anthony Eden would have 
to say and, unfortunately, it takes 
him a long time to say it. He used 
up several large newspaper pages 
in this morning’s Times, What 
interests me more about Anthony 
Eden is the story a night club 
owner told me about him. This 
night club owner happened to be 
in Paris. Several years ago he 
was sitting alone dining in one of 
those little French restaurants 
where the food is always so good. 
A young fellow, rather seedy look¬ 
ing, sat near him. They drifted 
into conversation. The young fel¬ 
low was very blue. He said that 
he had just taken his examinations 
for a diplomatic position in 
England and had flunked. He 
didn’t know what to do next. So 
he suggested that they have a 
drink together. This young fel¬ 
low was Anthony Eden, today 
English Secretary of Foreign Af¬ 
fairs, the man who holds probably 
one of the most responsible jobs 
in all the world. Therefore, my 
dear young reader, if you happen 
to flunk, don’t give up. 

» » » 

A large part of my day, or 
rather my day and night, is given 
to reading. This year Texas is 
celebrating her Centennial. There 
will be great doings in Dallas 
and all over the state. Probably 
I have received a circular telling 
me the date of the celebration in 
Dallas, but I have mislaid it. 
However, I think it is some time 
in July or August. Nor do I 
know just what Texas is celebrat¬ 
ing, as Texas has a good many 
things to celebrate. All this I 
have to find out, and probably 
later I will tell you all about it in 
these columns. In the meantime 


I am going back to the very be¬ 
ginning of Texas and I propose 
to read right straight through her 
history up to date, so that when I 
go to Dallas this summer as I 
hope to do, I will be posted fully 
on the history of Texas. 

I have selected “The Raven” by 
Marquis James, to start my Texas 
education. “The Raven” is the 
life history of Sam Houston. 
Everybody in the state of Texas, 
at least, should read this book, 
and people who have a curiosity 
to know a little about everything 
that happens and has happened in 
this world, will not only find “The 
Raven” valuable as a historical 
work, but will derive a lot of 
pleasure just from the story of 
this most remarkable man. It is 
a big book, but the story is well 
written. I look forward to read¬ 
ing a few chapters every evening. 

There are some funny things 
about life. Actual biography does 
not always exactly follow the 
Sunday school books about what 
happens to the good and bad little 
boys. Some of the good little 
boys never seem to get anywhere, 
while some of the bad little boys 
have turned out to be very great 
men indeed. Sam Houston was 
onb of these bad little boys. When 
he was just a youth, his father 
died, and his mother moved from 
their home in Virginia to a place 
called Marysville, near Knoxville, 
Tennessee. She gained control of 
some 400 acres of good land, and 
the boys were supposed to do the 
clearing of the land and the farm¬ 
ing, while the girls did the house 
work, made clothes, etc. It was 
a hard working family, and they 
prospered. There was only one 
member of the family who did not 
seem to care very much about 
farm work, and that was our 
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friend Sam. He would rather sit 
around under a shady tree and 
read a book. He liked to go 
hunting and fishing. He loved 
the woods. This conduct on his 
part did not sit well with his hard¬ 
working brothers who were doing 
the plowing and taking ceire of 
the animals. They had many 
quarrels, so one ^e day Sam 
packed up his personal belong¬ 
ings, which did not amount to 
much, went out into the wilderness 
and actually became a blood 
member of the Cherokee tribe of 
Indians. The chief of this tribe 
adopted him as his son. Of course 
he learned the language and he 
very much enjoyed the free life 
of the noble savage. He much 
preferred it to holding the handles 
of a plow. On his first trip away 
from home he remained one year. 
When he returned, as the 
Cherokees did not maintain bar¬ 
ber shops, his mother and family 
were shocked and startled at his 
appearance. His hair and beard 
were long. He was dressed in 
deerskins, and carried a rifle, pow¬ 
der horn and shot pouch. \^ile 
Sam was with the Cherokees, out¬ 
side of the time he spent hunting, 
fishing and making love to the 
Indian maidens, he spent all his 
time reading. He preferred the 
classics, and was especially inter¬ 
ested in the travels of Ulysses. 

Well, the family trimmed up 
Sam’s hair and beard, made him 
take a bath and fixed him up with 
a suit of his brother’s clothes. He 
was a powerful young man, very 
handsome, six feet tall, with a 
charming voice and an unusual 
ability to make friends. Sam 
owed $100 in the village and his 
creditors became pressing. What 
do you suppose he did? This 
young fellow, just returned from 
the wilderness, opened a school. 
The whole town laughed. But 
strange to say, this school suc¬ 
ceeded, and Sam made enough 
money in one winter to pay his 
debts and to lay by a surplus. 
Now here is where the queer part 
of this story develops. The 
brothers who stayed at home and 
just plowed, were like hundreds 
of other pioneers. They did not 
stand out from the mass. But the 
United States government at this 
time had some negotiations of a 


very delicate nature with the 
Cherokee Indians. They wished 
to move them from Tennessee 
over across the Mississippi River 
into the present site of the state 
of Arkansas. Who was better 
equipped than Sam Houston to 
carry on these negotiations? He 
was a member of the Cherokee 
tribe. He was an adopted son of 
their chief. He spoke their lan¬ 
guage, and at the same time for 
those days he was an unusually 
well educated man. He had edu¬ 
cated himself. 

So Sam took his part in these 
negotiations between Washington 
and the Cherokees, and was suc¬ 
cessful. The Cherokees sold their 
land in Tennessee and moved over 
the great river. 

All the above is just an outline 
of the beginning of this story 
about Houston, who later did so 
much in the development of the 
state of Texas. This young fellow 
who would not work, first became 
a lieutenant in the army, then a 
major general of volunteers, then 
a full general, then governor of 
the state of Tennessee, later gov¬ 
ernor of the state of Texas, after¬ 
wards president of the Republic 
of Texas, and finally U. S. Sena¬ 
tor. Probably no man before or 
since in the history of this coun¬ 
try has ever filled all these offices. 

As I said above ‘The Raven” 
is a very well written and inter¬ 
esting book, and I recommend it. 
There is a lot more to be said 
about Texas that I have already 
learned, but I will serve up the 
state of Texas to my readers on 
the instalment plan. 

« « « 

Some years ago I wrote an 
article in this magazine on the 
subject of having a tooth pulled. 
Now that article was really on the 
hardware business because I have 
found that dentists have a beauti¬ 
ful assortment of high-grade tools. 
Once again I find myself at the 
mercy of the dentist, and one 
afternoon recently after he had 
given me a practical demonstra¬ 
tion of scientific dentistry he said: 
“Probably you would like to sit 
in the dark for a few hours. It 
is now 3.45 p. m. and you have 
just time to get over to the Rivoli 
and see Charlie Chaplin in a 
movie at 4.12.” Now allow me 
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to suggest to my friends who are 
going to the dentist, that they ar¬ 
range to see a movie immediately 
afterwards. There is nothing bet¬ 
ter to take your mind off your 
teeth. 

This new movie of Chaplin’s 
which is now traveling over the 
country is a masterpiece. It is 
called “Modem Times,” and is 
well named. It is said that Chap¬ 
lin wrote the scenario himself. I 
don’t think he had any idea of 
doing anything but amusing the 
public, but as I sat in the dark 
trying to forget my toothache, it 
appeared to me that beneath the 
surface there was a profound 
irony in this silent movie. I 
know some people who have 
knowp Chaplin very well, and 
they tell me that he has a first- 
class mind. In this picture it 
seemed to me that he used his 
genius as the world’s greatest 
artist in pantomime, while at the 
same time behind the scenes he 
was poking ironic fun at this 
modem world. In the very first 
scene there is a picture of a run¬ 
ning herd of sheep crowded in a 
narrow lane following a bell¬ 
wether. Think of the irony of 
this picture under the caption 
“Modem Times.” The next pic¬ 
ture is a factory scene. The 
streets are crowded with human 
beings rushing breathlessly to 
their machines. Then the fun 
starts with Chaplin’s adventures in 
a machine-made world. 

One of the scenes in the movie 
shows Charlie in prison. He has 
a beautiful cell, with college ban¬ 
ners all over the vralls, a radio, 
and a bird cage with a singing 
bird. The warden comes in and 
tells him he is free. Charlie 
weeps. He tells the warden that 
he has never been happier than 
he has been during h^ stay at 
that prison, and he would like to 
stay a little longer. Some of our 
parole societies and others who 
have read recent stories about 
conditions in certain p^al institu¬ 
tions will appreciate the irony of 
the prison scenes in this picture. 
Just remember these scenes were 
photographed a year or so ago, 
before recent revelations of the 
luxuries enjoyed by well-to-do 
prisoners. 

Then throu^out the entire pic- 
(Contuiuad on page 104) 
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Little Town? 
Of It! 

Hardware Store Owner 
in Town of 750 Remod- 
eh Store to Give Him 
Department Store Dh- 
play Space and Finds 
That It Pays 


effecting many sales through fine in 1929-1930, Mr. Steinke and 

display backed up by the proper his wife, who helps operate the 

selling. store, did some tall thinking. They 

When business began to slip realized that in the coming era 

{Contirmed on page 146) 


D oes it pay for the owner 
of a hardware store in a 
small town to remodel 
and to display his stock in the 
department store manner, to 
avoid overcrowding? 

John Steinke, owner of the 
Steinke Hardware Co., Waterford, 
Wisconsin, did it a few years 
ago during the late depression, 
and he says it has paid him well. 
His new store is a model of well 
planned arrangement and he is 





Electric Household Refrigerators 
to Have Banner Year in ’36 


F rom all indications, 1936 
is going to be by far the 
biggest and most successful 
year for electric household refrig¬ 
erators. Every company seems to 
have bigger and broader plans 
than ever before. 

The household refrigerator busi¬ 
ness seems to be a depression- 
proof business, and with the ex¬ 
ception of one year since 1921 
has made outstanding gains in 
each subsequent year over the pre¬ 
vious year. Only in the year 1932 
were sales smaller than in the pre¬ 
vious year. 

Here are the sales figures, by 


year, since 1921: 


1921. 

5,000 

1922. 

12,000 

1923. 

18,000 

1924 . 

30,000 

1925. 

75,000 

1926 

210,000 

1927. 

390,000 

1928. 

560,000 

1929. 

840,000 

1930. 

850,000 

1931. 

965,000 

1932. 

870,000 

1933. 

1,080,000 

1934. 

1,350,000 

1935. 

1,650,000 


and the industry expects that in 
1936 at least 1,850,000 electrical 
household refrigerators will be 
purchased. 

In the year 1935 the retail value 
of those 1,650,000 refrigerators 
exceeded $250,000,000. 

In the homes of America today 
there are installed slightly in ex¬ 
cess of 7,000,000 electric refrig¬ 
erators, which means that 35 per 
cent of the 20,000,000 wired 

• Prom a luncheon talk on January 
14, 1936, at the Waldorf-Astoria Hotel, 
New York, N. Y. 
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By R. C. COSGROVE* 

Manager, House Refrigeration Sales 
Westinghouse Electric & Mfg, Co, 

homes have this wonderful home 
convenience. 

Of course, more than 7,000,000 
refrigerators have been sold, but 
many that were sold in the earlier 
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days have be^ replaced, first, due 
to unsatisfactory performance be¬ 
cause of the newness of the devel¬ 
opment, and secondly, due to the 
fact that many people in the 
earlier days bought refrigerators 
much too small for their needs. 

Refrigerators today are equipped 
with almost every conceivable con¬ 
venient feature, and the economy 
and freedom from service troubles 
have been improved tremendously 
even over the last few years. 

The better refrigerators today 
have hermetically sealed units, 
which should last a lifetime. The 
cabinets are of all-steel construc¬ 
tion with no wood whatsoever 
being used in even the frame. 

The evaporators are of rust- 
resisting material, which should 
last a lifetime, and the control 
mechanism and other parts of the 
refrigerator are made in such a 


way as to almost guarantee 
trouble-free operation, and hence 
some of the larger manufacturers 
offer five-year protection plans for 
small sums included in the orig¬ 
inal price of the refrigerators. 

The finishes have been highly 
developed to a point where refin¬ 
ishing requirements are practical¬ 
ly nil. 

The easy terms upon which re¬ 
frigerators can be purchased today 
make this very wonderful piece of 
kitchen equipment available to 
practically every family regard¬ 
less of how small the income. 

Manufacturers, sensing the need 
for reasonably sized boxes for 
this small income group, have de¬ 
veloped economy models which 
have large capacities and exceF- 
lent operating features, but lack 
some of the more expensive con¬ 
veniences and utility features of 
the higher priced cabinet. 

Among die larger manufactur¬ 
ers, the Westinghouse Company 
has had a leading position in de¬ 
veloping the major improvements, 
and the new 1936 refrigerators, 
carrying the Westinghouse name, 
are outstanding in every way. 

1936, being the Westinghouse 
Golden Jubilee Year, called forth 
from the engineering laboratories 
of the company a program far in 
advance of an^^ing ever attempt¬ 
ed before, and Westinghouse pre¬ 
sents in 1936 a line of electric 
household refrigerators not only 
outstanding in having every con¬ 
ceivable long life and convenient 
feature incorporated, but at a 
price almost unbelievably low. 

Westinghouse, in 1936, set out 
to give a greater value than ever 
before attempted, and has adopted 
for its slogan in 1936—its Golden 
Jubilee Year—“The New Stand¬ 
ard of Refrigerator Value.” 
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Paying Salespeople According 


P AYROLL is the biggest item 
of expense in a retail busi¬ 
ness. The best way to re¬ 
duce the high cost of selling is to 
sell more per hour per salesper¬ 
son. The most effective incentive 
for increasing sales is to make it 
possible for salespeople to earn 
more by selling more. 

Many successful stores set a 
monthly sales mark or “quota” 
for each salesperson and pay them 
a small commission on all sales 
above that amount. Others pay 
small salaries or drawing accounts 
and pay commissions on all sales. 
Salaries and amounts drawn are 
deducted when commission is 
paid. 

Some stores figure net profits 


By F. J. NICHOLS 

The National Ca$h RegUter Company 


every three or six months and dis¬ 
tribute a percentage to their 
salespeople. To share in the 
profits, employees must work in 
the store six months or longer. 

A salesperson’s pay should be 
determined by sales, rather than 
by the time spent in the store. For 
example, a salesperson who draws 
$20 a week and sells $300 worth 
of goods weekly is being paid at 
the rate of 6.7 per cent of his 
sales. If he were in a grocery, 
he would be getting about the av¬ 
erage salary. But in the jewelry 
business $5 a week more would be 
required to bring his salary up to 
average. The table on the next 


page shows percentages of sales¬ 
people’s earnings to sales. Sup¬ 
pose a shoe merchant pays a sales¬ 
person $25 a week. Follow the 
$25 column down to the shoe 
average, 9.79 per cent Then fol¬ 
lowing to the left you find that 
he should sell $250 worth of 
merchandise a week to earn the 
average paid in shoe stores. 

A table like is a very effective 
argument to use when undeserv¬ 
ing salespeople ask for increases 
in pay, and when sales are too 
low to justify the pay they are 
getting. When fixing salaries, 
keep in mind conditions in your 
store and community and use the 
percentage figures of your own 
business. 
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How Much a Salesperson Should Sell 

The Scares at the top of this ehart represent the amount of sal^people's weekly salaries; the Scores in the left-hand eolonm the amoant of 
their weekly sales. To Snd what per. cent of his sales is paid to a salesperson as salary, locate the per cent directly helow the amount of his 
weekly salary and opposite the amount of his weekly sales. 

Bzample: A salesperson receives $17 per week and averaces $200 net sales per week. The per cent directly below $17 and opposite $200 is 
$.6%. This salesperson’s salary is, therefore. 8.6% of his weekly sales. 


Amount of Weekly Salaries 
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to Their Sales 



The salesperson who can give the cus¬ 
tomer accurate information on all the 
points listed above is in position to 
increase sales. 


Records should be kept of sales 
made each day by each salesper¬ 
son. The average sale and the 
salary cost per sale should be 
figured and recorded. Only when 
such figures are available can a 
merchant know how much a sales¬ 
person is worth to him. With 
such figures he can pay his sales¬ 
people for what they sell instead 
of for the time spent in the store. 

Many small stores are now fol¬ 
lowing the lead of larger depart¬ 
ment stores and chain stores in 
training their employees. In 
smaller stores the best plan is to 
hold meetings r^ularly at least 
once a month. Once a week is 
not too often, if not continued for 
more than eight weeks. Having 
a regular time for the sessions is 
important. 

Tell your employees about the 
history of your store. Teach them 


the importance of winning, pleas¬ 
ing and holding customers. Ex¬ 
plain your overhead expenses. Tell 
them about net profits. Show them 
how waste, poor selling methods, 
discourtesy to customers, laziness, 
dishonesty, mistakes, forgetful¬ 
ness, and similar things lose trade 
and reduce net profit. Show them 
how these things reduce the 
amount that can be paid to them. 

People learn to do by doing. 
Salespeople learn to 'sell by sell¬ 
ing—not by listening to someone 
tell about selling. The best sales 
training is that which affords each 
salesperson opportunity to prac¬ 
tice better methods. You can use 
this method by arranging practice 
sales. Have one salesperson act 
as a customer while another dem¬ 
onstrates how he or she sells a 
pair of shoes. After the demon¬ 
stration is finished, have the group 


F. J. Nichols 


discuss it. Emphasize the good 
points and call attention to the 
mistakes. Describe a difficult sell¬ 
ing situation and ask the sales¬ 
people to show how they would 
handle it. Draw out suggestions. 
Stimulate thinking. Encourage dis¬ 
cussions of selling methods. Show 
salespeople how to suggest articles 
to customers and have them prac¬ 
tice on each other. 

Tell them about new merchan¬ 
dise and how to study the different 
kinds of goods. When you buy a 
new line, have the salesman from 
whom you buy sell the goods to 
your salespeople. They must be 
sold on the new goods — must 
know values, talking points, and 
how to handle the goods—before 
they can sell them to your cus¬ 
tomers. 

Convince your employees that 
you are interested in them—in 
their success, in their happiness 
—and you will be surprised how 
much more interested they will 
be in you and in “Our Store.” 

Encourage your people to read 
trade papers and books about the 
goods your store sells. Read these 
yourself and mark with a red pen¬ 
cil the things you consider most 
important. Then pass them around 
and ask those who read to 
tell you what they think. 
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Read this story of 
how Allen & JemU 
son, hardware deal¬ 
ers in Tuscaloosa, 
Ala., (Utract women 
customers . . . 



Needles Help 


Knitting 
Sell Hardware 


A RADICAL, but interesting 
and successful merchandis¬ 
ing idea has been em¬ 
ployed by Allen and Jemison 
Company of Tuscaloosa, Ala¬ 
bama, in increasing sales of mer¬ 
chandise that appeal to women 
customers. 

The idea is unusual because of 
the foresight of M. Torrey Jemi¬ 
son, vice-president and sales man¬ 
ager, who dared break with tradi¬ 
tion and establish a knitting 
department in the big four-story 
hardware establishment as a 


means of attracting more women 
customers. 

An institution that has a vol¬ 
ume (wholesale and retail) that 
approaches the half-million dol¬ 
lar mark annually, one that has 
four big floors of nothing but 
hardware, one that does business 
chiefly with the male division of 
the population—why should they 
suddenly install a knitting depart¬ 
ment? 

Mr. Jemison’s answer might be 
that he wanted more women to 
visit and become acquainted with 


the store; that his household hard¬ 
ware and electrical appliances 
were not moving fast enough be¬ 
cause there were few feminine 
eyes to see them; that his store 
was not in the heart of the retail 
district. 

According to Mr. Jemison, the 
plan has definitely increased sales 
in housewares, tableware, appli¬ 
ances. It has caused clerks to 
take more interest in the appear¬ 
ance of the department, because 
they realized that their displays 
would be imder the scrutiny of 
many feminine eyes. 

Best of all, the knitting depart¬ 
ment has made hundreds of 
friends for the store and brought 
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women there who never visited it 
before. Furthermore, Mr. Jemi- 
son feels that he has gained some 
business that was formerly going 
to the drug and variety chains. 

Beginning with a few skeins of 
yarn and some instruction books, 
the knitting department—after two 
years of operation — is scoring 
new gains monthly. A good vol¬ 
ume has been built up. It is defi¬ 
nitely in the profit-making class. 

The plan is remarkably simple. 
An instructor, a well-known local 
matron, was employed to hold 
classes in the store three morn¬ 
ings weekly. From the outset, 
women came by dozens to sit 
around the big table provided and 
learn how to knit and crochet 
rugs, dresses, shawls, table-pieces. 
On days when classes are not 
held, many knitting sales are made 
to those who return to secure ma¬ 
terial. 

The department was installed 
after Mr. Jemison was convinced 
that a definite trend was develop¬ 
ing toward more interest in knit¬ 
ting. He found that many were 
going to other cities to find in¬ 
struction and material. He sensed 
an opportunity to increase hard¬ 
ware sales to women and made 
the most of it. 

^^Hie installation of our knitting 
department required little invest¬ 
ment,” he revealed. “Stock was 
built up from profits made. Only 
a negligible amount of publicity 
is necessary, for when the women 
learn of the free classes, they are 
quick to take advantage of them.” 

Mr. Jemison believes that each 
woman who receives the free in¬ 
struction is a friend of the institu¬ 


tion. They not only buy yarn and 
knitting supplies, but look around 
the store and buy other articles. 
Nearly 1000 have been taught the 
art in the two years of operation. 
Hundreds of others have taken 
short courses. 


Ads like these told Tuscaloosa women 
of the hardware store's knitting duh. 

The department is nm along 
lines developed by big stores in 
ready-to-wear and dry goods. The 
fact that it is in a hardware store 
makes the plan even more unusual. 
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They’re Telling Us 


What readers say about the 
Hardware Age Catalog and 
Directory Number 


Gracias 

Camaguet, Cuba — The 1935 
copy of “Who Makes It?” has just 
been received, we certainly ap¬ 
preciate it very much and here 



are onr most sincerely “Gracias” 
what I hope will be able to do 
personally the coming summer 
during my next visit to your coun¬ 
try. 

Francisco Banco, 
Bango, Jr. 


Buyers Use It 

Memphis, Tenn. —We wish to 
acknowledge the Directory or 
“Who Makes It?” issue of Hard¬ 
ware Age, dated September 26. 

This Directory has been passed 
on to onr buying department for 
their attention and we are sure 
that it will be of a great deal of 
value to this department. 

We wish to take this opportu¬ 
nity to thank you for this Direc¬ 
tory. 

L A. Hardison, Mgr. of Sales, 

StraUon-Warren Hardware Co. 


“Day Unto Day” 

Philadelphia, Pa. — ^Years ago 
my dear old mother had a calen¬ 
dar hanging, on the wall with this 
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inscription “Day unto Day,” from 
the writings every day she re¬ 
ceived much inspiration and help 
to carry on. 

Your directory issue should 
also be marked “Day unto Day,” 
for the hardware merchants, when 
we are worried about “Who 
Makes It?” your guide will be 
an inspiration. It will indeed be 
a very present help in time of 
perplexity and trouble. 

The copy of the directory on 
“Who Makes It?” issue of Hard¬ 
ware Age was received by us in 
first-class condition. 

Wm. J. Develin, Vice-president, 
C. B, Porter Company 


We’UTeU the World 
We’ll Continue It 

Chattanooga, Tenn.— We are 
very glad to have the opportunity 
of thanking you for the latest edi¬ 
tion of the Hardware Age. This 
magazine has always proven very 
useful to the buyer in ordering 
materials and also as a reference 
book to the correct addresses of 
the different firms with which we 
deal. 

This book has always been both 
clear and concise, and the mass of 
information it contains is put to¬ 
gether in such a manner that very 
little time is lost in looking up 
desired information. We received 
our copy of the Hardware Age 


in perfect condition; with every 
sheet intact and the cover un¬ 
marred. 

We wish to thank you again for 
sending us a copy of the Hard¬ 
ware Age and hope you see fit 
to continue publishing this valu¬ 
able directory. 

S. M. Varnell, 

Varn^ll Hardware Company 


Used Daily 

New Haven, Conn. —We are in 
receipt of our copy of the direc¬ 
tory of “Who Makes It?” issue of 
Hardware Age for which we 
thank you. 

We always find this directory 
most valuable to us as we have 
occasion to refer to it daily dur¬ 
ing the year. 

W. E. Janswich, Treasurer, 
John E. Bassett & Co. 


A Big Asset 

Kansas City, Mo.—W e wish to 
acknowledge receipt of your “Who 
Makes It?” Directory Number and 
certainly wish to compliment you 
on this edition. 

This was received in very good 
condition and it will certainly be 
a big asset to us in the office when 
looking up the products of vari¬ 
ous manufacturers. 



We have placed this in our files 
for handy reference as it is some¬ 
thing that we have needed for 
some time. 

Herman Kuehlke, 

Richards & Conover Hdwe. Co. 
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Indispensable 

Penns Grove, N. J. —^We use 
the Directory daily in our busi¬ 
ness and find it indispensable. 
We assure you that it is appreci¬ 
ated that you are in a position to 
furnish us with this data. 

R. F. Willis, 

R. F. Willis & Brother 


Authentic 

Decatur, III.—^We are pleased 
to acknowledge receipt of the 
Hardware Age directory which 
you recently sent us and also ad¬ 
vise you that we appreciate the 
information which it contains. 



While we have other directories 
in our files, we do find the infor¬ 
mation given us in your directory 
very authentic and we use it con¬ 
tinuously. 

D. L. Johnson, Vice-president, 
Morehouse & Wells Co, 


Always at Hand 

Manchester, N. H.— ^We have 
received the copy “Who Makes 
It?’^ in good condition. We find 
it very useful always at hand at 
the witer’s desk. We note its 
improvement with each new issue. 
W. H. Underwood, 
Manchester Hardware Co. 


Pleased With It 

Burungton, Vt. — This will 
acknowledge receipt of our copy 
of the Directory, “Who Makes 
It?*’ 

We are very pleased to receive 
this Directory and are confident 
that we will have occasion to use 
it many times during the coming 
year. 

We have not examined it care¬ 
fully as yet, but we are sure, from 
our experience in the past with 
your directories, that it will be 
of great assistance to us from time 
to time. 

E. E. Quinn, 

Strong Hardware Company 


Very Valuable 

Bridgeport, Conn. —^We have 
received our copy of the Direc¬ 
tory. We use this Directory very 
frequently and find it a great ad¬ 
vantage in looking up . various 
manufacturers and obtaining 
goods which are new to us. 

Our copy was received in first- 
class condition and, as stated 
above, it is a very valuable help 
to us. 

L. V. Brooks, 

The SmithrComstock Co,^ Inc. 


Best Ever 

Hartford, Conn. — Have re- 
ceived your Hardware Age Di¬ 
rectory and want to compliment 
you and your company, on this 
beautiful edition. This is the best 
book ever and as we have told you 
before we keep it busy 52 wedcs 
in the year. 

The book arrived in very good 
shape and at this time have no 
complaints to make but wish to 
extend again our appreciation of 
the good service rendered. 

WiLiJAM F. Sechtman, 

Sechtman Hardware Company 


Never Fails 

Milwaukee, Wis. —^Many times 
during the year I have occasion to 
refer to your Directory “Who 



Makes It?” and I can tell you 
without reservation that I have 
not yet failed to find what I was 
looking for. 

F. S. Rost, Vice-president, 
Frankfurth Hardware Company 


A Distinct Trade Service 

Pittsburgh, Pa. — ^The copy of 
“Who Makes It?” reached us in 
good condition. In publishing a 
book of this kind we think you 
have rendered to the trade a dis¬ 
tinct service. It is very complete 
and we refer to it very often. 

James C, Lindsay Hardware Co. 


Glad to Get It 

Corning, N. Y.—^We received 
our copy of the “Who Makes It?” 
the other day and were very glad 
to get it. 

We use this book a great many 
times during the year, in fact 
hardly a day goes by that we do 
not refer to it. So many customers 
request us to order merchandise 
without knowing much about the 
article or who makes it. 

May we thank you for our copy 
of “\^o Makes It?”—which we 
received in very good condition, 
and assure you we shall look for¬ 
ward to future copies. 

Boiler Bros. Hardware 


AH, THAT’S IT ! 



Whenever in Doubt 

Boston, Mass. —^We are in re¬ 
ceipt of your Hardware Age and 
find it very useful. 

Whenever we are in doubt as 
to “Who Makes It” we always 
know we can find the information 
by referring to your book. 

E. H. Brest, 

S. Simons Hardware Co. 


Wonderful 

Mount Kisco, N. Y.—^Received 
the Directory or “Who Makes 
It?” and will say that we use it 
all the time and find it wonderful. 
Louis Carpenter, 
CarperUei^s Hardware 


Very Complete 


Port Chester, N. Y. — We 
have received our copy of the 
“Who Makes It?” issue of the 
Hardware Age in perfect condi- 



This book is really very helpful 
to us. We make use of this book 
on an average of two or three 
times a week. It is really very 
complete and could not get along 
without it. 

F. Hoffman, 

Mu§s Hoffman & Co.^ Inc. 
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HOW'S the 


ADVANCES BECOMING EFFECTIVE 

Steel Wood Screws Turpentine 

Lead Zinc Ammunition 

Some Hurley Washers and Ironers 
Inexpensive Electric Irons 
Low-priced Electric Mixers 
Some Champion Forges & Drills 

DECLINES BECOMING EFFECTIVE 

Lead Traps & Bends, Etc. Auto Lamps 
Mill-run Files Carpenters’ Chalk 


March 

12th 

1936 


The expected decline on 
nails, barb wire and staples was 
placed in effect March 5, reducing 
quotations to the following, F.O.B. 


Chicago: 

wire neils. base .... 

less than 
carloads 
12.35 

carloads 
12.15 per cwt. 

polished fence staples 

13.05 

12.85 per cwt. 

galvanized fence staples 

13.30 

13.10 per cwt. 

2 pt. Standard 80 rod 
catUe wire . 

12.10 

12.03 per spool 

2 pt. standard 80 rod 
hog wire . 

12.34 

12.17 per spool 


Prices F.O.B. Pittsburgh and 
Cleveland, as usual or 5c. per hun¬ 
dred pounds less than the above. 
Contrary to the trend on the above 
products, annealed and galvanized 
fence wire are advanced 15c. per 
hundred pounds. 

« « « 

National Lead Company on 
Feb. 17 reaffirmed prices of last 
September on lead pipe and lead 
roofing flanges, but made the follow¬ 
ing reductions on allied items: Lead 
traps and bends, now 45 per cent 
off lists, formerly 25 per cent off. 
Combination ferrules, bends and 
nipples now 20 per cent off lists, 
formerly 10 per cent off. 

* « « 

Prices on lead were advanced 
five cents per 100 lbs. each on two 
successive days, Feb. 26 and 27, to 
$4.65 New York, the highest mark 
since 1931. These increases reflect 
the strong demand for the metal, 
and its favorable statistical position. 
Zinc prices advanced five cents per 
100 lbs. 


Wood screws last November 
took one of the sharpest mark-ups 
in recent years with advances in all 
list prices, and changes in discounts. 
Brass screws were particularly af¬ 
fected at that time. Sales by the 
manufacturers since November have 
been light, many large buyers hav¬ 
ing stocked up before the rise. How¬ 
ever, expecting a satisfactory spring 
demand, the leading screw makers 
have rearranged and slightly ad¬ 
vanced all discounts again, making 
an advance over the previous market 
of 5 per cent on steel screws of all 
styles and finishes. Brass and bronze 
screws were not affected by the re¬ 
cent changes. 

« • • 

1936 ammunition prices were 
released on Feb. 17th and average 
about seven and one-half per cent 
higher than a year ago on all loaded 
shells and cartridges. Under a new 
plan adopted this year net prices to 
dealers have been based on the 
average carload rate of freight from 
the dealer’s nearest manufacturing 
point to the dealer’s location in each 
respective zone. The new prices 
only partially restore the declines of 
a year ago. Preferential discounts 
have been wiped out, and the new 
set-up provide the same prices for 
all dealers in a given town, whether 
large or smell. The manufacturers 
hope it will put an end to the de¬ 
moralization which was so cosUy to 


all ammunition distributors last sea¬ 
son. 

« « « 

Westinghouse Lamp Com¬ 
pany and other makers announced 
last month a reduction in the prices 
of various types of automobUe 
lamps, which has become effective 
March 1. Numbers 51, 55 and the 
staple number 63 have been lowered 
approximately 30 per cent, and No. 
2331 about 17% per cent. There 
had been for some time a rather 
wide gap between quotations on 
leading and independent lines, and 
this variation seems to have been 
partly and temporarily removed. 

« * « 

Mill-run files have been re¬ 
duced approximately 10 per cent, by 
leading sellers. 

« « « 

Quotations on several items 
of lower-priced electric fans and 
electric mixers have been advanced 
7% to 10 per cent, or more, by vari¬ 
ous makers at various dates since 
Jan. 1. Low prices ruling last year 
were found to have been completely 
without profit, and even after the 
new advances are not fully satisfac¬ 
tory to some producers. 

« « « 

Hurley Machine Company, 
leading makers of washing and iron¬ 
ing machines, have advanced list 
prices $20 to $30 each on several 
of their models. The increase varies 
from 10 to 25 per cent. 

* « « 

Champion Forge and Blower 
Company have advanced some num¬ 
bers of their forges and drills 5 
per cent, effective March 1. 

« « « 

The price of turpentine ad¬ 
vanced two cents per gallon on Feb. 
28, but the market on linseed oil is 
rather weak, due to the usual late 
winter drop in demand. Jobbers 
see some possibility of a decline be¬ 
tween now and the first of April, 
at which time the seasonable spring 
demand should again firm up prices. 
* * * 

Makers of’ picks, mattocks 
and sledges dre de^hely planning 
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HARDWARE Business ? 


an advance, about March 15, said to 
be 5 per cent, with a chance that the 
increase may be greater. Axe prices 
for the coming fall are expected 
soon, with the probability that there 
will be no material change. Manu¬ 
facturers of these heavier lines have 
been kept very busy supplying tools 
for the many government projects. 
* * « 

Prices on copper wash boilers 
are firming, following the recent 
advance on copper. The market on 
galvanized utensils is temporarily 
quieter and not so strong, but as 
soon as the expected recovery comes 
in sheet steel quotations, it is known 
that the makers of galvanized ware 
want to get higher prices. 

« « « 

Push brooms and stable 
brooms of bass and bamboo fiber 
have been advanced 5 per cent, due 
to the unfavorable exchange situa¬ 
tion which affects the cost of these 
imported materials. 

♦ ♦ * 

Hardware dealers who have in¬ 
stalled shoe findings counters have 
found these goods unexpectedly 
active, from shoe laces and soles 
to lasts and stands. Another assem¬ 
bly which responds to proper cen¬ 
tering and display at this season is 
house cleaning supplies—polishes, 
brushes and brooms, oil mops, 
waxes, sponges, chamois, etc. Many 
an extra dollar of sales and profit 
comes from mass showings of such 
coordinated lines, changed from 
time to time as their seasons come 
along. 

« « « 

The sharp upturn in orders 
booked by furniture manufacturers 
in January should be ranked among 
the “signs of prosperity,” the volume 
rising approximately 72 per cent 
over December. Unfilled orders al¬ 
most doubled during the month. 

Operations were at about 57 per 
cent of capacity compared with 63 
per cent in December and 50 per 
cent in January, 1935. 

* * * 

On stove pipe and elbow 

sales, for fall delivery, there has 
been the usual amount of early 
price-cutting, which, however, is now 
less severe. Quotations to the retail¬ 


er have become rather settled at a 
basis of $10 to $10.50 per 100 joints 
for 28 gauge 6-in. standard pipe. 
Elbow prices are well maintained, 
and stove pipe dampers are cost¬ 
ing the wholesaler a little more than 
a year ago. 

« « * 

Prices on carpenters' chalk, 
steady for many years, have been 
somewhat upset by new competition, 
and an average decline of 10 cents 
per gross in the wholesale costs is 
in effect. Similar new competition 

on school crayons is causing occa¬ 

sional shading, but with no changes 
from the old-time suppliers. 

« « « 

The snow'bound areas are 
thawing out, and with them, the 
hardware business. Many midwest- 
ern stores reported the final week 
in February one of the best this 
year, with a distinct gain over a 
year ago. Stores were well patron¬ 
ized by shoppers who bought liberal¬ 
ly of seasonal items after being in¬ 
terned for so long by difficult travel 
and the subzero temperatures. Feb¬ 
ruary total retail showings were hard 
hit, but in the larger towns some 
gains have run as high as 10 per 
cent, due largely to the influence 
of leap year. Not only did the 
month have 29 days instead of 28, 
but five of these days were Satur¬ 
days. 

« « « 

The wholesale betterment has 
been substantial, although not quite 
as rapid as among retailers. Jobbers 
still complain of inability to get 
prompt delivery from makers of a 
number of lines. The real effect 
of the better weather is expected in 
March, as snow and mud blocked 
roads get back into service. Flood 
conditions are a worry in some sec¬ 
tions, bringing a heavy run on 
shovels, spades and wheelbarrows. 
By contrast, the southwest needs 
moisture badly for oncoming crops. 
In most places, the regular spring 
season for work on the farms will be 
shortened when it does come, but the 
buying power of farmers does not 
seem to be impaired. Farm imple¬ 
ment makers report active ordering, 
and are keeping up their production 
schedules. 


Reports from manufacturers 
indicate that plant activity, which 
all during February held to a better 
rate than consumption, is still in¬ 
creasing. There is special improve¬ 
ment, according to Dun’s, in the 
heavier lines, such as farm equip¬ 
ment, washing machines, electrical 
supplies, plumbing fixtures, stoves, 
and foundry specialties. Output of 
paint, cement, and builders’ hard¬ 
ware was not curtailed because of 
the temporary stopping of outdoor 
work. More of an effort is noted to 
build up depleted inventories to meet 
an expected better demand as the 
spring season progresses. The ma¬ 
chine tool industry continued close 
to the January rate with several units 
reporting enough orders to keep 
working at capacity for at least three 
months. Fertilizer manufacturers 
are operating at a faster pace than 
a year ago, based on the outlook 
for larger plantings this season. 

« « « 

Output of automobiles in the 
last week of February again failed 
to equal the 1935 comparative total. 
Most plants operated only four days 
being unable to move stocks on hand 
because of transportation tie - ups. 
Manufacturers of parts received 
larger orders, indicating a speeding 
up of new automobile assemblies in 
March. Used cars have started to 
move better, and there seems to be 
no worry whatever as to a large de¬ 
mand for new popular-priced cars 
continuing indefinitely. 

♦ ♦ ♦ 

Steel production for last 
week was estimated at 53^ per cent 
of capacity by the American Iron 
and Steel Institute. It was the high¬ 
est level since December 16 and was 
1.1 per cent ahead of the previous 
week. A month ago operations were 
50 per cent of capacity and a year 
ago 48.2 per cent. Spring demands 
for iron and steel are strengthening, 
and shipments have been helped by 
more favorable weather. Buiding 
construction orders are substantially 
better, and there is heavier specify¬ 
ing by the road machinery and agri¬ 
cultural implement industries. The 
steadily rising scrap market has en¬ 
couraged mills to adopt a firmer at¬ 
titude on steel quotations. There 
{Continued on page 130) 
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News of Retailers^ Jobbers 
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Salesmen 


NEWS OF 
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THOS. U WILUS ELECTED PRESIDENT 

NORTHERN HARDWARE CO., PORTLAND, ORE. 

Dealer-owned wholesale firm held twelfth annual meeting and 
convention Feb. 17-18, 1936, with 78 factory eMbUs 109 
dealers and 30 guests present. 


Thos. L. Willis was elected^ 
president of the Northern Whole¬ 
sale Hardware Co., dealer-owned 
wholesale firm of Portland, Ore. 
His election took place at the 
close of the 12th annual stock¬ 
holders’ meeting and convention 
held at the warehouse on Feb¬ 
ruary 17 and 18, 1936. Other 
officers elected were: Frank 
Travis, Shelton, as vice-presi¬ 
dent; N. A. Bonn, The Dalles, as 
secretary; Norris Ames, Silver- 
ton, chairman of the board. Di¬ 
rectors elected were: Mr. Willis, 
Roscoe Ames, Albany; Mr. Tra¬ 
vis, Mr. Bonn, Stanley Wyoell, 
Bremerton, Wash.; Frank Taylor, 
Reedsport, and Milton Hans- 
berry, Seattle. P. R. Bue is man¬ 
ager and buyer. 

There were 109 dealer-stock- 
holders present, also 30 dealer 
guests. Exhibits were shown by 
78 manufacturers from all parts 
of the country. In addition to 
talks by officers, Guy Bennett, 
Bennett Hardware Co., Vancou¬ 
ver, Wash., and Arthur Quacken- 
bush, Eugene, Ore., spoke on 
current hardware problems. 

The new officers are planning 
to augment the lines of stock car¬ 
ried and to develop a merchan¬ 
dising plan for dealers to use in 
building more store traffic and 
for the meeting of present-day 
retail competition. 


S. CAL. ASSN, HOLDS 
SPRING AREA MEETINGS 

In accordance with the estab¬ 
lished policy, a series of Spring 
Area Meetings is being held un¬ 
der the auspices of the Southern 
California Hardware Association. 
There are seven districts in the 
association, each with its own 
director. A meeting is held in a 
central point of all the districts, 
under the leadership of J. V. 
Guilfoyle, managing director. 
President R. H. Westbrook of 
Riverside will accompany Mr. 
Guilfoyle and F. C. Gross, field 
service aide. Newly elected area 
directors will be introduced to 
their respective memberships. Mr. 
Guilfoyle will talk on new store 
arrangements, new display and 
promotion ideas, all of which 


will be illustrated by stereopticon 
slides. The N.R.H.A. merchan¬ 
dising service will also be dis¬ 
cussed in detail and Mr. Gross 
will treat the subject of store 
planning. 

Meetings have already been 
held at Fullerton, Long Beach, 
and Reseda. Other meetings will 
be held at Ventura, March 12, 
7:00 p. m.; San Bernardino, 
March 16, 7:00 p. m.; Los An¬ 
geles, L. A. Times Bldg., March 
18, 7:30 p. m., and at San Diego, 
March 20, 7:00 p. m. All but the 
Los Angeles meeting will be din¬ 
ner meetings. 


DU-ALL MFG. CO. 
MOVES TO NEW PLANT 

The Du-All Mfg. Co., Geneva, 
Ohio, manufacturer of dust mops, 
and brushes for industrial and 
home use, has recently moved 
into a new plant in that city. The 
firm last year purchased five 
acres of land and remodeled a 
building having approximately 
three times the floor space of its 
old quarters. The new plant is 
ultra-modem, the architecture be¬ 
ing modernistic, with a fifty-foot 
sign on top of the building. 

The building is completely in¬ 
sulated and heated with oU burn¬ 
ers generating hot air by forced 
draft. It is air-conditioned and 
will be air-cooled in the summer. 
Tennis courts and ball diamonds 
will be constructed this spring, 
and showers, for the employees, 
have already been instidled in 
the factory building. There is a 
500-foot railroad siding on the 
property and the plant is on the 
main line of the New York Cen¬ 
tral Railroad. 


GLOBE STOVE & RANGE 
ELECTS OFFICERS 

Mark A. Brown has been elect¬ 
ed president of the Globe Stove 
& Range Division of the Globe 
Ame^can Corp., Kokomo, Ind. 
Mr. Brovm is an executive vice- 
president of the Harris Trust & 
Savings Bank of Chicago and 
previous to 1928 was general 
manager of the Globe Stove & 
Range Co. 


Alden Chester was made vice- 
president and general manager. 
He has served as vice-president 
in charge of sales for a number 
of years and is responsible for 
the development of many addi¬ 
tions to the company’s line. A. 
Jannuzzo has been named plant 
manager. He was formerly Gen¬ 
eral Superintendent of the Bucks 
Stove & Range Co., St. Louis, 
Mo. 


FEARN, SALES MGR. FOR 
AMER. THERMOS BOTTLE 

Irving K. Feara has been ap¬ 
pointed general sales manager of 
The American Thermos Bottle 
Co., Norwich, Conn. James W. 



IRVING K. FEARN 

Neil, who has been handling 
Thermos merchandising for a 
number of years, remains as vice- 
president. 

Mr. Feam was previously gen¬ 
eral sales manager and assistant 
to the president of the Ray-0- 
Vac Co., Madison, Wis., in which 
positions he made a record ac 
complishment. 


FINANCE PLAN FOR 
MONARCH SILVER KING 

Monarch Silver King, Inc., 
1240 North Homan Ave., Chi¬ 
cago, has announced* a plan 
whereby the dealer can sell Sil¬ 
ver King bicycles on a deferred 
payment basis and, it is stated, 
receive approximately 90 per 
cent of his total retail sale im¬ 
mediately. A well-known finance 
company, we are informed, is 
supporting the plan. Full par¬ 
ticulars are available either from 
the firm or from distributors of 
Silver King bicycle. 


SHANN TO DIRECT SALES 
FOR UNDERHILL, CLINCH 

John Shann, well known and 
highly regarded throughout the 
hardware and house-fumishings 
trade in the New York metro¬ 
politan district has been ap- 



JOHN SHANN 


pointed sales director of Under¬ 
hill, Clinch & Co., one of the 
oldest wholesale hardware firms 
in New York City, now located 
in the Port Authority Commerce 
Bldg., 76 Ninth Avenue. 

Mr. Shann resigned from the 
Masback Hardware Co., New 
York City, with whom he had 
been associated for 18 years, 
after having started as an errand 
boy and advancing to the posi¬ 
tions of manager and buyer. 
For 10 years, Mr. Shann vras 
also vice-president and director 
of sales and purchases for 
Charles J. Smith & Co., Jersey 
City, N. J. 

In announcing the appoint¬ 
ment, Carlton B. Waller, presi¬ 
dent of the company, said that 
the services of Mr. Shann will 
greatly enhance the definite sell¬ 
ing and merchandising program 
being prepared by the company 
for hardware merchants in the 
New York metropolitan area. 

John J. Halpin, secretary of 
the company, will continue as 
director of purchases. In addi¬ 
tion to the officers named, Henry 
Wick is vice-president and direc¬ 
tor of the firm, and is also vice- 
president of Steel & Tubes, Inc., 
Cleveland, Ohio, a subsidiary of 
the Republic Steel Co. 
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REPORT THAT REPUBUC STEEL IS ACQUIRING 

WICKWIRE SPENCER IS UNFOUNDED 

We have learned on good au¬ 
thority that the rumor that the 
Republic Steel Corp. has ac¬ 
quired or intends to take over 
the Wickwire Spencer Steel 
Company is untrue. Published 
reports to the contrary, Repub¬ 
lic did not purchase 13,000,000 
worth of the notes of Wickwire 
Spencer, nor did it make any 
attempt to absorb, or to get in 
any position that would permit 
the control or influence of Wick¬ 
wire Spencer policies. 

It is true that for some years 
■ the reciprocal relations between 
both companies have been ad¬ 
vantageous to both and that 
Republic may wish to continue 
them. 

The basis of the rumors which 
have appeared in public print 
was the misunderstood testimony 
of a member of the security 
company which did purchase the 
$3,000,000 worth of notes. 


ORGANIZE FIRM TO 
MANUFACTURE CUPRINOL 

Cuprinol, Inc., 1190 Adams 
Street, Boston, Mass., has been 
organized to manufacture and 
introduce Cuprinol, a product 
that has been successfully used 
in Europe for some 20 years for 
the preservation of wood and 
fabrics. We are informed that 
the same interests are behind 
this company that originally or¬ 
ganized and established Plastic 
Wood in the United States, 
and they are offering Cuprinol 
through regular hardware chan¬ 
nels for general distribution. 

Cuprinol is the invention of a 
Danish scientist. It has been 
produced for many years by A. 
S. Kymeia in Denmark and by 
Cuprinol Limited, a subsidiary 
of the Imperial Smelting Corp., 
in England. It is a liquid con¬ 


OFFER $400 IN CASH PRIZES FOR PHOTOS OF 

BEST WINDOWS OF GRISWOLD COOKING UTENSILS 


taining organic - metallic salts 
which penetrates the fibre of 
wood and fabrics, giving a pro¬ 
tective coating which is insol¬ 
uble in water and non-volatile. 


ORGANIZE FIRM TO 
WHOLESALE SPONGES 

Harvey L. Johnson has organ¬ 
ized a new company, Mair 
Spongkraft Products, 2918 West 
Grand River Avenue, Detroit, as 
wholesaler of sponges to be dis¬ 
tributed through hardware and 
drug stores. 


PITT BROTHERS NOW 
OWN STURDY PROD. 

MFG. CO. 

The Sturdy Products Mfg. Co., 
488 Selden Avenue, Detroit, is 
now ovmed jointly by Stanley 
A. Pitt and Carl J. Pitt. Elmer 
Henderson, formerly a partner 
in the company, has withdrawn. 
The company handles sundries 
for national distribution through 
hardware stores. 


The Griswold Mfg. Co., Erie, 
Pa., manufacturer of cooking 
utensils and electric appliances, 
is offering $400 in cash prizes for 
snapshot photographs of the best 
spring window displays featuring 
Griswold cooking utensils. The 
contest begins March 15th and 
closes May 15th at midnight. 

The $400 will be distributed as 
follows: first prize, $100; second, 
$50; third, $15; and the next 
forty-seven, $5 each. Every Gris¬ 
wold dealer who sends in a snap¬ 
shot of his contest window and 
fulfills the rules of the contest, 
receives an attractive chromium- 
finished ash tray, which cannot 
be purchased and will be the ex¬ 
clusive gifts of those entering 
the contest. 

When the entry coupon, re¬ 
quiring the name, store and ad¬ 
dress of entrant, has been re¬ 
ceived by The Griswold Co., as 
a further aid in winning, it will 
provide free display material 
consisting of four colored win¬ 
dow posters and five window 
card& No entry fee nor pur¬ 
chases are required. Each tying 
contestant will receive full 


amount of award. As many dif¬ 
ferent windows as wanted may 
be submitted. Each window must 
include the four contest posters 
and at least two of the five con¬ 
test display cards. 

Windows submitted must be 
displayed in store at least 10 
days (dates of display must be 
given). Each entrant must be 
submitted in form of photograph 
and as photographs will be 
judged on basis of display and 
not on photography, an ordinary 
snapshot will suffice. Photo¬ 
graphs should be accompanied 
by a brief statement of 25 to 100 
words about the sales success se¬ 
cured through the window. Pic¬ 
tures submitted become the prop¬ 
erty of The Griswold Mfg. Co. 
Name of store and address must 
accompany photograph and name 
of window trimmer is desired. 
Displays must feature Griswold 
products exclusively and be in¬ 
stalled at dealer’s expense. 

The sole judges of the contest 
will be Charles J. Heale, editor 
of Hardware Age, and Rivers 
Peterson, editor of Hardware Re¬ 
tailer, Their decisions will be 
final. 


A CORRECTION 

In a paragraph on page 
102 of the Feb. 27 issue 
of this paper, in the re¬ 
port on the recent Detroit 
convention of the Michi¬ 
gan Retail Hardware As¬ 
sociation, our correspond¬ 
ent erroneously attributed 
the remarks made by an¬ 
other speaker in an open 
forum discussion to Ray 
T. O’Brien of the Dealers’ 
Service Department, The 
Creorge Worthington Co., 
wholesale hardware, 
Cleveland, Ohio. 

Information we have 
since received indicates 
that Mr. O’Brien did not 
mention lawn mowers or 
chain store rope; did not 
contend that chain store 
merchandise is commonly 
of inferior quality, lighter 
weight, etc., and did not 
state that catalogue mate¬ 
rial frequently fails to 
come up to specifications. 
In fairness to all con¬ 
cerned we are glad to 
rectify the error. 


WALTER HIGGINS JOINS 
NATION MFG. CO. 

Walter J. Higgins became as¬ 
sociated with the National Mfg. 
Co., builders hardware manufac 
turer, Sterling, Ill., in the sales 



W. J. HIGGINS 


division, effective March 1. Mr. 
Higgins, for the past 18 years, 
has covered the central western 
states for the sales department of 
the Corbin Cabinet Lock Co. 


DeHAVEN RAZOR CO. 
APPOINTS SALES MGR. 

Francis H. Elms has been ap¬ 
pointed sales manager of the 
DeHaven Razor Co., Swanton, 
Ohio, manufacturer of safety 
razors. Mk. Elms has had ex¬ 
perience in sales work, represent¬ 
ing several New York concerns 
in Boston and Philadelphia. At 
one time he was vice-president of 
the Magazine Repeating Razor 
Co., manufacturer of the Schick 
Razor, leaving that position in 
1929 to become general manager 
of the Enders Razor Co., New 
York City. Previous to his ex¬ 
perience in the merchandising of 
razors, he was manager of the 
vacuum bottle department of 
Landers, Frary & Clark, New 
Britain, Conn. 


FORM WHOLESALE HDWE. 
SPECIALTIES FIRM 

Modernistic Service Co., 510 
Hofman Bldg., Detroit, has been 
formed by Benton L. Huesman 
and Joseph E. Winston. The 
company will act as manufac¬ 
turers’ agents and wholesalers 
of hardware specialties. 
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CHICAGO ASSN. HEARS 
TALK ON TAXATION 

The Chicago Retail Hardware 
Association at its Feb. 14 meet¬ 
ing, in the Merchandise Mart, 
Chicago, presided over by presi¬ 
dent Frank J. Horky, heard 
Joseph T. Meek, executive secre¬ 
tary, Mercantile Division of the 
Illinois Chamber of Commerce 
and of the Illinois Federation of 
Retail Associations, talk on “Pre¬ 
sent Day Taxation Affecting the 
Retailers.” He stated that the re¬ 
tailer does not interest himself in 
political issues sufficiently to be¬ 
come acquainted with his Sena¬ 
tors and Representatives, both 
State and National, and as a re¬ 
sult he can not expect to receive 
from them any favorable legisla¬ 
tion as long as he does not take 
an active part and do the things 
that his associations ask him to 
do. 

Mr. Goodman of the Pitts¬ 
burgh Plate Glass Co. addressed 
the meeting briefly and then 
showed a talking picture, “The 
Modernization of Main Street.” 

A committee investigating di¬ 
rect selling by wholesalers and 
manufacturers, on which there is 
a consolidated effort of all trade 
associations in Illinois, reported 
on its accomplishments thus far. 

Guests at the meeting were: 
Charles Kaiser, secretary of the 
Meat Dealers Assn, of Chicago; 
James Poulaki, secretary of the 
Restauranteurs of Illinois; and 
Robert Drews, secretary of the 
Independent Retail Dry Goods 
Assn, of Chicago. Secretaries of 
the other retail associations in 
Chicago, who are members of the 
Council of Retail Trade Assns., 
of which J. C. Amis, secretary 
of the Chicago Retail Hardware 
Association is chairman, are mak¬ 
ing it a habit to attend each 
other’s association meetings and* 
in . this way are lending support 
to the activities which retail 
trade association secretaries are 
endeavoring to sponsor. 


MURRAY CO. TO HOLD 
ANNUAL SPRING OPENING 

Murray Co., Honesdale, Pa., 
will hold its annual spring open¬ 
ing and party, April 1 to April 3. 
Music and entertainment will be 
provided and Saturday morning, 
April 4, will be Children’s Day. 


PAINT SALESMEN HONOR 
HORTON AT MEETING 

The Feb. 15 meeting of the 
Paint Trade Salesmen’s Qub of 
New England at the Boston 
Chamber of Commerce was a 
testimonial to last year’s presi¬ 
dent, Aubin J. Horton. President 
Arthur J. Gilmoui vi’^sided. Sev- 
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eral members of the cluh paid 
tribute to Mr. Horton and pre¬ 
sented him with gifts on behalf 
of the club. 


... 




SIGMUND KA8TOB 

Sigmund Kastor, formerly a 
partner of Adolph Kastor & 
Bros., New York City, cele¬ 
brated his 70th birthday, Feb. 22, 
at a luncheon given to his near 
relatives. Mr. Kastor was pro¬ 
minently identified with the 
hardware and cutlery trade from 
1890 to 1913. He recalls with 
pleasure his business trips to 
many important cities and wishes 
his friends to know that he is 
enjoying good health. 


PHILA. ASSN. DELEGATES 

ATTEND PASHA MEET 

The Retail Hardware Associ¬ 
ation of Philadelphia was well 
represented at the Baltimore 
convention of the Pennsylvania 
and Atlantic Seaboard Hardware 
Association, Feb. 24 to 28. 
President George R. Park, Jr., 
of the Philadelphia unit, led the 
delegation, together with Past 
President Harry D. Kaiser; 
Second Vice-President Herbert 
Weber, Third Vice - President 
William F. Killian, Secretary 
William F. Brown and Trea¬ 
surer Charles D. Huff. 

Others in the delegations 
were: Frank P. Fifer, former 
president of PASHA; Bart 
Sloane, Myles F. McDonald, 
Norman Schempp, Mr. and Mrs. 
William C. Beener, George Mc- 
Phillips, Lloyd H. Dauh, V. E. 
Banks, Charles P. Gable, Mr. 
and Mrs. Leon Wachman, N. W. 
Supplee, A. Riemer, M. J. Gold¬ 
berg, Joseph Brandschein, Mr. 
and Mrs. Howard £. Muth, Miss 
Ethel Bromley, of Pittsburgh; 
Mrs. Herbert Weber, Mrs. Harry 
D. Kaiser and Son, J. Finkel- 
stein, W. S. Bauer, of H. B. 
Bauer & Co., William McDer¬ 
mott and William J. Devlin, of 
the C. B. Porter Co., Burgess 


E. Banks, of the Masback Hard¬ 
ware Co.; John Benson, of 
George D. Wetherill Co.; David 
Bourquin. of the Penn Patching 
Plaster Co. 


THOS. B. HOWELL DIES 
OF HEART ATTACK 

Thomas B. Howell, 57, a mem¬ 
ber of the retail hardware firm 
of Howell Bros., Richmond, Va., 
past president of the National 



THOS. B. HOWELL 


Retail Hardware Association, 
and secretary of the Virginia Re¬ 
tail Hardware Association, died 
from heart disease in Richmond 
on March 5th. He was stricken 
as he drove his automobile. 

Mr. Howell was the organizer, 
in 1915, of the Virginia Assn.; 
served as the latter organiza¬ 
tion’s first president, and had 
since served as its secretary. 

He began his hardware career 
thirty years ago, when he and 
his brother George borrowed 
$10,000 to purchase C. W. 
Vaughan’s hardware store in 
Richmond. From this modest be¬ 
ginning the business was de¬ 
veloped until its inventory, at 
the time Mr. Howell was elected 
president of the N.R.H.A., had 
reached $80,000, and the store 
had 32 employees. 

For many years, Mr. Howell 
was a regular and active par¬ 
ticipant in national conventions, 
and at the San Francisco con¬ 
vention in 1923 he was elected 
to the National Board. In 1930, 
at St. Louis, he was chosen 
vice-president, and at the 32nd 
annual congress at Qeveland in 
1931, he was elected president 
of the N.R.H.A. 

He had twice headed the 
Richmond Community Fund; 
served two terms as president of 
the Retail Merchants Assn.; and 
was a past president of the Ki- 
wanis Club and of the Boy 
Scout Council. In addition, he 
had seived as a director of the 
Y. M. C. A.; the Richmond 
Trust Co.; the Title Insurance 
Co., and the Southern Bank & 
Trust Co. 

His widow, two sons, and his 
brother George survive. 
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NICHOLSON FILE CO. 
NAMES ASST. SALES MGR. 

Nicholson FUe Co., Providence, 
R. L, has appointed H. F. Wright 
as assistant sales manager. Mr. 
Wright after completing his en¬ 
gineering education at Carnegie 



H. F. WRIGHT 

Institute of Technology and 
Columbia University became an 
original partner and later general 
manager of Wright Mfg. Co., and 
for many years was identified 
with the small tool industry. 


PEOPLES HARDWARE 
ENLARGES STORE 

In line with his program of en¬ 
larging and improving locations, 
Samuel Del Vecchio, general 
manager. Peoples Hardware 
Stores, has announced that store 
No. 10 will be moved from 813 
H St., N. E., Washington, D. C, 
to 1723 Wilson Boulevard, Co¬ 
lonial Village, Clarendon, Va. 

The new store will have 1500 
sq. ft. of selling area more than 
the old and is part of a distinctive 
new style of retail store planning 
known as a “Park and Shop” 
center. This arrangement osoally 
includes two large chain grocery 
stores, a drug store, bakery, 
laundry, beauty parlor, barbn 
shop and hardware stores. The 
stores are built abutting each 
other and all fronting on a paved 
auto parking lot for 80 cars. 

This move into Virginia on the 
part of the Peoples Hardware 
Stores, now operating 13 stores 
in Washington and nearby Mary¬ 
land extends their operations into 
a third state. 


LOUISVILLE ASSN. 
ELECTS OFFICERS 

At the Feb. 17 meeting of 
the Louisville Retail Hardware 
Dealers’ Association, the follow¬ 
ing were elected officers: Ridiard 
Smith, president; Roy Wessd, 
vice-president, and Joe Kirch- 
dorfer, secretary-treasurer. 
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coat of many colors worn 
by cocky young Joseph af¬ 
forded no pro¬ 
tection what¬ 
ever to his poor 
body when he 
was beaten up 
and thrown into the pit by his 
roughneck brothers. 


So with Wire Screen Cloth— 


RESSING up the four or five 
selvage wires in a Joseph’s 
Coat gives no 
added protection 
to the other hun¬ 
dreds of wires in 
the body of the 
cloth. 




UANOVER SUPER APEX 
^ guarantees double protec¬ 
tion, not only to 
the selvage wires, 
but to every inch 
of every wire in 
the body of the 
cloth. 



O LD Roughneck Brother 
Weather does not stop at 
landing lightly on the edges or 
selvages but keeps boring in 
with punches to the body and 
does not pull a 
punch. He has 
had it pretty soft 
in the past with 
many “push 
overs,” but the double resistance 
put up by HANOVER SUPER 
APEX now has him hanging on 
the ropes. 

UPER APEX is a cloth of 
unlimited application. The 
elegance of its finish fits it 
for the ornate 
casements in the 
palace of the 
King, while its 
rugged construc¬ 
tion makes it almost indispens¬ 
able in the depths of the fever¬ 
laden tropics where adequate 
protection 
against insects 
means life and in¬ 
adequate protec¬ 
tion means death. 






STEEL COPPER GOLDEN BRONZE SPECIAL ALLOYS ANTIQUE BRONZE ALUMINUM 


HANOVER WIRE CLOTH COMPANY 


Hanover 


Pennsylvania 
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WOODWELL CO. PROMOTES ROY A. ZIPF 

AND MARK A. KELLY TO MANAGERSHIPS 


Joseph Woodwell Co., whole¬ 
sale finn of Pittsburgh, Pa., has 
appointed Roy A. Zipf as man¬ 
ager of the hardware and indus¬ 
trial division and Mark A. Kelly 
as manager of sales, hardware 
and industrial division. 



Mr. Zipf has been in the em¬ 
ploy of the company since 1905. 
Previously he was employed by 
the Love Thompson Co., then 
distributors of carriage and wag¬ 
on hardware. With the Wood- 
well Co., Mr. Zipf started in the 
builders hardware department, 
advancing until he was made 
head of the department. During 
this time he was able to gain ex¬ 
perience in the industrial and 





HARK A. KELLY 

wholesale business through con¬ 
tact with the various retailer 
stores whom the firm serves. 

Mr. Kelly, previous to his as¬ 
sociation with the Joseph Wood- 
well Co. in 1917, because of his 
knowledge of mechanical en¬ 
gineering sold shop tools, ma¬ 
chinery and equipment. His first 
position with the company was 
as a retail salesman and then as 
an outside salesman, contacting 
the industrial trade until 1922 
when he left the firm’s employ. 
Returning in 1925, he assisted 
in sales promotion work with 
both the hardware and industrial 
trade, and during that period was 
able to fit himself for his new 
position. 


CHAIN PRODUCTS CO. 
NOW IN ITS SOTH YEAR 

The Chain Products Co., Cleve¬ 
land, Ohio/ manufacturer of 
welded and weldless chain and 
chain products, recently cele¬ 
brated its golden anniversary 
with a birthday party in the ban¬ 
quet room of the administration 
building. All employees attended. 


including three who have been 
with the company from forty-five 
to fifty years. Dancing, games, 
speeches, etc., were enjoyed. 

The company was started in 
1886 by its founder, H. H. Hodell, 
as the Cleveland Galvanizing 
Works Co. and in 1922 changed 
its name to The Chain Products 
Co. It is today headed by the 
son of the founder, F. G. Hodell. 



This interesting, educational display, showing every process in 
the manufacture of Hanover wire cloth, was wdUhited at the 
convmtion and exhibit at Baltimore, Feb. 24 to 28, by 
the Hanover Wire Cloth Co., Hanover, Pa. It attracted a steady 
flow of exhibition visitors to the booth. 


ELECT OFnCERS OF ST. 
LOUIS HOUSEWARES CLUB 

Otto £. Heilman, a manufac¬ 
turers* representative, was elected 
president of the St. Louis House- 
wares Club, at the annual meet¬ 
ing held at the Hotel York, Feb. 
28, succeeding Vincent A. Zupan, 
buyer of housewares for Famous 
& Barr Co. The club celebrated 
its first anniversary. 

Samuel F. L. Snyder, manager 
of the merchandise division. 
Union Electric Light & Power 
Co. was elected first vice-presi¬ 
dent, and Otto Tiemann, Tiemann 
.Stove & Hardware Co., second 
vice-president. Harry Becker, 
manufacturers* agent, was reelect¬ 
ed secretary and treasurer, and P. 
J. Cooney, Shapleigh Hardware 
Co., sergeant-at-arms. 

The following were elected di¬ 
rectors: W. C. Mcllvaney, buyer 
of bath supplies. Famous & Barr 
Co.; John Steele, Glasco Electric 
Co.; Chester Lynn, Polar Enamel¬ 
ing Co.; E. P. Magill, A. S. 
Boyle Co.; H. R. McCormick. 
Brown Supply Co., and Ed Don¬ 
ato, Procter & Gamble. Mr. 
Zupan, Garence Amos, buyer of 
housewares for Scruggs, Vander- 
voort & Barney Dry Goods Co. 
and 0. E. Werner, Aluminum 
Cooking Utensil Co., the retiring 
president and vice-presidents, re¬ 
spectively, were also made mem¬ 
bers of the board of directors by 
a change of the constitution and 
by-laws._ 

DICKINSON, SALES MGR. 
FOR AUTOMATIC WASHER 

W. J. Dickinson, formerly of 
the American Ironing Machine 
Co., Chicago, has been appointed 
sales manager of the Automatic 
Washer Co., Newton, Iowa, man¬ 
ufacturer of household washing 
and ironing machines. He has 
been with the company since 
19.^1 


STANDARD RAZOR SENDS 
LEWIS TO CHICAGO 

Thomas Brown Lewis has 
taken over the Chicago territory 
for Standard Safety Razor Corp., 
East Norwalk, Conn., effective 
Feb. 15. Mr. Lewis is well 
known in the cutlery trade, hav¬ 
ing received his early training 
with Gray and Dudley, Nash¬ 
ville, Tenn. He resigned as cut¬ 
lery buyer for Butler Brothers. 
Chicago, to join Standard. 


“CELLAR REBORN*’ ON 
EXHIBIT IN NEW YORK 

The American Radiator Co., 40 
W. 40th St., New York City, in 
conjunction with The New York 
School of Fine and Applied Art 
(Parsons) is presenting “The 
Cellar Reborn** on the roof. La 
Maison Fran^aise, Rockefeller 
Center, New York City. It is an 


exhibit, in miniature, of 36 hob¬ 
by, {day, rumpus, study, utility 
and sports rooms, characteristi¬ 
cally styled. 


SUPPLEE-BIDDLE ELECTS 
BOARD AND OFFICERS 

At the annual meeting of the 
stockholders of Supplee - Biddle 
Hardware Co., at its offices, 511 
Commerce St., Philaddphia, Pa., 
Feb. 24, the following were elect¬ 
ed to the board of directors: W. 
Geo. Steltz; Martha McI. Biddle; 
Charles M. Biddle, Jr.; Alfred 
Klein; Marshall S. Morgan; J. 
Carl De La Cour, and Philip L. 
Corson. 

The newly elected board of di¬ 
rectors then elected the ftdlowing 
as officers of the company: Wm. 
Geo. Steltz, president; Charles 
M. Biddle, Jr., vice-president; 
Alfred Klein, vice - prerident; 
Llewellyn A. Hoeflich, s ecre ta ry- 
treasurer; Laurence S. Adams, 
controller; M. Z. Fagan, aMistant 
secretary, and Harry C. Barnes, 
cashier. 


RUSSELL ELECTRIC 
COMPANY EXPANDS 

The Russell Electric Co., 340 
W. Huron St., Chicago, manufac¬ 
turer of controls, fans, and mo¬ 
tors, is expanding its facilities by 
taking over additional apace in 
the half million square foot, six- 
story manufacturing block which 
is owned by the officers of the 
company. A new, modem office 
and laboratory facilities are be¬ 
ing installed in 6700 sq. ft. of 
space and a 8700 ft. section is 
being added to provide facilities 
for the assembly small controls 
and stoker timers. By May 1, 
10,(X)0 sq. ft. of space will pro¬ 
vide additional cabinet plant 
facilities for the manufacturing 
of air conditioning cabinets and 
nite fans. 


HARDWARE CON*rRAC- 
TORS, INC., CHANGE NAME 

On Jan. 17, the name Hard¬ 
ware Contractors, Inc., was 
changed to Builders Hardware & 
Supply Co., Inc. This organiza¬ 
tion is a wholesale firm of build¬ 
ers hardware specialists and is 
located at 515 S. W. Pine St., 
Portland, Ore. No change has 
been made in its ownership, man¬ 
agement, or personnel. 

It is stated that the Builders 
Hardware & Supply Co., Inc., has 
not now, nor has ever had, any 
connection with the original firm 
of the same name, nor the Build¬ 
ers Hardware Co., Inc., nor the 
Builders Hardware, Inc. As the 
corporate rights of the firms 
named were allowed to expire, 
the owners of the Hardware Con¬ 
tractors, Inc., deemed it advisable 
to change the name of the com¬ 
pany as stated above. 
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G. A. Feld Co., New York City, is standardizing on International Tracks. Here is their fleet of five Internationals 

with special rack bodies. 


I N the International line there^s a truck for 
your job. Here, in one line of trucks, 
with 25 different models and a total of 70 
wheelbase lengths, the needs of the manu¬ 
facturer, wholesaler, and retailer are met 
completely. 

Each year increasing numbers of truck 
operators realize that this complete line 
holds the best solution to their delivery 
problems. International new-truck regis¬ 
trations for the year 1935 over 1934 
showed a gain nearly three times as large 


as that of the truck industry as a whole. 

Truck operators recognize the extra value 
that International Harvester is able to build 
into every truck that bears the name. More 
than thirty years of perfecting all-truck con¬ 
struction means a great deal to every user. 

Call on the nearest Company-owned branch, 
or an International dealer, and inspect the 
trucks designed to do your work. A dem¬ 
onstration will point the way to new profits 
in your business. 


International Harvester Company 

«06 So. Michifan Ave. (Incorporated) Chicago, Illinois 


INTERNATIONAL TRUCKS 


MARCH 12, 19S« 


Digitized by 


Google 


77 





















HARDWARE BOOSTERS CONSIDER FORMATION 

OF A SALESMAN'S PROTECTIVE BUREAU 


At the Feb. 29 meeting of The 
Hardware Boosters at the Hard¬ 
ware Club, 253 Broadway, New 
York City, A. M. Glueck, manu¬ 
facturer's representative of 220 
Fifth Ave., and a member of the 
Boosters, spoke about the vrrongs 
manufacturer’s agents have work¬ 
ed upon them by some manufac¬ 
turers. His points were so well 
made that considerable discus¬ 
sion followed on the need for 
some protective agency which 
would aid members to secure de¬ 
sirable accounts and enable them 
to avoid accounts proven undesir¬ 
able. 

President £. M. Phelan, Sharon 
Hdwe. Mfg. Co., appointed a 
committee composed of Mr. 
Glueck, as chairman, and £. R. 
Sandiford of Hardware Ace, to 
study the feasibility of establish¬ 


ing such a bureau and to outline 
the services it might render. 

L. M. £dward8. Booster mem¬ 
ber and also president of the 
Hardware Square Club of New 
York, entertained the assemblage 
with a choice collection of well- 
told stories. 

H. H. Groshong, a Booster for 
many years but now retired from 
active business, was elected an 
honorary life member and duly 
presented with an engrossed and 
framed certificate by Past Presi¬ 
dent Seymour Sears, vice-presi¬ 
dent of the Tucker Co. 

The entertainment committee 
reported that the annual banquet 
this year would consist of a 
beefsteak dinner and entertain¬ 
ment at the Hotel Bdison, New 
York, April 16. 


NASSAU ASSN. TO HAVE 
ASSOaATE MEMBERSHIPS 

The recently formed Nassau 
County (New York) Retail Hard¬ 
ware Dealers Assn, adopted its 
constitution and by-laws at a 
meeting held at the Hempstead, 
L. I., Elks Gub on the evening 
of March 4. The meeting was 
conducted by £. A. Talfor, Lyn- 
brook, temporary president. Mac¬ 
donald Witten, associate editor, 
Hardware AgCy and a resident 
of Nassau County, was guest 
speaker. 

Under the by-laws adopted, 
provision was made to admit 
hardware wholesalers and manu¬ 
facturers as associate members, 
and the organization voted to ex¬ 
tend an invitation to all Nassau 
County hardware merchants, as 
well as to all interested whole¬ 
salers and manufacturers, to at¬ 
tend the next meeting of the 
association, which will be held at 
the Hempstead Elks Club at 8:15 
p. m. on Wednesday, March 18. 

Regular meetings of the or¬ 
ganization will be held on the 
first and third Wednesdays of 
each month. Permanent officers 
have not as yet been elected. In 
the interim, Harry Pearlstein, the 
B. B. Hardware Store, 1024 
Broadway, Woodmere, L. I., is 
serving as secretary pro tern. 


HORN CO. BUYS CONTROL 
OF JAMES & HAWKINS 

On Feb. 19, control of James 
& Hawkins, Inc., operating a 
chain of thirteen hardware stores 
on Long Island, passed from the 
Bank of Manhattan to the A. C. 
Horn Co., paint manufacturers. 
Long Island City, N. Y. The 
James & Hawkins stores were 
incorporated many years ago. 
The original store, called ’The 
Old Brush Hardware Store,” was 
founded in Jamaica more than 
100 years ago, and from this de¬ 
veloped what later became the 
most important hardware chain 
on Long Island. 

An official of the A. C Horn 
Co. states that the investment by 
his company in the stock of 
James & Hawkins, Inc., repre¬ 
sents a not unusual procedure in 
the financing of paint dealers, 
and that there is no intention 
upon the part of his company to 
enter the retail field. The acqui¬ 
sition of the stores as paint dis¬ 
tributors and the safeguarding of 
the credit situation are the fac¬ 
tors said to have motivated the 
A. C. Horn Co. in the investment. 

The chain will be managed by 
William J. Timberman, Jr., the 
new president and former gen¬ 
eral manager, and it is contem¬ 
plated that all of the former per¬ 
sonnel will be retained. With 
the financial condition of the 
stores now assured it is expected 


that James & Hawkins, Inc., will 
resume their formerly excellent 
position in the field. Large real 
estate holdings, and the general 
decline in building during the 
depression, contributed toward 
the financial difficulties in which 
this chain of stores found itself. 


ADDITIONAL CHANGES 
ANNOUNCED FOR HIB¬ 
BARD, SPENCER, 
BARTLETT 

In addition to the election of 
Frank B. Kaufman, general sales 
manager, to an added vice-presi¬ 
dency, and R. V. Trusdell as 



E. W. WH1TEHOU8E 

secretary of Hibbard, Spencer, 
Bartlett & Co., Chicago, an¬ 
nounced in Hardware Ace for 
Feb. 27th, the following changes 
have been made in that organiza¬ 
tion: W. J. Claussen, formerly 
vice-president and secretary, was 
elected vice-president and treas¬ 
urer. The following officers were 
re-elected: Frank Hibbard, 

chairman; C. J. Whipple, presi¬ 
dent; Pritchard Stewart, H. B. 
Lyford, F. G. Russell, and Frank 
H. Warren, vice-presidents; H. 
L. (bollard, asst, secretary; and 
T. F. Troxell, asst, treasurer. 
Other directors were reelected. 

F. D. Hoag resigned as di¬ 
rector and treasurer, due to ill 
health, after more than 54 years 
of service with the company. 
Everett W, Whitehouse, for 
many years buyer and manager 
of the firearms and ammunition 
division, was elected a director. 

Mr. Whitehouse entered the 
employ of the company in 1910 
as a sporting goods claim ad¬ 
juster and, after a brief period, 
was made assistant to the man¬ 
ager of the sporting goods de¬ 
partment. He had previously 
considered a newspaper career 
and for a time was a staff re¬ 
porter on a Chicago paper, but 
he decided that he would prefer 
the sporting goods business. 

He was trained as a specialty 
salesman, making annual trips 
to the larger cities with six or 
seven trunks of sporting goods 


STAUFF TO REPRESENT 
PEXTO ON WEST COAST 

L. P. Stauff has been appointed 
Pacific Coast sales representa¬ 
tive for The Peck, Stow & Wil¬ 
cox Co., Southington, Conn. He 




L. P. STAUFF 

will make his headquarters in 
San Francisco, Cal., and will 
cover the entire West Coast area 
and the states of Montana and 
Idaho. 

Mr. Stauff has been connected 
with The Peck, Stow & Wilcox 
Co. for the past thirteen years, 
working out of that firm’s New 
York City office. Prior to that 
he was with Smith & Hemenway 
Co., Irvington, N. J. 


samples. In January, 1920, he 
was appointed buyer of toys, 
bicycles and phonographs, but in 
June of the same year he was 
transferred to become buyer and 
manager of the firearms and am¬ 
munition division, which posi¬ 
tion he has since held. 

These additional changes were 
omitted from our announcement 
Feb. 27th. 


STEVENS TO BUY FOR 
BELCHER AND LOOMIS 

(^rge E. Stevens is now as¬ 
sociated with Belcher and Loomis 
Harware Co., 122-130 West Ex¬ 
change and 28 Mason Sts., Prov¬ 
idence, R. I., wholesale dis¬ 
tributors of hardware and allied 
lines and factory supplies, as 
buyer of house furnishing and 
seasonal lines. 

Mr. Stevens until recently was 
with Wm. &>ldenblum & Co., 
New York City wholesaler, where 
he was buyer of house furnish¬ 
ings and electrical goods. At 
one time he was connected with 
the chain store home office of 
Montgomery-Ward, as merchan¬ 
dise manager of the house fur¬ 
nishings department. 


WILUAM HIRTH JOINS 
JOHNSON & HILL CO. 

William Hirth became associ¬ 
ated with the Johnson & HiU Co., 
Wisconsin Rapids, Wis., effective 
Feb. 15, as manager of the hard¬ 
ware department for the com¬ 
pany’s three stores in the vicinity. 
Mr. Hirth previously served for 
two and a half years as field ser¬ 
vice man for the Illinois Retail 
Hardware Association. 


MAHONING ASSN. HEARS 
TALK ON SALES TAXES 

Mr. Mitchell of the Ohio State 
Sales Tax office discussed new 
Ohio sales tax laws before 30 
members of The Mahoning Valley 
Hardware Group at its Feb. 12 
meeting at the I.O.O.F. Temple, 
Youngstown, Ohio. A dinner 
given by the ladies connected 
with the I.O.O.F. Tem|de pre¬ 
ceded the meeting. President 
Donald Evans presided. - 
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Features in EVERY Price Field! 



In 1936, EASY dealers are offering the most complete 
line of washers and ironers the industry has ever seen. 
From $49.50* to $159.50* the 23 new EASY washer and 
ironer models offer ever-increasing desirability and 
salability. 

Be sure to see the new EASY washing actions—the new 
EASY wringers—^and many other new features whose 
superiority you can s/iou; and prove, not just ^^talk ahout.^^ 
You find the answer to every competitive sales problem— 
you cover the whole field, with this one line now ready 
for your consideration. 

And profits? Of course! 

Dealer profit, second only to the satisfaction of the EASY 
owner, is the object of all the “Demonstrable Differences” 
that EASY builds into every model. The result is that 
EASY dealers in 1935 not only sold more units than in 
any previous year—but, in addition, hundreds of EASY 
dealers rolled up average unit sales records 35% to 60% 
higher than the average of the industry. 

Investigate the EASY Proposition 
Write for this Free Book 

Maybe the EASY franchise is open in your territory. 
If SO —^it’s a real profit opportunity for you. EASY 
dealers are making money. 1935 stJes eclipsed all past 
records . . . and 1936 is way ahead of 1935! Find out 
about this line now and the EASY dealer proposition. 
Whoever gets the EASY franchise in your territory is 
going to make money on it—^that^s as sure as anything 
can be. Write or wire today for the complete proposi- 
, - — tion. Easy Wash¬ 

ing Machine Cor¬ 
poration, Syra¬ 
cuse, New York. 


Business is GOOD 

. /cw mtUi it 


MIM 


* (Slightly higher in 
western states) 


Model 61 Ironer 

Beauty that makes its own sales talk. 
Folding table top. Double thermostatic 
heat control. Pilot light. Heat switch. 
Motor switch. Rust- and scratch-resisting 
shoe surface. Knee and fingertip con¬ 
trol. Over-feed roll. Visible ironing sur¬ 
face. Instant roll stop lever. Quick 
shoe release. Full floating shoe. Double 
extension shelves. 26-inch roll, 2500 
square inches per minute. 150 pounds’ 
adjnsUble pressure. Cuts ironing time to 
1/2-1/3 the time consumed by hand 
methods. 




)ropo8i- I 


Easy Model IB 




Striking new beauty—modem lines—no 
“gimeraek” ornaments—smart as a Paris 
gown. Patented Spiralator washing ac¬ 
tion saves 1/3 washing time; saves ^2 to 
2/3 washing wear; saves 1/3 soap and 
hot water; eliminates tangling. Massive 
new wringer of exclusive EASY design 
with Six demonstrable extra value fea¬ 
tures. Safety switch protects motor and 
fuses. Cord holder protects electric cord 
when not in use. Quiet running, due to 
perfection of gear fitting. Lifetime per¬ 
formance. Easy servicing. 


17 A C V WASHERS 

I & IRONERS 


MARCH 12, 1936 


Digitized by i^ooQle 


79 






IN EACH DEAL 


viUte 'Two'** ® 

,\cnded ;,HUe 

'IK barbers *n 

ed by ”*K*rTota\ oj J 

,er brttsb^V _ packed tn 

free vend 

* nnitavy . kmsbe 


Wf-doW-" 

Vivehf' 

badgev-bbe 

knot* ol t" 
tu detnan; 

their bar 

brosbe*- 


do»t-P^*;i^ich »bo^« 1 
,g di*p'“y :* -pick *»»«• 


Itoleiole'' 


HARDWARE ACE 


Digitized by ^ooQle 







Ever-Ready 

SHAVIHG BRUSHES 





SHAVING BRUSHES 



S€T-IN-RUfie£R oU^ 


Aom Your Wholesaler Today! 


Ever-Readv e 

^e^~in-rubber f 


MO. 10«»g. 

Th.„-... E..r.R~a, a"i>» •-™* 

to meet every ^he beautiful 

If a customer , i A-jg^^ed cata- 
mottled ® handle, he has 3 to 

,i„ in ’’/.^handle* are the 

choose from. ^ l, j-gble. And each 
most attractive extra-large 

aU.ceUuloid Randle 

in this JJg,^ centers sur- 

badger-lihebri 

Ta generis amount of soft P»re 
badger. ,„„,hes (1 FREE with 

play case. $7.00 

Retail Value.. * * * 4.00 

Your Cost. ^:|.00 

Your Profit. Profit 


peal JVO, 

7?, I!!. ‘V*® "I"*** in these 

75c numbers that ordinary brushes can’t 

com^te with them. You ^u7rand 1 
FREE -netting a full 43% * 

in I'larirtv •'“"diescome 

in a variety of colors and color combi 

nalions-any one of which will ,?lT“ 
your most particular customer. ^ 

the?arrZker?:|7« *" '»'**'»• 

v»;‘S".. « 

43% Profit 


SS* L.«o. a,„ 


from Four ff a'J 

— w holesaler Tod, 



At I -— 

S..i.‘".>'U'Sr ^i"EZ.T‘r 

«^‘ail Value . . ^ 

our^g,-• • . .. . 

tour Profit ... . _. 1.40 

. . 

«% Profit 


^'tEBiCAiv Safety r 


1 BRUSH FREE WITH 6 
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Virginia Dealers Anticipate 
Further Business Improvement 


A. D. STARUNG 
Retiring President 


THOMAS B. HOWELL 

SeereUir-Treasnrer 


JOHN W. YOWELL 
New President 


C OMPETITION, legislation and 
merchandising were the chief 
topics discussed at the seven¬ 
teenth annual convention of the Vir¬ 
ginia Retail Hardware Association, 
held at the John Marshall Hotel, 
Richmond, Va., on Feh. 25 and 26. 
At the opening session Tuesday 
morning, the convention was called 
to order hy president A. D. Starling, 
Danville. Invocation was offered by 
Rev. E. C. Pedrick, and was fol¬ 
lowed by group singing. President 
Starling in his address, said in 
part: 

“The hardware dealers of Amer¬ 
ica enjoyed an average increase of 
15 per cent in their business in 1935. 
Most of this increase is due to the 
increased purchasing power of our 
farmers, thus enabling the small 
town merchant to show marked in¬ 
creases in sales, and possibly an 
increase in net profit. For this I 
know we are all grateful. Such in¬ 
creases have not shown so marked 
an upturn in our large cities, but 
with prospects for building for the 
new year, I feel that all sections of 
our state will enjoy and share in 
this continued prosperity during 
1936.” Other portions of President 
Starling’s report dealt with legisla¬ 
tive and association matters. 

Secretary-treasurer Thomas B. 
Howell, Richmond, next presented 


his report, in which he reviewed the 
past year’s activities and current fi¬ 
nancial standing of the association. 
One part of Secretary Howell’s re¬ 
port focused attention on trade 
relations and urged that manufac¬ 
turers and wholesalers “confine 
their sales to licensed and legitimate 
dealers, that they as far as possible 
favor us with the protection both in 
price and practice commensurate 
with the patronage we so willingly 
give them.” 

D. D. Eanes, managing secretary, 
Quality Service Stores, then spoke 
on “Causes of Today’s Competition.” 
Mr. Eanes told the dealers what was 
necessary to compete with conditions 
in his line and believed that it would 
be necessary for other lines to follow 
their policy. This policy was more 
of a group buying plan, which gave 
the smaller dealers prices whereby 
they could compete with chain and 
larger stores. He stated to do these 
things it was necessary for the 
dealer to do all his purchasing on a 
cash basis to be entitled to these 
prices. 

Following a short singing period, 
the first speaker of the afternoon 
was J, W. Young, Richmond, execu¬ 
tive secretary, Richmond Food 
Stores. Mr. Young explained just 
how it was done in his organization. 
They, too, doing their buying in a 


group way, training their sales force 
how to suggest other items to cus¬ 
tomer, being courteous and alert in 
speaking to customers when they 
come in, even though they may be 
busy at the time, and while they 
wait to call attention to something 
special they are offering for that 
day. He stressed the importance of 
the salesforce being on the job, and 
to make this a reality, he suggested 
that salespeople be given a set wage 
on a quota and, beyond that amount, 
paid a bonus. 

Following this address. Secretary 
Howell reviewed the “N.R.HA. 
Statement of Merchandising Policy.” 
This was illustrated with slides. 

The next speaker was Rivers 
Peterson, editor. Hardware Retailer, 
who spoke on “A Study of Operating 
Costs.” Charts were used to illus¬ 
trate the points emphasized, and the 
thought that the hardware trade may 
be paying a real penalty for its fail¬ 
ure to utilize advertising more ef¬ 
fectively was stressed. 

At the Wednesday morning ses¬ 
sion, the opening feature was an 
address by Horace P. Aikman, 
Cazenovia, N. Y., a member of the 
N.R.H.A. board of governors. In 
his address Mr. Aikman stressed the 
importance of closer affiliation be¬ 
tween dealers; urged them to have 
more group meetings, and cited the 
importance of proper accounting 
systems. He also declared that 
hardware stores can render a real 
service in their communities by hav¬ 
ing intelligent salesmen with a thor¬ 
ough knowledge of the line, and he 
urged that new salesmen be trained 
to serve their employers properly, 
that they in turn may serve cus¬ 
tomers efficiently. 

An address foUowed by C. J. 
Whipple, president of Hibbard, 
Spencer, Bartlett & Co., wholesale 
hardware, Chicago. With “Planned 
Merchandising” as his topic, Mr. 
Whipple said that the hardware 
merchant should put himself in a 
position to compete on both cheaper 
and quality merchandise, then com¬ 
petition would not be serious. He 
brought out the necessity of mod- 
iContmtted on page 98) 
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MOMMY, WHAT'S THE 
BIGGEST LIBRARY i 
IN THE WORLD? ^ 


GUESS MOTHER FORGOT 
THE LIBRARY OF 
CONGRESS, SON; 1 THINK 
s THAT'S THE BIGGEST , 


WHY, THE NEW YORK 
PUBLIC LIBRARY, 

I I THINK. DEAR , 


library of congress 

(UNITED STATES) 7,996,314 ITEMS 

bibliotheque rationale 

(PARIS) 7,930,000 ITEMS 


But there's no doubt about the 



E very week The American Weekly goes into more 
1 than 5,500,000 homes . . . double as many as any 
other magazine! That's the stupendous circulation 
support manufacturers who use The American Weekly 
give you. That it does a bang-up selling job is proved 

by the fact that it reaches 
from 1 out of 5 to 1 out of 
every 2 families that buy 
the every-day necessities 
and luxuries of life in the 
rich trading areas where 
70% of all families live 
Th6 W and where 80% of all re- 

AMERICAN I A , 

WEEKLY It IS this biggest buying 




THB 


Greatest 
Circulation 
in the World 


demand for products advertised in The American 
Weekly that accelerates turnovers. Retailers can stock 
these advertised products knowing that this powerful 
circulation will produce the greatest sales volume. 

What The American Weekly is 

The American Weekly, the largest magazine in the 
world, is distributed through the 17 great Hearst 
Sunday Newspapers. 

In each of 158 cities, it reaches one out of 
every two families 

In 146 more cities, 40 to 50% of the families 
In an additional 139 cities, 30 to 40% 

In another 171 cities, 20 to 30% 

. . . and it reaches an additional 1,982,000 families 
in thousands of other large and small communities. 



RICAN 

EZ)KLY 


MORE THAN NEAREST 
5^,000 COMPETITOR 

CIRCULATION CIRCULATION 


^The National Magazine with Local Influence** 
Main Office: 959 Eighth Avenue, New York City 
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A 25 ^ Sales Increase Keynote of 
Marshall-Wells Dealer Congress at Spokane 


T he third annual congreaa for 
associated dealers was held by 
the Spokane, Wash., branch of 
the Marshall-Wells Co., Feb. 17 to 
19, 1936, at the company’s offices in 
that city. All sessions were in charge 
of the versatile A. L. Martinson, as¬ 
sociate director of the firm’s Port¬ 
land, Ore., house. Manager J. T. 
Elson welcomed the 150 dealers, 
manufacturers and guests and pre¬ 
sented Seth Marshall, president of 
the company, who delivered the 
keynote address, "‘Planning for a 25 
Per Cent Sales Increase in 1936.” 
Mr. Marshall traced the develop¬ 
ment of the cooperative associated 
dealer program, explained the im¬ 
portance of close harmony between 
dealers and the house and stressed 
the need of following in all details 
the full program. Chairman Mar¬ 
tinson briefly outlined the program 
and 0. E. Stevens, manager of the 
Spokane associate department, ex¬ 
plained the advertising and selling 
plans of 1936, stressing the impor¬ 
tance of backing up the advertising 
and displays with proper assort¬ 
ments of merchandise and proper 
store service. 

George Ayre, manager. King Oil 
Co., Philadelphia, discussed sales 
and profit opportunities in both 
packaged and bulk oils and demon¬ 
strated the proper ways to display 
oil and to handle oil prospects. W. 
H. Salyer, of the associate depart¬ 
ment, talked on modern store ar¬ 
rangement, stressing the grouping of 
related items together to facilitate 
second and third sales. Walter 
Gark, manager of paint sales, West¬ 
ern Paint & Varnish Co., Duluth, 
Minn., outlined the 1936 paint sell¬ 
ing and advertising campaign, ex¬ 
plaining stock control based on 
turnover, and discussed competitive 
factors faced by the paint depart¬ 
ment. 

L. P. Stauff, Peck, Stow & Wilcox 
Co., Southington, Conn., gave a talk 
on selling competitively priced tools 
which he said were sorely needed 
in today’s retailing picture. He com¬ 
pared values and prices and traced 
the history of tool sales competition 
faced by the hardware trade, which 
he said were fully answered by the 
Worth tool line. 


Charles J. Heale, editor, Hard¬ 
ware Ace, New York City, dis¬ 
cussed the importance of concen¬ 
trated buying that dealers would be 
free to give more attention to sell¬ 
ing, which he said was their major 
job. He cited figures showing that 
average hardware sales per store 
need substantial increases to enable 
the hardware trade to keep in the 
competitive picture. 

Mr. Martinson outlined the firm’s 
line of stoves and ranges and plans 
for merchandising this department. 
M. R. Twiss, vice-president. Zenith 
Machine Co., Duluth, Minn., gave a 
washing machine demonstration and 
explained new selling features in 
his line. 

Mr. Marshall followed with a talk 
on selling major items and demon¬ 
strated proper methods of building 
up prospects into customers. P. W. 
Bialkowsky, Crosley Radio Corp., 
presented that company’s line of 
radio and refrigeration and devel¬ 
oped sales talks for dealers to use 
in their stores. G. L. Eden outlined 


“The field for garden seed sales 
is a rich one, a field in which the 
hardware dealer has an opportunity 
to realize greatly increased profits.” 

This is the assertion of Harry H. 
Hobbs, vice-president of the Ferry- 
Morse Seed Company, of Detroit. 
Mr. Hobbs points out that the hard¬ 
ware dealer has in his garden seed 
dbplay, or can readily order for 
the customer, packets of any flower 
or vegetable seeds a gardener may 
desire. 

“The number of home gardeners,” 
says Mr. Hobbs, “runs into many 
millions, and the total is steadily 
increasing, with women’s clubs be¬ 
coming more and more numerous. 
A word over the telephone to per¬ 
sons who may not be aware that 
their hardware store can be their 
headquarters for all flower and 
vegetable seeds wiU help sales. 

“To the person who customarily 
buys only vegetable seeds from the 
display trays, a mention of the many 
varieties of flower seeds available 


the 1936 set-up on tires and auto ac¬ 
cessories. 

Mr. Clark gave a short talk on 
retail paint selling. 

Ralph Carney, Coleman Lamp & 
Stove Co., Wichita, Kan., gave a 
selling talk and demonstration, using 
a quality automatic electric iron as 
his main example, showing how 
these save money for the customer 
by saving current and wear and tear 
on clothes. 

Meals were served at the Hotels 
Spokane, Dessert and Davenport and 
the annual banquet at the last 
named hotel was addressed by 
Messrs. Marshall, Martinson and 
Elson. The smoker and stag party 
was held Tuesday night at the Des¬ 
sert HoteL 

On Tuesday and Wednesday 
group meetings were held under the 
direction of A. Lambert, H. H. 
White, R. L. Northrup, H. E. Hall, 
G. L. Eden, J. Orr of Marshall- 
Wells Co. and Frank Dietz, Colum¬ 
bia Steel Co. 


may prove helpful. The dealer 
should point out that he not only 
has all the more popular varieties 
in stock, but that he also can order 
from the seed house any rare or 
unusual varieties. This saves the 
customer the bother of ordering by 
mail and assures him delivery as 
quickly as though he ordered for 
himself. Seed displays are provided 
with comprehensive catalogs from 
which orders may be made. 

“Profit per packet, for the dealer, 
increases in proportion to the total 
volume of packets sold, so the value 
of increased sales is apparent. 

“As an aid to the hardware dealer, 
seed companies have dressed up and 
modernized their displays. They are 
not only neater and more practical, 
but their eye appeal is greater. 
Dealers can capitalize on these im¬ 
provements. Customers who do not 
buy from local dealers’ displays 
order from catalogs, send their 
money out of the city, and local 
business is the loser.” 


Garden Seed Sales 
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Why you can sell more 

BRONZE SCREENING 


every year! These pictures tell the story 



Every year more people become conscious of the better 
value and long-run economy of durable, rustless bronze 
saeens. And again this spring ... strong, consistent 
advertising of Anaconda Bronze Wire for screens, 
appearing in national magazines, will teach your cus¬ 
tomers during the screen-buying season. 

This means a wider market for you. Get ready for 
it... and for increased profits from the sale of bronze 
screens. Be sure to carry an adequate stock of bronze 
screen cloth. To give your customers full value, be 
sure also that the cloth you stock is made of the 
standard gauge wire set by the U. S. Government, 


the A. S. T.M. and the Wire Screen Cloth Manufac¬ 
turers’ Institute. It measures .0113" in diameter, and 
makes up into 16-mesh cloth which weighs not less 
than 15 lbs. per 100 sq. ft. 

Why not order screening of Anaconda Bronze Wire 
from your wholesaler now? The American Brass 
Company does not make screen cloth, but furnishes 
bronze wire to leading screen cloth manufacturers. 

THE AMERICAN BRASS COMPANY 

General Offices: Waterbury, Connecticut 
Offices and Agencies in Principal Cities 
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THESE NEW PROMOTION FEATURi 
WILL INCREASE YOUR BUSINESS 1 
STEVENS BUCKHORN RIFLES 


^?72ovi 


ze-, 


T 

^Fanir t 


Frank Buck^s new picture, ^Fang and Claw,” is stiin- 
ulating increased interest in shooting. More tban 
ever, men and boys will want one of the rifles en* 
dorsed by this internationally famous wild animal 
collector and sportsman. If the movie has not yel 
been shown in your community, write us for the date 
when it will appear. Frank Buck display material will 
be furnished you free. This offers an unusuallv A 
fective promotion idea to popularize your store. 




In addition to outdoor magazines, farm papers wiU^ 
show the interesting Buckhom features to a largccj 
number of shooters than ever before. 1 



Attractive new window card in color showing Frank 
Buck and a Buckhom Rifle will attract patronage to 
your store. It will remind prospective customers, i» 
terested by our adverdsing, to buy their Buckhon 
Rifles of you. Be sure to luive one on display. 


^to 

Si»| 

3 











A BIGGER AND BEHER PROGRAM 1 
CUSTOMER PULLING POWER FOR YOU IN 


This single shot rifle is smaller and lighter than the other 
numbers in the Buckhom Line. The stock is oval with foil 
pistol grip and Black Tip forearm. Its bolt action has safety 
firing pin and chromium plated bolt and trigger. Rear sight 
is open, sporting type, with windage and elevation adjust¬ 
ments. Front sight, gold bead. Weight about lbs. 


In 1935 many dealers found Stevens Bnekhom .22 
Rifles the ^b^t sellers^ of the year. Here are the 
reasons: (1) Attractive new features; (2) Famous 
Stevens Accuracy; (3) Extensive advertising; (4) 
Handsome, well-made, serviceable, man^s-size rifles 
at prices that are obviously outstanding values. 

In 1936 all these sales-making features will be more 
effective than ever. People have more money to 
spend. Thousands of Buckhom Rifles in the hmds 


of owners are spreading desire among others to en¬ 
joy the Bnekhom Features. National advertising 
will reach more prospects. And neu? items, described 
on the following pages, will further stimulate and 
add business for you. 

# 

By all odds, 1936 will be a Stevens Bnekhom year. 
It will pay yon to put your merchandising effort 
back of this business-building line. 


STKVE]\S Buckhom .22 Rifles 


New Boy^s Size, No. 52 SXEVENfS Buckhom .22 


THE RIFLES with the BLACK TIPS" 


Outstanding features that are demonstrating their unequal¬ 
led sales appeal: 

(1) 9*iii-One Peep Sights. 18 sightiDg combinations adapt the rifles 
to all kinds of game and target shooting and to the condition of 
each shooter's eyesight. 

(2) Handsome Black Tips. A ^custom-built'' feature that immediately 
distinguishes these rifles from all other .22's. 

(3) Broad Forend. Provides firm grip for steady holding. 

(4) Handsome Robber Bntt-Plate. 

(5) Large boltywilhextraetorandejeetorbiu/c in. Positive IhnctioniBg. 

(6) Fnll^ize, well^haped walnnt finish stock. 

(7) Accurate BarreL This is the fundamental Stevens quality that 
means genuine satisfaction to every customer who hoys a Stevens 
Bnekhom Rifle. 

































External adjustments for windage and elevation. Univer¬ 
sal focus. Strong, serviceable, light in weight. Particular^ 
ly adapted to low-priced .22 rifles for general use. Brinas 


TELESCOPE SIGHTS 

AT PRICES THAT SELL THEM IN VOLUME! 

Heretofore telescope sights with features like those listed 
below brought from $25 to $50 at retail. When shooters 
see what you can now give them for as little as $4.75, 
youHl sell ^scopes^ and Stevens and Savage .22 Rifles 
mounted with ^scopes! Much of this is extra business. 


A fine combined hunting and target ^scope with exclusive 
internal micrometer half minute click adjustments for 
windage and elevation. Solid, all-steel mounts, strong, 
rigid, but light in weight. Quickly detachable. No cum¬ 
bersome sight bases on barrel. Fine, cross-hair reticule. 
Exclusive micrometer focus at eye-piece. Best quality 
optical glass lenses perfectly corrected, with high illu¬ 
mination. A sensational value to retail at $8.00. 


with ’§6 


Model 10 
3-Pineer 


StevonN !¥o.515 Double Barrel Shotgun Field Model 
12, 16, 20 Gauge and .410 Bore. New digtinetive black lip foreann 
No. 515 To Retail at New mechanism. Walnut stock. Never before a gun with thequa^* 
i^&tures of this Stevens model at so low a price. 

No. 530 To ReuM at y®* addition of Joetam 

^2^75 ttecoil rad, Lyman Ivory Sights and checkering on stock and fo>^ 


To Retail at 


NTo. .58 • t lO Sli€»lgiin for it In. Shell (Will also shoot the 
The first low-priced .410 Repeater built to shoot the 3" shelL 


To retail at 


Stevens No* 500 Double Barrel Shotgun Skeet Model. 
12,16,20 Gauge. New mechanism permits extremely easy cocking. 
Fancy Crotch Slack Walnut stock and beavertail forearm, both at¬ 
tractively checkered. Non-selective single trigger. Both barrels 

Skeet boring. A fine quality special skeet gun at an extremely at¬ 
tractive price. 


No. 66 T. ToboUr 
Mjigasiao Repeal* 
er. Some apeelfiea* 
Uona as No. 66 


4sk your jobber to show 
you these outstanding 
values in sporting arms 


the ^8Cope sight within reach of all. 1^ retail at $4.75. 


Stevens .22 Rifles, Numbers 53, 56, 66 and Savage .22 
Rifles, Models 3, 4 and 5 can be tapped at factory at 
very small extra charge for fitting above ^scopes. 


No. 53 T. Siaglr 
Shot. Same speci- 
ficationa as No. 53 
Open si^Ucan be 
need when *aeope 
ia mounted. 


No. 56 T. 6-Sboi 
Repeater. Same 
apeeifieation aa 
No. 56. 











]»10DEL 5 TVBVLAR MAGAZINE .22 REPEATER 



A new leiuler in the field of fine .22 tubular re|>eatert», rounding out the Savage Line of .22 RifleM. 
Moilel 5 ban new xpeed lock action; handsome, oil-fini8h eheckered walnut stock; hard rubber 
butt-plate; and independent safety. Magazine capacity—15 Long Rifle., 17 Long, or 21 Short 
.22 Regular or High S|>eed Cartridges. Open sights. 

Model 5S. Same as above except equipped with famous Savage ^^All-Furpose'^ Peep Sights ^Id 
combinations) • 


:^10DEL 740 AUTOMATIC SHOTGUN SHEET MODEL 

With Cutts Compeiisator 9 12 Gauge^ 3-Shot 




The gun many skeet shooters have long desired. Handsome oil-finish, fancy crotch walnut 
stock with a generous beavertail forearm, and full cap pistol grip. 

Special barrel with Cutts Compensator correctly attached at the factoiy. Furnished with 
spreader tube for skeet patterns, and full choke tube No. 705 for general held use. This coni- 
biuatiou oilers shot patteru coulrol at ail usual ranges in one gun. 

The gun and compensator are priced at a considerable saving over the special iniUvidual fit¬ 
ting of compensator to barrel, heretofore necessary. 


Model 720 C 12 Gange, 5-shot, with 
ping to reduce to 3-shot. Standard sto^ and 
forearm. Fitted with Cutts Compensator. 
Two choke control tubes. 


jraooei 12 Muge, 3-shot. SUnd- 

ard stock and forearm. Fitted with Cutts 
Compensator. Two choke control tubes. 


SAVAGE ARMS €0RP0RAT10I¥ • UTICA, X.Y. 



AR R ELS 


-GAUGE 


WIT 


fThe demand for high grade double guns is increasing. In Fox Sterlingworth Guns, you can 
offer the refinements and lifetime performance that enthusiastic shooters w ant—at prices they 
find extremely satisfying. Liberally advertisc^d, growing fast in demand, and better today than 
ever before, because of Savage precision mauufac*ture. Fox Sterlingworth Guns will prove a 
decided asset to you in 1936. 

Send for catalog showing the Sterlingworth Line and new Fox skeet and field guns in grades 
aud styles for all kinds of shooting in all price ranges. 


DOUBLE BARREL 

SHOTGUNS 


Fox Sterllngwortb Field Model 12,16,20 Gauge, 

Fox Sterlingworth Skeet and Upland Game Model 12,16,20 Gauge 


^ox GUN DIVISION • SAVAGE ARMS CORPORATION • UTICA, N.Y. 
























Montana Hardware "Round-Up” 

Makes Progress in Utility Situation 



T he Montana Implement and 
Hardware Association held its 
twenty-eighth annual conven¬ 
tion at the New Finlen Hotel, Butte, 
Mont., Feb. 13 to 15, 1936. The out¬ 
standing accomplishment, and a 
most worthy one, was a better co¬ 
operative status with the Montana 
Power Co., whose merchandising 
practices have been a source of 
trouble and lost sales to the hard¬ 
ware trade of the State. Through 
its vice-president, C. Ryan, this 
utility company announced a mod¬ 
erated set of selling terms, trade-in 
allowances and a plan for interest 
charges in installment selling, all of 
wliich could be met by hardware 
men. Also, there is the distinct hope 
that further cooperation may be ar¬ 
ranged which will include flat rate 
installation and repair charges avail¬ 
able to the dealers through the light 
and power firm, although no defi¬ 
nite promise could be given on that 
point. 

Charles W. Nelson, Froid, was 
elected president, succeeding Charles 
S. Eder, Hardin, who presided dur¬ 
ing the convention. Secretary R. M. 
O’Hearn, Bozeman, and Treasurer 
H. G. O’Rourke, Helena, were re¬ 
elected. Wallace Ulmer, Miles Qty, 
is the new vice-president. Much 
credit for the success of the conven¬ 
tion must be given to the committee 
headed by Ray Gill, sales manager, 
Montana Hardware Co., and Past 
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President Walter J. Sewell, both of 
Butte, who did yeoman service in 
making everybody happy. 

Mr. Gill presided at opening ses¬ 
sion, which included an address of 
welcome by Mayor Charles Haus- 
wirth and by Willard S. Thompson, 
secretary, Butte Chamber of Com¬ 
merce. President Eder responded 
and made his annual presidential 
address, which keynoted the conven¬ 
tion and dealt with the progress of 
competition faced by the trade, 
saying in part: 

Causes and Cures 

**You have come to this conven¬ 
tion with the full expectation of 
hearing the causes and cures of to¬ 
day’s unfair competition discussed 
from every angle. This is the most 
important subject to the independent 
merchant at this time. You are vi¬ 
tally interested in this subject. You 
want to know the cause of it all and 
you want to know the cure for it, if 
there be any. Your future success 
depends upon it. You have accumu¬ 
lated a stock of merchandise and 
you have built up a business for 
yourself. This is your business. It 
is all your own. You have nursed 
it, cared for it, schemed and wor¬ 
ried and kept it going through all 
the lean years and you have over¬ 
come all obstacles, and now the 
question is, are you going to be 


able to continue to hold this busi¬ 
ness that you have worked for so 
long? This question is foremost in 
your mind today.” 

He continued by recalling that 
convention speakers at previous 
meetings had urged cleaner, more 
modem stores with open display 
tables and better lines as the means 
to combat competition, and said 
that: 

“Our stores are modernized and 
we are better merchants. We have 
done all the things in general and 
it was a fine thing for us to do. We 
should have done it a long time 
before and right here I want to 
give the chain stores credit for doing 
one really good thing for the mer¬ 
chant. They surely made us clean 
up the old place and some of our 
stores surely needed it. Now that we 
have done all of these necessary 
things, we have as yet not realized 
the desired results, and that is the 
profits.” 

Secretary R. M. O’Heam made 
his annual report, briefly telling of 
aid and advice from the national 
implement and hardware associ¬ 
ations with which the Montana group 
is affiliated. He favored considera¬ 
tion of proposed anti-chain store 
legislation and expressed, as a per¬ 
sonal opinion, the idea that hard¬ 
ware associations should support the 
Patman investigation of unfair price 
advantages, rebates, etc., enjoyed by 
the chain stores. This was followed 
by a talk on the use of Diesel engines 
on farms given by Harry L. Penn, 
Caterpillar Tractor Co., Great Falls, 
Mont. 

Friday morning, D. R. Waterman, 
sales manager, American Steel & 
Wire Co., St. Paul, Minn., talked 
on the “Idealism of Sales,” declaring 
that selling was a real profession, 
of which all might be proud. He 
said the proper selling ideals would 
lead us toward a permanent recov¬ 
ery basis. His inspirational remarks 
were well received and appreciated, 
as Mr. Waterman has long been 
an active participant in Montana 
conventions. 

Charles J. Heale, editor, Hard- 
iContinued on page 100) 
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helping Dealers make More Profit 



For more than 50 years the hardware trade has made extra profits with Stewart 
Products. Today there are even more outstanding profit opportunities. With 
Stewart quality and fifty years’ reputation for fair dealing, and with Stewart 
comprehensive selling helps, you can add to your profits without any invest¬ 
ment. Estates, indus¬ 
trial plants, cemeteries, 
clubs, schools, homes 
and institutions require the protection against invasion that Stewart Fencing 
alone can give. The market is limitless. Cash back your time in dividends on 
Fence Sales. Get all the facts. Write me today. Robert S. Stewart, Vice- 
President and Director of Sales. 


NO INVESTMENT REOUIRED 


THERE IS A STEWART FENCE FOR EVERT FENCE NEED 


ENTRANCE SATES 



WIRE FENCE AND GATES 



IRON PICKET FENCE AND 
GATES 



Stewart Iron Entrance Gatee are characterized 
by that itability expected of a product whoee 
firm has manufactured them for a half century. 
Dedgn No. 52 shown. 


Stewart Chain Link Wire Pence designs range 
from low lawn heights to high protective Pences 
with barbed wire overhang for industrial and 
other properties. Design OTM shown. 


Stewart manufactures the most complete line of 
Iron Pences—plain, simple designs in the lower 
price bracket or dedans of notable elaborateness 
for properties of distinction. Design No. 111>S 
shown. 


MORE STEWART PROFIT MAKERS 


BALCONY RAILINO 



Porch, Balcony and Stair 
Railing in sixes and heights 
to meet every interior or ex> 
terior need. 


WINDOW GUARDS 



Stewart Window Guards of 
Iron or Wire are available 
in a number of styles and 
specifications. 


FOLDING CHAIRS 



Stewart ICctal Polding 
Chairs are supplied in eight 
colors and finishes. Durable, 
Comfortable. Safe, Quiet. 


FOLDING GATES 



Stewart Polding Gates are 
adapted to use in places 
where limited space is a 
factor. 


WIRE PARTITIONS 



Por storage rooms, locker 
rooms, etc. Standard specifics' 
tion mesh No. 10 gauge 
W ft M wire. Pramework 1" 
X channel. 


ARCHES FOR GATEWAYS CELLAR DOORS FLAG POLES LAWN FURNITURE 
PIPE RAILING RUBBISH BASKETS SETTEES llron and WIrel 
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Pasha Dealers Hear Patman 
Discuss Price Discrimination 



P ASHA’S big convention got 
under way on Monday, Feb. 
24, when the ballroom of the 
Lord Baltimore Hotel in Baltimore 
was fiUed to capacity to hear Hon. 
Wright Patman, Mayor Jackson and 
the Baltimore and Ohio Glee Club. 
The late Albert C. Ritchie, former 
Governor of Maryland, had been 
scheduled to speak at this opening 
session and a silent tribute was paid 
by those gathered there. 

Mr. Patman, chairman of a special 
House committee investigating the 
lobbying activities of corporate 
chains and department stores, told 
his audience that secret rebates, 
special discounts and other pseudo¬ 
allowances have been granted to 
large concerns for various reasons, 
and if it were in his power he would 
make it unlawful for a manufacturer 
to be either in the wholesale or re¬ 
tail business. Such restriction, he 
said, would provide places for mil¬ 
lions of men now unemployed. 

On Tuesday morning at the Fifth 
Regiment Armory, President Mas¬ 
sey characterized the exhibition as 
the largest hardware exhibition in 
the United States and expressed ap¬ 
preciation of the help of manufac¬ 
turers and jobbers in making it a 
success. The organization began 
with 50 members 35 years ago and 
is increasing its membership today. 
Mr. Massey reviewed the work of 


the year and appealed for more or¬ 
ganization support. 

D. W. Northup, president, Henry 
G. Thompson & Son, New Haven, 
Conn., and H. M. Swain, executive 
vice-president, Irwin Auger Bit Co., 
Wilmington, Ohio, spoke in the 
interest of the American Institute 
of Fair Trade pointing out the ad¬ 
vantages of the Institute’s label and 
declared its determination to keep 
independent dealers in competition. 
Mr. Northup said that his hearers 
may not know which manufacturers 
were selling at preferential prices 
but they could easily know those 
who were not—^those who use the 
Institute’s label, which is in reality 
a contract. The dealers were asked 
to switch to those manufacturers 
who were known by the label, and 
to write their suppliers urging them 
to join the Institute. 

Twenty-five Year Club 

At the close of the Tuesday morn¬ 
ing session, certificates were pre¬ 
sented to the members of the 
Twenty-Five Year Club, a new or¬ 
ganization for those members who 
have been in the Association for 
25 years or more. This club met 
at the Lord Baltimore on Tuesday 
evening at dinner, marking its first 
meeting. 

Rivers Peterson, editor, Hardware 


Retailer^ compared the operating 
costs of the wholesaler-retailer 
method of distribution with those 
of chain and department stores, 
using charts to illustrate, at the 
Wednesday morning session. Among 
the items outstandingly higher in 
the independent system’s costs were 
payrolls. Mr. Peterson showed that 
more efficient selling, more flexible 
payroll costs, concentration of pur¬ 
chases, cutting out unnecessary 
operations, reduction of credit losses 
and better use of employees’ time in 
such work as outside selling, would 
do much to equalize the costs of 
distribution in the wholesaler-re¬ 
tailer set-up and place it on a better 
plane to compete. He referred to 
the address given by B. Christian¬ 
son at the Minnesota convention 
(printed in full in Hardware Ace 
for Feb. 27). 

Harry W. Walker, secretary. In¬ 
dependent Retail Grocers’ Associa¬ 
tion, Baltimore, Md., told the deal¬ 
ers of the successful way in which 
his organization had overcome the 
competition of chain grocers and 
said that the strength of a large 
organization gets the attention of 
suppliers and compels even politi¬ 
cians to listen when it speaks. He 
told how the uniform style of store 
and appointments helped to build 
trade and explained that a large 
number of independent dealers in 
the voluntary chain gave them a 
buying advantage which enabled 
them to insist on the same prices 
accorded the chain grocers. Mr. 
Walker’s address was well received 
and was conceded to be of great en¬ 
couragement to the hardware desfle'* 
to follow the grocers’ example. 

L. H. Buisch, National Cash Reg¬ 
ister Co., speaking on “Merchandis¬ 
ing to Meet Competition,” told his 
hearers they must create a desire 
for values, learn to greet customers, 
learn their wants, show merchandise, 
give selling points, make suggestions 
and speed the service. He pointed 
out the opportunity and need for 
selling larger quantities, better qual¬ 
ity, things used together, new mer¬ 
chandise, featured merchandise 
and criticised indifferent sales- 
{Continued on page 102) 
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Dependable • Economical • Ultra Modem 

BEAUTIFULLY STYLED 


The quarter century reputation for high standard work¬ 
manship of the Cleveland Welding Company, pioneers 
in fabricating welded, rolled and stamped metal 
products, is your assurance of Roadmaster Quality. 

In addition to the sterling features of sturdiness and 
fine construction, the Roadmaster is definitely the last 
word in smartness and streamline design .... Ultra¬ 
modern in every detail. The construction of the Road¬ 
master frame is considered one of the strongest 
processes of welding ever developed. The frame tubing 
is one-inch in diameter high carbon steel, having flush 
joints throughout. 


The smart and alert consumer demands the highest 
quality .... the finest workmanship .... the latest 
design. All these features can be found in Road¬ 
master bicycles. Here at last are prices that are right 
for volume and profit, plus a service that is at all times 
prompt and efficient. 

The Cleveland Welding Company invites every dealer 
and wholesaler to increase their bicycle sales in 
1936 with the Roadmaster line. A large variety of 
smartly designed models makes the consumers selec¬ 
tion easy. -Write for fully illustrated information. 


BE MASTER OF THE ROAD_WITH 


ROADMASTER 


The Cleveland Welding Co. 


W. 117lh and BEREA ROAD 


CLEVELAND, OHIO 
















125 Were Present For Billings Congress 
of Marshall-Wells Associated Dealers 


T he Billings, Mont., branch of 
the Marshall-Wells Co., held 
its annual associated dealers* 
congress in that city, Feb. 10 to 12, 
1936, with a total of 125 dealers, 
manufacturers and guests registered. 
Manager P. P. Sparling opened the 
Monday morning session, outlined 
the program and called on Warren 
Hartwell, in charge of associated ac¬ 
tivities at both Duluth and Billings. 
Mr. Hartwell explained 1936 adver¬ 
tising and selling plans, urged some 
form of retail clerk compensation 
based on sales and presented a new 
type of identifying road signs, store 
front signs and urged their use by 
all cooperating dealers. F. F. Duffy, 
Paraffine Companies, Inc., San Fran¬ 
cisco, Calif., presented the 1936 line 
of felt base floor coverings to be 
distributed by the house and sug¬ 
gested display and selling ideas for 
the dealers. 

Walter Clark, manager paint sales 
for Marshall-Wells Co., discussed 
the paint program, stressing the 
stock control, turnover features and 
the promotion to be given this line 
in 1936. Ralph Carney, Coleman 
Lamp & Stove Co., Wichita, Kan., 
followed with his dramatic presenta¬ 
tion on selling, using a quality elec¬ 
tric automatic iron as an example, 
for which he proved economies as 
well as efficiency as the basis for 
making sales. P. W. Bialkowsky, 
Crosley Radio Corp., explained the 
Crosley line of radio and refrigera¬ 
tion, pointing out improved features 
and other factors to help make sales. 

Tuesday morning Seth Marshall, 
president. Marshal 1-W ells Co., 
sounded the keynote of the conven-_ 
tion to ‘‘Increase sales at least 25 
per cent during 1936.” Mr. Mar¬ 
shall also reviewed the past year’s 
progress under the associate plan. 
George Ayres, King Oil Co., gave 
a talk on selling both packaged and 
bulk lubricants and demonstrated 
the proper way to display oil and 
to handle sales. Mr. Sparling talked 
on tires and auto accessories, as did 
Walter Nugent of the Gillette Rub¬ 
ber Co. After lunch Mr. Marshall 
gave a demonstration in selling 
major items, followed by a washer 
demonstration by M. R. Twiss, 
Zenith Washer Co., Duluth, Minn. 
Stoves and ranges were covered 


by A. C. Corson and Mr. Duffy 
spoke again on floor coverings, this 
time on linoleum lines. Thb was 
followed by a house - furnishings 
demonstration handled by Mr. Hart¬ 
well. 

Wednesday morning L. P. Stauff, 
Peck, Stow & Wilcox Co., Southing¬ 
ton, Conn., traced the trend of tool 
sales in the hardware held, analyzed 
its current competitive features and 
told how his company developed the 
Worth line to meet this situation. 

Charles J. Heale, editor. Hard¬ 
ware Ace, New York City, talked 
on the importance of concentrated 
buying as a means of reducing dis¬ 
tribution costs, which he said, was 
the only permanent way to keep 
competitive. He urged that dealers 
become sellers and place the burden 
of the buying and warehousing on 
the shoulders of some wholesaler of 
their own selection. He stressed the 
need of an advertising program as 
part of the task of meeting competi¬ 
tion and as a major means of at¬ 
tracting greater store traffic. He 


cited figures showing that hardware 
stores averaged relatively low indi¬ 
vidual sales volume, stating that thb 
was further evidence of the need for 
becoming more sales-minded. 

Elmer Tallmadge, Joliet, Mont., a 
retailer, cited hb personal experi¬ 
ences in selling washing machines, 
saying that he never appreciated the 
opportunity this line presented until 
he learned of a canvass crew coming 
into his area and selling a large 
number. Mr. Corson followed with 
an outline of the cutlery, electrical 
and sports goods lines and their 
promotions during the current year. 

Lunches and dinners were served 
at the Northern Hotel, where the 
closing banquet was held Wednes¬ 
day night. Seth Marshall made the 
principal address on that occasion, 
using as a background or text, data 
from government census records 
which showed the hardware trade of 
Montana and Wyoming as getting 
far less than their share of the hard¬ 
ware business being done in these 
States. 



The Boston Famish Co., Boston, Mass^ has installed a new laboratory with 
modem testing and experimental equipment. One department is devoted exclu¬ 
sively to testing and examining raw materials, another checks formulas through 
the plant. A sample is taken from every batch and analysed to eliminate 
any error during the process. A sample of each batch is retained on file as a 
check against the completed batch after the material has left the plant. Another 
department is a research division where tests and experiments are constantly 
being made with raw materials and new formulas. 
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BRILLIANT FINISH 


EXTRA VALUES 



Strilmg new combinations of at¬ 
tractive contrasting colors; bright 
parts of lustrous chromium. 


Electric Hom-Lite and Tailig^t, 
live rubber Grips, longer, wider 
Fenders, rubber Mountings and 
other superior features. 


NEW TWINBAR AIRIDER 


WITH AN EYE TO PROFIT... 


Send for facts regarding the 1936 Columbia Fran¬ 
chise. The Line is broader as to models — more 
brilliant in finish. New equipment features are 
added to traditional quality. The Franchise is 
more valuable than ever! 



THE WESTFIELD MANUFACTURING CO., WESTFIELD, MASS. 
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Ohio Convention Urged Improvement 
In Jobber-Dealer Relations 



M any topics of vUal impor¬ 
tance to the hardware busi¬ 
ness were discussed at the 
forty-second annual convention of 
the Ohio Hardware Association, held 
at the Netherland Plaza Hotel, Cin¬ 
cinnati, Ohio, Feb. 18 to 21, inclu¬ 
sive. A resolution was adopted de¬ 
crying the evils of certain forms of 
competition and urging improvement 
in relations betwen jobbers and 
dealers as an aid in meeting com¬ 
petition. 

Harold F. Stotzer, Archbold, was 
elected president, succeeding Paul 
B. Sweger, Lima. J. W. Bonifield, 
Zanesville, was named vice-president, 
and John B. Conklin, Columbus, was 
reelected secretary - treasurer. The 
following were elected directors; 
M. M. Kerr, Athens; Edward 
Bartholomai, Lodi, and Wyatt Mil- 
likin, Columbus. Other directors are: 
P. C. Hawk, East Palestine; J. C. 
Blaser, Cleveland; Edward Aufdem- 
kampe, Cincinnati; J. R. Williams, 
Columbus; Don W. Mitchell, Ashta¬ 
bula, and L. P. Vallery, Waverly. 

The unwillingness of independent 
hardware dealers to change from old 
sales methods is a greater enemy of 
the independent merchant than the 
competition of syndicate stores, Paul 
B. Sweger, retiring president, de¬ 
clared at the opening session which 
followed the president’s luncheon. 
Advert^ing campaigns and better 


window displays will restore a great 
deal of the business that rightfully 
belongs to hardware dealers, he said. 
Newspaper advertising, window dis¬ 
plays with goods plainly priced and 
week-end specials — not for profit, 
but for attracting the buying public 
into the store—are necessary to 
meet today’s competition, in his 
opinion. 

Attract Women Shoppers 

“Women read advertisements and 
like to shop in bright, well-lighted 
stores,” Mr. Sweger said. “Since 
women buy 80 per cent of the mer¬ 
chandise today we must fix our 
stores to attract them.” Urging closer 
cooperation between jobber and 
dealer, Mr. Sweger said the jobber 
holds a vital position in the distri¬ 
bution of goods to retailers. To re¬ 
duce the cost of distribution, he 
said, dealers must place more and 
larger orders with the jobber. 

Merchandising and ways and 
means of developing “store traffic” 
were discussed by Harold W. Hirth, 
manager, merchandising division. 
National Retail Hardware Associ¬ 
ation, Indianapolis, in a talk on 
“Building Hardware Window Dis¬ 
plays.” The speaker advised that 
windows be decorated in the settings 
in which articles on display are 
used. He said people do not buy 


what they need, but what they want. 

“Outside Selling by Hardware 
Stores,” was the topic of an address 
by R. A. Chandler, Sylvania. 

Certificates of award to members 
who have been in the association 
for 25 years or more were presented 
to more than a score of delegates 
by George M. Gray, Coshocton, who 
also read a detailed report on the 
condition of the Ohio Hardware Mu* 
tual Insurance Co. Mr. Gray is the 
only living member who attended 
the organization meeting of the as¬ 
sociation in 1894. This conchided 
the first day’s program, which was 
divided into an afternoon and eve¬ 
ning session. 

In a talk on “A Study of Syndi¬ 
cate and Independent Operating Ex¬ 
penses,” Herbert P. Sheets, manag¬ 
ing director, N.R.H.A., Indianapolis, 
said hardware merchants are paying 
a real penalty for their failure to 
utilize advertising more effectively. 
“Higher selling costs in the form of 
wages,” he declared, “may be a di¬ 
rect consequence. Slower turnover 
with resultant additional expense for 
insurance, taxes and interest may be 
another result.” 

Lack of concerted cooperation be¬ 
tween jobber and dealer is due prin¬ 
cipally to lack of knowledge on the 
part of the independent as to just 
what each should do to carry out 
his part, Ray T. O’Brien, The G^rge 
Worthington Co., wholesale hard¬ 
ware, Cleveland, told the conven¬ 
tion. An educational program, which 
in all probability will be conducted 
by the jobbers in the near future, 
is expected to overcome this diffi¬ 
culty, he said. Present plans, he 
explained, call for scientific study 
to develop means to bridge the gap 
to bring about the necessary co¬ 
operation. “Through cooperation,” 
he declared, “expensive and doubt¬ 
ful undertakings, though necessary 
ones, can be made inexpensive. Op¬ 
erations such as shopping competi¬ 
tion, selecting and buying news¬ 
paper mat usage, banner and dis¬ 
play sign printing can be made in¬ 
expensive items through cooperation. 
In conclusion Mr. O’Brien said that 
independent dealers of hardware are 
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DEALERS OFF TO A BIG 
HEAD START FOR 19361 


TJOTPOINT ELECTRIC REFRIGERATOR 
^ dealers are away to a head start this year. 
January—with unusually cold weather—was a big 
month. Sales were 209 per cent of the same month 
last year. February sales moved along at in¬ 
creased pace. Now watch March and the rest of 
the year! With a most comprehensive advertising 



campaign —and a complete line of 12 models 
—Hotpoint dealers are selling to families of all 
incomes. New deluxe models with distinctive 
styling and convenience features have quick sales 
appeal. Standard models at lower prices. Thrif- 
type Refrigerators for homes of low income. 
Easy time payment extension plan gives you 
good display for small investment. Write for 
complete franchise details. Hotpoint Refrigerator 
Division, Appliance and Merchandise Depart¬ 
ment, Section AH 3, Nela Park, Qeveland, Ohio. 








ELECTRIC REFRIGERATORS 
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100% Usable 


“All O.K. if they’re Cross Sterilized Tacks.” 

We mean just that! No culls, no lopsided duds, no flat 
nosed halfbreeds, but good, honest, American tacks, the 
kind you can pick up blindfolded and. drive true all day 
long. 

Speeds up the job. Makes upholsterers, carpet layers, 
bill posters, and other tack users feel better to know that 
Cross Tacks are double^erilized. Makes the bosses feel 
better to know that they can figure on the count and 
weight of each box of Cross Sterilized Tacks. 

Speeds up sales to carry a brand that repeats! 

In fact, a good time is had by all—when you sell Cross. 
We enjoy it, too! 

Ask your jobber—or us—for samples. All standard 
styles and,sizes. 


UPHOLSTERERS • CARPET • CARPET LAYING • COPPER 
WEBBING • GIMP • HIDE • LACE • WIRE CLOTH STAPLES 
BILL POSTERS • DOUBLE POINTED • CLOUT NAILS 

Sold in 

these dietinctive boxes 
_ RED—BLACK—WHITE 

OK. . // t/iey’re 

YOUR JOKER HAS CROSS, OR CAN GET THEM FOR YOU 




W.W.CRO$$ S-CaiNCEASTJAFFREY.M.H. 


increasing in the United States and 
more than holding their own against 
chain competition. 

F. C. Buddenbaum, treasurer and 
manager, Regal Stores, Inc., In¬ 
dianapolis, outlined methods by 
which other trades have solved their 
competitive problems. 

Dan W. Northrup, president, 
Henry G. Thompson & Sons Co., 
New Haven, Conn., discussed manu¬ 
facturers* discounts, rebates and al¬ 
lowances at the closing session. 
Fayette R. Plumb, president, Fayette 
R. Plumb, Inc., Philadelphia, Pa., 
spoke on the ^Manufacturers' An¬ 
swer to the Trade Problems," and 
George V. Sheridan, executive direc¬ 
tor, Ohio Council of Retail Mer¬ 
chants, spoke on ‘^Government and 
the Retail Hardware Business in 
Ohio." He discussed problems aris¬ 
ing out of the sales tax. 

The report of the Committee od 
Resolutions was presented by J. W. 
Bonifield and included a resolution 
thanking the Cincinnati Hardware 
Gub of which Otto L. Burger is 
president for. its hospitality to the 
convention. R. A. Chandler submit¬ 
ted the report of the Committee on 
Nominations. 

The convention opened with the 
president’s luncheon, which was fol¬ 
lowed with the annual banquet on 
the evening of Feb. 19. The ladies 
in attendance were taken on a tour 
of the new Terminal Station, at¬ 
tended a style show at the H. & S. 
Pogue Co. and a luncheon and musi- 
cale at the Sinton Hotel. 


Virginia Report 

{Continued from page 82) 

ernizing stores, having clean dis¬ 
plays with price cards and plenty 
of light. The hardware dealer is 
not advertising as much as he 
should vrith leaders to bring the 
women’s trade in, he said, in< advo¬ 
cating that the dealer advertise con¬ 
sistently. Concentrate business 100 
per cent, in buying, selling and mer¬ 
chandising was also recommended. 

As the next speaker, Joseph H. 
Plumb, Fayette R. Plumb, Inc., Phil¬ 
adelphia, Pa., had “The Manufac¬ 
turer’s Answer" for his subject. Mr. 
Plumb’s answer was in an explana¬ 
tion as to why some chains obtained 
merchandise and the type of mer¬ 
chandise sold. The point stressed 
was the chains sold only one-quarter 
of the purchases of cheaper mer¬ 
chandise and three-quarters of the 
higher quality merchandise. 

In an impromptu talk which fol¬ 
lowed, Luther R. Stein, vice-prcsi- 
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dent, Belknap Hardware & Mfg. 
Co., Louisville, Ky., stressed the im¬ 
portance of having trained retail 
salesmen who can render better ser¬ 
vice to the customer and the store. 
He brought out how the better qual¬ 
ity article could be sold over the 


Ore You Cashing In On 
This Profitable Item ? 







cheaper one with a little salesman¬ 
ship. 

J. J. Wicker, Jr., counsel for the 
association, made an address on 
^^Legislative Trends.** In his talk 
he ran over* a number of bills be¬ 
fore the House and Senate, giving 
in his opinion those going through 
and those that were doubtful, par¬ 
ticularly those bills affecting the re¬ 
tailer. 

Officers elected were: John W. 
Yowell, president, Culpeper; W. L. 
Penick, vice-president. South Bos¬ 
ton ; Thos. B. Howell, sec*y-treas- 
urer, Richmond; Robin A. Frayser, 
assistant sec’y, Richmond, and J. J. 
Wicker, Jr., chief counsel, Rich¬ 
mond. 

Members of the executive com¬ 
mittee are: E. L. Gee, Victoria; W. 
K. Smith, Clifton Forge; K. R. 
Saum, Edinburg; C. C. Boyce, Ports¬ 
mouth; A. L. Lorraine, Richmond, 
and J. M. Reynolds, Norfolk. 

Advisory board members are: A. 
D. Starling, Danville; B. F. Tillar, 
Emporia, and H. A. Pleasants, Rich¬ 
mond. 

On Tuesday evening a banquet 
and entertainment was enjoyed and 
following the dinner a few brief 
talks were made by guests. Sev¬ 
eral radio stars participated in the 
entertainment program. The meet¬ 
ing place for next year was not 
definitely decided on. 


Tip-Top Washer Assortment 

Complete dealer*8 assortment of Tip- 
Top 3-point compression faucet wash¬ 
ers contains 2 dozen sets, % in. at 75c 
per dozen; 5 dozen sets each of % and 
% in. washers at 75c per dozen. Deal¬ 
er’s cost is 19.00; retail value (includ¬ 
ing 3 sets free) is $14.70. Pierpont 
Mfg. Co., 1740 E. 12th St., Qeveland, 
Ohio. 


Streamline Strainers 


“Ace” line. Has double rust-proof 
ferrules; wide rim; five-point suspen¬ 
sion; “never-tip” construction; and V 
wire frame. Handles are green enam¬ 
eled with one ivory band. By special 
order, furnished in green, ivory, red or 
yeUow with bands as ordered. Hamb¬ 
lin & Russell Mfg. Co., Worcester, 
Mass. 


/ This highly popular Bulldog pattern Tie Out Chain 
for tethering or staking out grazing animals is prov¬ 
ing a real money-maker for many live wire dealers. 

From end to end it's made right—Hodell makes every 
bit of it—^the snaps, swivels, and rings are just as strong 
as the chain itself. 

Each chain comes packed in a strong reshipable carton 
or in a heavy cotton bag. 

This chain is just one of the many profitable Hodell 
Chains made for every purpose. 

Write for catalog. 


THE CHAIN PRODUCTS CO. 

3934 Cooper Avenue 
CLEVELAND. OHIO 


TIE OUT CHAINS 

ALSO A COMPLETE LINE OF CHAIN AND CHAIN 
SPECIALTIES FOR FARM, HOME AND INDUSTRIAL USE 
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Montana Convention 

{Continued from page 90) 


WARE Ace, New York City, talked 
on curing today’s competition by 
reducing distribution costs, urging 
concentrated buying, more attention 
to selling, placing the buying and 
warehousing burden on the whole¬ 
saler and working with wholesalers 
so that jointly an effective campaign 
could be waged against continued 
price discrimination which handi¬ 
capped the hardware trade. Follow¬ 
ing this talk, Mr. Heale answered 
many questions from the floor until 
adjournment time. After lunch Mr. 
Ryan of the Montana Power Co. 
spoke as outlined earlier in this re¬ 
port. 

Harry G. Davis, Farm Equipment 


Institute, Chicago, talked on the 
improper placing of note maturity 
dates, saying that income periods 
and not the calendar should be the 
guide for arranging time payments 
owed by farmers. With this thought, 
W. A. Van Heuklon, Lindsay Bros. 
Co., Minneapolis, Minn., agreed, 
and to which he added a word of 
caution against too low down-pay¬ 
ments and lack of sufficient credit 
data carefully compiled and studied 
by dealers in their relations with 
the farmers. 

Fred Bennion, secretary, Montana 
Taxpayers’ Association, said too 
many people took more from the 
government than they pay in, which 


was a direct cause or source for so 
many hidden or indirect taxes. Not 
paid in lump sums, nor identified as 
tax levies, such costs are found in 
all of today’s purchases, he said. 
He urged hardware men to care¬ 
fully watch tax developments both 
as business men and as citizens. 

B. M. Hiatt, Irwin Auger Bit Co., 
Wilmington, Ohio, talked on price 
discrimination faced by the hard¬ 
ware trade and said The American 
Institute of Fair Competition had 
been formed as a means for pro¬ 
viding audited sales policy data on 
manufacturers. Later tbe convention 
went on record as indorsing and ap¬ 
proving tbe Institute. 

L. M. Pierson, International Har¬ 
vester Co., Billings, said Montana 
sales couldn’t be all for cash, but 
that more careful credit arrange¬ 
ments were badly needed by dealers 
in the state. He, too, mentioned the 
improper maturity date schedules 
found on most farmer notes and 
urged those who sell to be credit 
and collection minded. L. ElieL 
president. Associated Merchants of 
Montana, Dillon, Mont., spoke on 
the importance of organized trade 
groups both in industry and state¬ 
wide general groups. He said this 
was particularly true when state 
legislation affecting retailing was be¬ 
ing considered. 

Jay Diamond, Federal agricul¬ 
tural statistician, Helena, summar¬ 
ized crop conditions in Montana, 
surveyed the outlook which he gave 
as encouraging and gave each mem¬ 
ber a copy of a report on the subject 
useful in planning hardware sales 
activities. 

Senator Harry Gallwey was toast¬ 
master at the annual banquet, vrhich 
brought the convention to a close on 
Saturday night. 


Carlton Percolator 



No. 372—^Pot and inset are all En- 
duro 18-8 Stainless Steel, except for 
Bakelite handle and glass knob. Mod¬ 
em design and beautiful lustre. Ca¬ 
pacity is 2 quarts, diameter, 6^ in.; 
height, 7% in. The Carrollton Metal 
Products Co^ Carrollton, Ohio. 



More FLYded is sold than 

any other insea spray. There’s 
a hard faa that means more 
than all the promises in the 
world. It means that FLTded 
will bring you 
faster turn- 
and no 


over 


carry-over. 
It means 
more sales 


mMd 


and greater profits for you. 

This year FLYded will sell 
better than ever. It has been 
improved by a new odor—a 

clean, fresh odor, not a cloy¬ 
ing perfume. FLYded is being 
advertised this season to mil¬ 
lions of consumers every 
month. Join 
the FLYded 
profit parade! 
Order today 
from your reg¬ 
ular jobber. 


Made by MIDWAY CHEMICAL COMPANY, Chicago—also makers 
of FLYded Insect Powder 


THE WORLD’S LARGEST-SELLING INSECTICIDES 
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No Installation Costs. 

Patterns are fresh and colorful. Easy 
to sell . . . Sizes from 4.6 x 9 to 9 x 15 
. . . All you need is a representative 
selection of patterns and a small dis¬ 
play space. 

Rugs come packaged 
in cardboard tubes. When 

you make a sale, you ship rug to cus¬ 
tomer from Distributor's warehouse 
or your own storeroom — just as it 
comes to you from our mill. 

Two types of rugs are 

available. Linoflor Rugs—“Gen¬ 
uine Inlaid," marbleized pattern rugs 
with custom-type borders; Felt-Base 
Rugs—High quality, low-priced. Send 
for color cards, prices and name of 
nearest Distributor. W. & J. Sloane, 
Selling Agents Division, 295 Fifth 
Ave., New York, N.Y. 
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DeLuxe Model MI, illustrated, retails at $39.95f,o.b. Chicago—also in brilliant new colors like no 
other bicycle, nick-proof,at slight extra cost. Newlowprice models toretail at $28.95 f.o.b. Chicago 

OUR FINANCE PLAN PERMITS YOU TO SELL ON EASY PAYMENTS. SEND FOR DETAILS! 















Mr. 
Retailer:- 
Watch; 


—for coming 
advertising 
in space 
carrying this 
border; 

—announcing 
merchandise 
produced tvith 
probably the 
country*s greatest 
length of 
experience; 

—by a factory with 
only 1/10 of 1% 
credit losses for 
all last year, 
thus eliminating 
the customary 
high credit loss 
cost factor from 
our final prices 
to you; 

—plus profitable- 
to-yoUf practical 
variety AND 
a sales policy 
that the trade 
helped to plan; 



—with most 
of the sales- 
resisting angles 
eliminated; 


—planned all the 
way thru to 
help you make 
profitable sales; 


Pasha Report 

(Continued from page 92 ) 

people, misrepresentation, mistakes, 
wrong store methods, poor quality. 
Seven of ten lost sales, said Mr. 
Buisch, were due to the human ele^ 
ment, which could be controlled. 

Robert J. Murray, Honesdale, Pa., 
in an especially good talk told how 
the independent retailer could suc¬ 
cessfully combat catalog and chain 
competition and indicated that some 
hardware merchants were doing a 
good job of merchandising hardware 
and related lines. He did not be¬ 
lieve that the various legislation be¬ 
ing talked of wfll cure the troubles, 
because “you cannot run a hard¬ 
ware store by law.^ He pointed out 
that hardware men must depend up¬ 
on their own ability and energy, and 
with a notebook the hardware man 
can learn much from the corporate 
competitors. Mr. Murray touched 
upon the many disadvantages the 
catalog houses were under, and cited 
the fact that they had to come to the 
branch store plan. Most people, he 
said, prefer to deal with the inde¬ 
pendent if possible and price is not 
always the only consideration. Bet¬ 
ter prices from suppliers were, how¬ 
ever, necessary, and they can be 
obtained by the merchant who will 


go after them, the speaker averred. 

Mr. Murray advised the purchase 
of catalog samples for comparison 
and pointed out that catalog prices 
call for catalog type of service. 
Catalog houses quote a low price for 
an article and when the necessary 
parts are added, installations, etc., 
made, their price is h'equently as 
high or hii^er than the inde¬ 
pendent’s for the same service. The 
speaker urged elimination of the 
open book account, saying that to¬ 
day’s competition could not be met 
with 1880 terms of sale. All sales 
under $10 are spot cash in the 
Murray store, eliminating 50 per 
cent of the bookkeeping. ICnowing 
competition, buying from those who 
would put the dealer in competition, 
buying backwards, group buying 
where practical, encouragement of 
“young blood” in the business were 
points in Mr. Murray’s talk. 

The Friday morning session was 
in the form of a general discus¬ 
sion. 

The entertainment under the 
chairmanship of Ernest Johannesen 
of Baltimore, was successful, and 
consisted of an 03 r 8 ter roast and stag 
smoker, serving more than 700 men, 
in the McCormick Building, and the 
annual Pasha Ball at the Lord Bal¬ 
timore. The ladies’ entertainment 
committee under the direction of 
Mrs. Julius Wagner, provided a the¬ 
atre party, luncheon, bridge and 
bingo party on Wednesday and a 
sight-seeing trip around the city. 

The resolutions committee urged 
study and adherence to the state¬ 
ment of merchandising principles; 
commended jobbers who assist in 
the solution of the competitive prob¬ 
lem; urged retailers and wholesalers 
to endeavor to closely study expense 
items so they may be better able to 
compete with other S3rstems of dis¬ 
tribution; asked publication of a list 
of manufactured products which are 
given preferential discounts; op¬ 
posed open price filing; insist^ 
that manufacturers who distribute 
goods through retail hardware stores 
should not set up their own retail 
outlets; opposed further tax bur¬ 
dens; and expressed positive opposi¬ 
tion to the Walsh Government Con- - 
tract Bill, the O’Mahoney Licensing 
Bill and the Black Bill for a 30- 
hour work week. 

H. W. Sheeler, Red Lion, Pa., 
succeeds Walter T. Massey, Dover, 
Del., as president Jas. T. Mc¬ 
Cullough, Kittanning, Pa., is first 
vice-president, and E. Hulings 
Antrim, Camden, N. J., second vice- 
president The two new directors 
are: Charles J. Ritterhauf, Balti¬ 
more, and George H. Alb'ri^t Har¬ 
risburg, Pa. 
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Hanson Scale 
Departmental 


Display 


Easily Portable 
Weighs Only 
46 lbs. 


HANSON SCALE COMPANY, 510 N. Ada St„ Chicago. III. 

Enter my order for sronr No. 1000 Deal described above with 
FREE all-metal Department Display as illustrated. 

3fy wkoUsMltr . 

Afy store mams . 

Address . 


4000 DEALERS ENDORSeI 
DREADNAUGHT AS THE MOST I 
PRACTICAL AND DEPENDABLE I 
OF ALL RENTAL SANDERS I 


SENSATIONAL 
NEW DEAL 


# Hanson offers this fast-selling scale 
display Free To Hardware Stores 

It doesn’t cost you a cent! No strings. 

No heavy investment in stock. Just pay 

for the two fast-selling, popular-priced _ 

Hanson Scales on the display, and you 
get this enameled steel, all-metal auto¬ 
matic salesman ABSOLUTELY FREE. 

Small and compact—stands on the coun¬ 
ter, floor, or in the window. Shows two 
different models of famous HANSON 
Bathroom Scales. The only scale certified I 
accurate. See the profits you can make! ^ 

HMSON NO. 1000 DEAL 

Nmtiousliy Advertised 
ReteU Prices 

1—Hanson Petite No. 767.... $5.95 $6.75 /W 

1—^Hanson Apartment No. 701 3.95 4.45 ^ 

1—Metal Department Display. FREE 

Yomr cost . 

You sell for . 9.90 11.20 

Yomr profit . 3.00 3.40 ^ 

SEND THIS COUPON—We’O do the root 

Give US ]rour jobber's name—we*n have him ship you this Sensational Deal at once. 


TakMmsaUBoor 
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MADE IN ALL POPULAR 
PATTERNS AND SIZES 

EYANSVIIXE AXES ARE NOT 
SOLD TO MAIL ORDER 
HOUSES 

ASK YOUR JOBBER 

THE EVANSVILLE TOOL WORKS, Inc. 

EVmSVIUE, IND. 


My Day 

iCa¥Uinu€d from page 60) 

ture almost everybody seems to be 
himgry. The irony of mass pro¬ 
duction and starvation. There are 
constant eating scenes, the search 
for and the enjoyment of food. 
Here Qiaplin is playing on one 
of the first principles of life. 
Hardly anyone realizes how much 
time and thought we all give to 
eating. One of my friends, hav¬ 
ing traveled extensively in 
Europe, told me on his return 
that about all the people did when 
they traveled was to go from one 
meal to another. Cathedrak, art 
galleries and mountain scenery 
were all right, but the great ques¬ 
tion, he said, with all travelers 
was ‘‘when and what do we eat?” 
One evening I went with him to 
visit some friends who had just 
returned from Europe. He bet me 
that within fifteen minutes after 
the conversation had started about 
Europe they would be telling 
about some of the meals they had 
eaten in Paris. I made a small 
bet with him, and sure enough, 
the conversation shifted quickly 
from French politics to French 
food, and he won the bet. 

Chaplin is smart enough to 
have an attractive young girl in 
the picture with him. He is also 
smart enough to cut out all love 
scenes. He and his little sweet¬ 
heart do embrace after a long 
separation when one or the other 
has been in jail, but that is all. 
He shows his good taste and 
genius here in leaving out the 
usual Hollywood stuff. I won¬ 
dered as the show progressed how 
it would end. Again Charlie 
scores as a great showman. In the 
last scene we see a road leading 
toward distant mountains reflected 
in the setting sun. On this road, 
as the picture fades, walking to¬ 
ward the mountains, are Charlie 
and his little sweetheart, hand in 
hand. They are happily on their 
way into the unknown. 

« « « 

Well, here I am at the end of 
my space and I have not said a 
word about some of the interesting 
people who have called on me re¬ 
cently. But we must save these 
callers for the next time. 



RmamimM Ymmr Trmd^ Tkmi 

Calking Is 
An Easy Job 

Any handy man can apply Pecora Calking 
Compound around door and window frames. 
It is the sure way to make a residence or 
building weather-tight. Saves money for 
the owner on fuel ollls by reducing heat 
losses. Avoids dami^e to interior by rain 
and snow seepage. You can safely recom¬ 
mend Pecora Calking Compound. Properly 
applied, it will not dry out, crack or chip. 
Specified by leading architects. Used by 
largest builders. Made by an old reliable 
firm. 

Show This Gun 

7 * Ymmr 



Calking made even easier by using this im¬ 
proved Cartridge Gun. No ratchets, no 
pawls. A great time and material saver. 
Specially designed for Pecora Calking 
Compound, packed in Non-RefillaUe Car¬ 
tridges of approximately One-Quart capac¬ 
ity. Get all the details. 

Write for Buiietin and Pricee 



TRADEMARK 


Pec*r« Paint Company, Ine. 

lowremra O VemaaSo nUbk* Ps. 

EmtahlUhed 1809 by Smith Bomen 


Pecora Sash Patties and 
Pecora Perfect Patching Plaster 
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A postal card will bring 
you our 1936 catalog and 
prices. 


Write 


latest price sheet, 


Send for yours today/ 

1 EARN from this new catalog how the 1936 Colson 
j Bicycles will give your sales a new impetus. Mod¬ 
em design and styling have been combined with the 
utmost engineering excellence to produce a superla¬ 
tive line of bicycles priced at popular levels. 

The Colson line, with varied attractiveness, is the 
choice of boys and p^rls as well as adult riders, who 
seek enduring satisfaction in bicycle ownership. 

*‘Colson built” means assurance of design and con¬ 
struction that produces lasting, trouble-free service. 


Particularly \ 

[ noted \ 

\ for their \ 
\ strength, ^ 
\ lightness and 
\ durability 


SPRUCE LADDE 


TRADE MARK 


MEN RISK THEIR LIVES ON LADDERS 


LADDERS FOR EVERY PURPOSE 


BE SURE \ 

\ BE SAFE \ 

buy\ 

BABCOCK \ 
SPRUCE \ 
k LADDERS 


ExtentlM 

Eutani 


Spread 
BettaM 

Fruit Ertauelau 


CaluMbia Fruit 


W. W. BABCOCK CO. 

BATH N. Y. 
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SKOTCH FASTENERS 

FOR MAKING ALL TYPES OF WOOD JOINTS 



Retail 25c per box 

Small Size 42 per box 
Large Size 30 per box 


Cadmium Plated—2 Sizes 

Used by: Carpenters, Stores, 
Theatres, Industrials, Sign 
Makers, Hobby Shops and 
for all types of repairs. 

Mfd. by 

Superior Fastener Corp. 

6405 Northwest Highway 
Chicago. III. 

Distributor E. of Miss. River 
Thomas Products Company 
15465 Indiana Ave. 

Detroit, Mich. 



Wood Frame Counter Demonstrator 
Card insert printed Red & Black 


yOU’UHAVE Emy StKing WITH SO-LO‘S 

CAN-0 WOOD 

lA POUND OAc 

/3 FOR ONLY CU 



Almost 3 times as much iot 
the money! 

—REAL WOOD in pliable 
form, ready to use —No cus¬ 
tomer is going to pass up a 
value like this! There’s no 
sales resistance— 

Just Put This Bright 
Displtty Box on Your 
Counter — thaPs all I 

S CAN-0 WOOD SIZES; 

retails lOe 
retails 20c 
retails 35c 
retails 50c 
retails 2.80 


2V4 m. 

Jmbms 

1/3-lb. 

Cans 

2/3-lb. 

Coat 

1-lb. 

Caat 

8-lb. 

Polls 


Create 
MORE 
Demand— 


Can-O Wood’s 1936 advertia> 
ing will appear in leading 
magazines—k^ollier’a, Liberty, 
Popular Mechanics. Popular 
Science. Modem Mechanics, 
and others. 

SO-LO WORKS 

Cincinnati. Ohio 


FREE DEALERS 

1 Ibo of CAN-O WOOD 

Fill In and mall this coupon to 
SO-LO WORKS, H. A.. Cincinnati. O. 

Send ne— I doz. V^.lb. size Can-O Wood. 11.60 

and '/i doz. |.lb. size Can-O Wood. $2.00 

Bill and ship through my Jobber. For this order I am to recelre 
FREE and postpaid from So-Lo Works, one 1-lb. Can. 

Dealer’s Name . 

City. State. 

My Jobber Is. 


New Catalogs 

Pump Catalog 

Attractively bound volume of 120 
pages describing and illustrating a 
complete line of water systems* hsiid 
pumps, power pumps, and accessories. 
Contains tables of information smdi as 
friction loss tables, head and pressoxe 
equivalents and other data. Divided 
into four sections with an outfit and 
index and a figure number index. 
Goulds Pumps, Inc., Senaca Falla, N. Y. 


Brush Catalog 

No. 54—187 pages, spiral bound. 
Illustrates and describes a complete 
line of brushes for every porpoae, in- 
eluding artists’ brashes. Contains a 
history of brush making from the 
origin of the hrash to the present day 
methods of manofactnre. Elder A 
Jenks, 411-419 Vine St., Philadelphia. 


Diamond Fibre Hollow Ware 

Catalog presents a line of boxes, 
tracks, harrels, baskets and trays of 
Diamond Fibre, a hard, bone-like ma¬ 
terial which is strong and. light in 
weight Illustrations are in color and 
descriptions are given with complete 
specifications. Continental - Diamond 
Fibre Co., Newark, Delaware. 


Ox Fibre Bmgbee 

Catalog No. 86 of 76 pages iUas- 
trates and describes the complete line 
of Oxco brashes for various uses. It 
contains indices by usage, by names 
and a listing of brashes made by the 
New Jersey Brash Mfg. Co., Inc., with 
corresponding style in the Oxco line. 
Ox Fibre Brush Co., Inc., 522 Fifth 
Ave., New York City. 


Nesco Sales Manual 

This manual for Nesco kerosene 
stoves and ranges is 12 x 18 inches 
and designed to stand ufmght, on top 
of a range, supported by an easel with 
pages spiral-bowd at the top. It fl- 
lustrates the features of the ranges and 
gives complete specifications and indi¬ 
vidual feature-descriptions of every 
Nesco range. In addition, the Nesco 
1936 Plan includes a condensed 8^x11 
catalog, thumb-indexed for quick refer¬ 
ence; jobbers* catalog pages; prospect 
literature; mats; the **Nesco Diamond” 
merchandising newspaper; experience 
of dealers; and a merchandising cal¬ 
endar. National Enameling and Stamps 
ing Co., Milwaukee, Wis. 


Standard Stove Catalog 

No. 36—32 pages describing the com¬ 
plete line of domestic and commercial 
ranges, and items such as hotfdates, 
coffee urns, urn heaters, water heaters, 
griddles, serving tables, ovens, etc. The 
Standard Electric Stove Co., 1712 N. 
Twelfth St., Toledo, Ohio. 
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They slide smoothly 
on STEEL RUNNERS. 

Angle steel center bars. 
Absolutely fly^proof. 

KWIK-LOK holds the 
screens in tight. 


^ These special features, coupled with reasonable 
prices, do a big selling job for National Window Screens. 
They remind customers of the extra fine quality and 
superior workmanship which go into the making of 
National Screen products. 

ASK YOUR JOBBER—^Your jobber can tell you about 
the complete line of National Screen Doors, Window 
Screens and Ventilators. They are made in a wide 
variety of styles and at prices to please your customers 
and keep them pleased. He can give quick deliveries. 


SEND FOR THIS CATALOG 


NATIONAL SCREEN CO., Suffolk, Va. 

Please send us a copy of your 1936 catalor 
showing the complete line of National Screen 
Doors. Window Screens and Ventilators. 

I^ame ..... 

A ddress .... 

CUy ... State .. 

New York Office: 253 Broadway 
Southern Selling Agents 
SAND & HULFISH. Baltimore 


National Screen Co. 

Suffolk Virgimia 




j The Muralo Co., Inc., 566 Richmond Terrace, Staten Island, N. Y. 
I Gentlemen: Send me full information about MURAL-TONE and 
j tell me how it can make money for me. 

1 Name . 

I Address . 

! City . State . 


ON THIS 


wide-spread 


Reasons why MURM-TONE is soHing—and ropootbig: 


1. Dries in forty minutes. 

2. One coat covers — and 
hides. 

3. Adheres to unseasoned 
plaster and cement. 


4. Will not lime-burn. 
5.90%lightreflective. 
6.1 gallon yields 1% 
gallons of paint. 

7. Cuts cost 25%. 


THE MURALO COMPANY, INC • • 1st. 1894 

566 Richmond Terrace, Staten Island, N. Y. 

BOSTON • CHICAGO • ATLANTA • SAN FRANCISCO 


ADVERTISING! 


mural-lone 

m tAe. Gnu 


You will profit by stocking and featuring MURAL-TONE, the 
amazing casein wall paint. Master painters and property 
owners prefer it because one coat covers and hides. Adver¬ 
tisements in the leading magazines shown above are spread¬ 
ing the good news of the speed, beauty and economy of 
Mural-tone. 

Architects, general contractors, owners of commercial 
buildings, buyers for industrial plants and painting contrac¬ 
tors in every city in the country will want to get full infor¬ 
mation. We will refer them to dealers. Be ready! Send the 
coupon today. Learn the startling story of MURAL-TONE. 
Know why the perfect balance of lithopone and true paint 
pigments in a casein vehicle gives this money-saving paint 
in the orange can its advantages over ordinary wall paints. 

Since 1894 The Muralo Company has been knoum f or the 
quality of its products and the soundness of its policies. The 
campaign on Mural-TONE has been carefully and thought¬ 
fully planned to enable alert dealers to meet ‘*cheap paint 
competition” with this economical wall paint. It will pay 
you to take advantage of this opportunity. 
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W. H. BAHN 
New President 


F. X. BECHERER 
Secretary 



HERBERT E. BROWN 
Treasurer 



BEN H. GUl»>r 
Retirini^ PresidcJI 



Open Statement of Policy 
Indorsed at Missouri Convention 


T he Causes and Cure of To¬ 
day’s Competition was the 
theme of the 38th annual con¬ 
vention of the Missouri Retail 
Hardware Association held at the 
New Hotel Jefferson in St. Louis, 
Feb. 18, 19 and 20. The official 
count of attendance was 1206. 

An atmosphere of confident ex¬ 
pectation pervaded the sessions. The 
association, by resolution, indorsed 
the national association’s decision to 
support measures in Congress which 
appear to offer the greatest assur¬ 
ance of eliminating discrimination. 
But the cures prescribed for today’s 
competition were not confined to 
legislation. Speakers in their treat¬ 
ment of moot topics declared that 
today’s merchandising plans have 
been geared to sell goods today, 
fully appropriating the opportunities 
offered by programs of the F.H.A. 
and H.O.L.C. 

President Bernard H. Gude, St. 
Louis, in his opening address called 
attention to the dealer cooperation 
being extended city’s public utilities. 
The Laclede Gas Light and Power 
Company, he said, will pay any local 
salesman a bonus for the sale of a 
gas range. The Union Electric Light 
and Power Company will let any 
eligible local dealer who sells ap¬ 
pliances, sell these to the customer 
who will charge them on the electric 
bill. In advertising, both utilities use 
the slogan, “Get It at Your Dealer’s.” 

Two viewpoints on the topic of 
rebates and discounts as given by 
some manufacturers were heard. 


Paul Crissey, sales manager, Ed¬ 
ward Katzinger Co., Chicago, up¬ 
held the granting of special com¬ 
missions to quantity buyers. In his 
address, “Can the Manufacturer 
Sell Both Syndicates and Indepen¬ 
dents?” he told the dealers present 
that they can compete with chains. 
H. M. Swain, executive vice-presi¬ 
dent, Irwin Auger Bit Co., Wilming¬ 
ton, Ohio, championed the opposite 
side of the question in his “Policy 
for Hardware Distribution—^A Man¬ 
ufacturer’s Answer.” Mr. Swain ad¬ 
vocated a practice in accord with the 
American Institute of Fair Compe¬ 
tition, Inc., providing for statements 
of sales policies by manufacturers. 

Price Policies 

The convention indorsed the plan 
of manufacturers openly declaring 
their policies of distribution, whether 
selling to jobbers and chains alike 
or to jobbers only, declaring also 
their policies as to rebates if any. 
In the same resolution it was recom¬ 
mended that the association have 
available the policies of manufac¬ 
turers to provide at the request of 
dealer members. Jobbers were also 
encouraged to declare their sales 
policies. 

William H. Bahn, Cape Girar¬ 
deau, was elected president of the 
association to succeed Mr. Gude, 
who has served four terms in that 
office. J. D. Re 3 molds, Carthage, was 
elected vice • president, succeeding 
Mr. Bahn, with H. E. Brown, Tren¬ 
ton, reelected treasurer, and F. X. 


Becherer, St. Louis, renamed secre¬ 
tary. New directors are Morris 
Vuylsteke, St. Louis; H. C. Mell, 
Farmington, and G. J. Giesler, St. 
Louis; with Milton N. Pauly, St. 
Louis; George E. Eberlin, Herman, 
and G. 0. Busch, Union, continued 
in office. 

Speakers included A. P. Green- 
felder, president, Fruin-Colnan Con¬ 
tracting Co., St. Louis; George 
Schulte, St. Louis, general manager. 
Interstate Grocer, and organizer. 
Independence, Inc.; Paul Mulli- 
ken, merchandise manager, Simmons 
Hardware Co., St. Louis; Frank 
X. Meehan, president, Meehan Elec¬ 
trical Appliance Co., St. Louis; Pey¬ 
ton C. Clark, the new field secretary 
of the association; Howard A. Tur¬ 
ner, commercial sales manager, Kel- 
vinator Refrigerator Division of 
Witte Hardware Co., St. Louis; 
James L. McQuie, Kirkwood (Mo.) 
Federal Building and Loan Assn.; 
B. B. Turner, sales promotion man¬ 
ager, the Globe American Corp.; 
William Bryan, district sales man¬ 
ager, Eureka Vacuum Qeaner Co., 
St. Louis; Verne F. Hannon, as¬ 
sistant sales manager, Barlow & 
Seelig Mfg. Co., and Rivers Peter¬ 
son, editor, Hardware Retailer, 

In “How the Hardware Man (]an 
Adapt Himself to the F.HA. and 
H.O.L.C.,” Mr. McQuie invoked the 
pioneer spirit when he called atten¬ 
tion to the need for teaching the 
younger generation to establish 
themselves in homes of their own. 

{Continued on page HO) 
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TACK CORPORATION 

FAIRHAVEN, MASSACHUSETTS, U S A 


THE ENTERPRISE ALUMINUM CO. 

MASSILLON.OHIO 


^^The Cold Pack Canner, Preserving 
^^Kettle and Covered Kettle Shown 
above should be on order now for pre- 
serving time delivery. Each of these 
items is a big value at your logical 
markup. Attract! ve labels make a color¬ 
ful display. Each item is competitively 
priced for matched value in any line. 
Ask your jobber’s salesman about these 
items now for mid-summer delivery. 


^tlas Tacks are cican-shaftcd, with centered heads and 
sharp, straight points—they drive smoothly, without 
wastage ... in their efficient deeiicn they typify the whole 
Atlas line ... Nails, Staples, Pins, and other small hardware. 
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4 TIMES 

the 

PROFIT 

with this 

NEW 1936 
GIANT 
DISPLAY 



Profit facta from many 
of the nation's lead- 
InfiT hardware retailers 
prove that this Giant 
Display will earn FOUR 
TIMES MORE PROFIT 
PER “SQUARE FOOT" 
OP FLOOR .SPACE 
THAN THE REST OF 
THE MERCHANDISE 
YOU STOCK! Dealers 
who use this MX dis¬ 
play in their window to 
attract customers are 
making from $10.00 to 
$100.00 per year out 
of a space six 
inches square! 



FREE MERCHANDISE 


Good hardware 
Jobbers can fill 
your order. If you 
order direct, 
mention Jobber's 
name. Remember 
four times the 
profit per square 
foot! 


COLORFUL COUNTER 
DISPLAY, with Mcb docen 
tubes FREE. (Quoiatloo 
upon request.) 

LUX-VISEL, EVC. 

Dept Ml 

Elkharty Indiana, U. S. A. 



With this BiX display you got 8 tubes— 
$2.80 worth of KRISTLE>X (Transparent 
Liquid Mender) 

FREE. The NUM¬ 
BER 8 GIANT 
DISPLAY wiU 
pay for itself 
time and time 
again this year, 
as furnished on 
our attractive 
combination offer. 
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Missouri Report 

(Continued from page 108) 

Mr. Greenfelder cited a long range 
program in **What the Missouri 
Construction League Means to the 
Hardware Dealer.*’ Presidents and 
oflBcers of the State association au¬ 
tomatically become oflBcers in the 
league, which is a branch of the 
Construction League of the U. S., 
he said. He also outlined the plan 
of the league. 

B. B. Turner took apart a heating 
stove in his ‘‘Comparative Salesman¬ 
ship Demonstration,” and explained 
engineering principles which he said 
gave the “dealer heater” better per¬ 
formance than a “mail order,” or 
bargain heater, thereby giving the 
independent dealer superior oppor¬ 
tunities for salesmanship. 

“It Can Be Done,” was the topic 
chosen by Mr. Mulliken, who pre¬ 
sented the wholesaler as properly 
selling through, and not to, the re¬ 
tailer. 

Mr. Bryan, in “Profit Planning,” 
advocated business control with 
overhead calculated in strict accord 
with sales expectancy, and with em¬ 
ployee compensation plans not con¬ 
fined to a straight salary, but oflFer- 
ing the employee inducement to sell 
the store’s goods in and out of busi¬ 
ness hours in instances where this is 
practical. 

A 10-point plan for “More Sales 
or Bigger Sales,” was outlined by 
Mr. Hannon, who advised retailers 
to get the best selling help, letting 
the man who sold them a product 
teach their employees how to sell it. 

In addition to the resolution favor¬ 
ing Congressional action, the mem¬ 
bership went on record as against 
manufacturers or wholesalers open¬ 
ing their own retail outlets; as op¬ 
posed to the Walsh Government 
Contract Bill (S 3055), the O’Ma¬ 
honey Licensing Bill (S 3336) and 
the Black Bill (S 87) for a ^ 
hour week; and as opposed to gov¬ 
ernment agencies making purchase 
of supplies from manufacturers or 
wholesalers who are not taxpayers 
in the aflfected communities. The as¬ 
sociation indorsed a movement for 
a State constitutional amendment to 
make possible a non-partisan, non- 
salaried State commission for con¬ 
servation of Missouri’s wild life 
resources. 

Social periods occupied two eve¬ 
nings of the convention schedule, 
with continuous dancing in the Ivory 
Room, and a vaudeville show in the 
Gold Room providing two kinds of 
entertainment on each occasion. 
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Like a “CAT 
with NINE LIVES’' 

Wickwire Brothers Hexagon 
Galvanized Steel Wire Poultry 
Netting may well be likened 
unto a “Cat with nine lives” 
—it “dies hard”— lasts much 
longer than ordinary poultry 
netting. It is always 

Made Ftem 
Open HeaiHi 
Copper Bearing 
Steel 

the most effective rust-resist¬ 
ing material known suitable 
for poultry netting. Our 
method and quality of gal¬ 
vanizing insures added pro¬ 
tection and wear. We draw 
the wire in our own mills— 
do the weaving on a special 
machine—control every opera¬ 
tion from raw materiid to fin¬ 
ished product. 

12 to 72 in. widths. Mesh 
sizes: % in. to 2 in., 14 to 20 
ga. Bales of 150 line^ ft. Also 
galvanized rust-resisting 
Hardware Cloth and Poultrj^ 
Staples. 

Ask torn Johh^r for Prices 


STEEL PRODUCTS 
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The World’s Greatest Hammer 


THE 

CHENEY NAILER 

THE HAMMER THAT HOLDS THE MAIL 

T he most important advance in ham^ 
mer design in the past decade. The 
unusual response which professional and 
amateur mechanics have accorded the 
Cheney Nailer may be safely accepted as 
a forecast of its sales possibilities this year. 

No other hammer, regardless of price, has 
so much to offer hammer buyers—whether 
jobber—retailer—or user. Order a carton 
today and also ask for the friendly demons 
strator^display “The Cheney Nailer Sales 
Maker.” It needs no help to make hammer 
sales—only a little place in the sun on your 
counter. 

A FULL LINE OF HAMMERS 

HENRY CHENEY HAMMER CORP. 

Factory 

LITTLE FALLS, N. Y. 

Sales Office 

302 Broadway New York, N. Y. 


SENSATIONAL 1935 PUT MOTH BAG OFFER 


DOUBLED for 1936! 



SWING INTO THE NEW FlIT "DOUBLE-QUICK" PROFIT PARADE 


Never before such an opportunity for 
profits! The 1936 Flit moth bag: offer— 
it €0 free with every quart can—means 
just one thing: Stock up now for the 
big rush! 

BIO ADVIltTISINO CAMPAIGN 

Dramatic full color advertising in a long 
list of national magazines, and news¬ 
paper campaigns in key cities, will push 


FLIT SPRAY DOES NOT STAIN 

Sell Flit Potcder, too. 

It's sure 
death to 
crawling 
inmectsand 
fleas on 
dogs. 


Copr. 1036 SUnco Inc. 


this sensational offer. The usual flies 
and mosquitoes campaign will keep 
sales at a peak throughout the summer! 

SPECIAL FREE GOODS OFFER 
Call your Flit jobber, today. He has a 
special free goods offer you can’t afford 
to miss. Remember, Flit and the Flit 
moth bag give the best protection against 
moth damage. 



SELL PLIT-FOR-MOTHS EARLY- 
MOTHS KNOW NO SEASON 

FLIT 



AfnaV 

-12 

moth bags 

free 

every ^ 

^ QUARlfc. 

ife) can of 1 

flit 


STANCO DISTRIBUTORS, INC. 
2 Park Avenue • New York 
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Hall Hardware Co. Dedicates New Building 
At 23rd Annual Convention in Minneapolis 


AT the twenty-third annual con- 
AA vention and stockholders’ 
meeting of the Hall Hard¬ 
ware Co., held at the company’s 
headquarters in Minneapolis, Minn., 
on Feb. 18 to 20 inclusive, the for¬ 
mal dedication of the firm’s new 
building marked the completion of 
the second phase of the company’s 
progress in developing its idea of 
dealer - owned wholesale hardware 
merchandising. The new building 
was pictured and described on page 
75 of the Feb. 13 issue of Hardware 
Age. 

Registered at the meeting were 
315 dealer-members; 226 of their 
store employees; 156 manufacturers’ 
salesmen and executives, and 22 mis¬ 
cellaneous guests and visitors, or a 
total attendance of 719. During the 
convention, the best net profit since 
1930 was reported to the 459 dealer- 
member firms of record on Dec. 31, 
1935. Sales for the period exceeded 
four million dollars, and reflected 
an increase of more than 20 per cent 
over the preceding year. 

The exhibition, held in conjunc¬ 
tion, was represented by 95 manu¬ 
facturer firms and opened Tuesday 
morning. The program differed from 
that of former conventions in that 
general assembly on each of the 
first two days of the three-day meet¬ 
ing was followed by a series of 
group meetings. Under this plan, 
dealer-members were placed into 
eight different groups. This plan 
proved to be very effective, and will 
likely be continued at future con¬ 
ventions. 

In opening the first general as¬ 
sembly on Tuesday morning, George 
E. Hall, president and general man¬ 
ager of the company, welcomed 
those present; explained that the 
meeting, with the formal dedication 
of the new building, would mark 
the second phase of the firm’s prog¬ 
ress, and expressed regret that 
Charles F. Ladner, chairman of the 
board and one of the company’s or¬ 
ganizers, who is in Florida for his 
health, could not be present for the 
meeting. Mr. Ladner’s greetings to 
the convention were most appropri¬ 
ately conveyed by Director Sam E. 
Hunt, Hunt Bros. Co., Red Lake 
Falls, Minn. 

The history of the company was 


then reviewed in a unique manner, 
with the legal, financial, and con¬ 
structional factors in the firm’s 
progress being cited by the attorney, 
banker, and contractor who have 
served the company in their respec¬ 
tive capacities since the company 
was organized in 1913. Following 
this, Mr. Hall introduced S. P. 
Duffy, secretary and assistant man¬ 
ager, who briefly outlined the theme 


for the convention as being mer¬ 
chandise and merchandising. 

On Tuesday afternoon, following 
brief remarks by Mr. Hall and Mr. 
Duffy, F. T. Rockwell of the com¬ 
pany’s Better Business Department, 
discussed the spring consumer cata 
log in some detail. The first of the 
group meetings was then held, and 
at the opening meeting of the com¬ 
plete “Sand” color group attended 
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lOMftNNI.VERSARY 


OOli> 


$ frigid 


SHEFFIELD 

bronze powder & STENCIL CO 

The Speciality House of Top Votues^^ 

3000 Woodhiil Read Cleveland. Olii< 


Here are three much needed 
Spring items—of extra big 
value, and fast turnover. 

Be sure to feature them! 

'x 

CLOTH 

Applied 

VARNISH 

A sensation in results—a marvel 
\ in easy application. Simply apply 
it with a cloth. Bakelite gives it 
longer wearing qualities, finer lus¬ 
tre. Resists alcohol, acid, water, 
strong soap and hot liquids. Eye 
catching action display (shown 
here) operates 30 days on dry cell, 
and given Free with small assort- 
ment. 20c, 35c, 65c and $1.20. 

SCREEN ENAMEL 

Extra fine —weatherproof—rust- 
proof. Special Sheffield formula 
> keeps it from clogging meshe.^. 
I ^ value—at a price! 

I ALUMINUM PASTE 


■T. For a much smoother finish. Won’t 

^ spill or scatter. Simply dilute to 

necessary consistency and apply to 
radiators, fixtures, frames, etc. 
Patented “twist of the wrist” Duo- 
Jar uses paste for Aluminum 
Enamel and powder for Gold 
Enamel. No material wasted. 15c, 

25c, 40c and 70c. H 


Quick Spring Profits 

Also on: 

Sheffield 3-Star Floor Cleaner, t 

Crack Filler, Woodfix, Kleen-A- 
Brush, Combination Cans Gold 
or Silver Paint,Pure Oil Colors, 

^ Nu-Way Liquid Wax, Bronzes in 

— Glass Vials, Iron Enamel and 
Iron Cement. 


Order ISow 


Jobber 


Jobbers — 

Write Today for Discounts! 


The Words 


‘Aladdin 


SANI-SEALD 


Vacuum Bottles and 
Thermal Containers” 

Mean 

Profits for You 

Mr. Dealer/ 

Why? 

^cause, Firstly: they are exceptional products as you’ll note 
by their features listed below, and Secondly: these products 
are not sold to Chain Stores, Mail Order Houses, or Cut- 
Price Outlets either under their own trade name or private 
brand. Independent Dealers everywhere are finding these 
products and policy unusually profitable. 

frl ^*'Aladdin 

SANI-SEALD 

Vacuum Bottle 

. I The first, foremost and finest vacuum bottle In 
< -f; 1 which durability, sanitation and extremely high 

? 5 •tficiency are combined. Of one-piece non-re- 
i tillable type with no cracks or crevices for matter 
to collect and become foul and unsanitary. May 
3^ ™ r r 35s ^ completely sterilized easily and quickly. Inside 
Vunbreakable because inner is of 
glass, yet so sturdy as to give many times longer 
service than practically all others. 

In Pint and Quart Sizes 

I In Colors—Red, Green or Blue 


"‘•Aladdin 

SANI-SEALD 

Thermal Jar 

Aladdin Sani-Seald Thermal Jar 
of quality throughout. Outer shell 
of heavy drawn steel in two sec¬ 
tions, sealed moisture-proof at 
center rib. Inner of shock and 
heat-resisting one-piece Aladex 
glass, ball-like in shape with no 
corners or (oints. Inner and outer 
sealed at top permanently to pre¬ 
vent moisture from entering insula¬ 
tion and impairing Its emciency. 

Scout bail and black hardwood 
easy grip for carnring. Dark-green 
bakecT-on enamel finish. 

By popular demancL the line of Aladdin Sani-Seald Thermal Jars now 
includes a Deluxe Gallon-Size Thermal Jar with non-leak faucet, and a 
six-quart Aladdin Jar in the popular price range, with or without 
non-leak faucet. Aladdin Jars with faucet are constructed with a 
flexible connector that prevents breakage of inner common in other 
makes of spigot or faucet Jars—an exclusive Aladdin feature. 

Write us fer name of nearest Jobber and for 
details of our line and Deaier’s profit pro- 
toetlnf poiiey. 

ALADDIN INDUSTRIES. INC. 

609 W. LAKE STREET, CHICA«0. U. S. A. 
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Employees of the Hall Hardware Co^ Minneapolis, Minn. 


by this reporter, the chairman was 
J. H. Wall, buyer of house* furnish¬ 
ings, etc., who was assisted by rep¬ 
resentatives of aluminum and tin¬ 
ware manufacturers. Mr. Wall also 
covered the harness and enameled- 
ware lines. At all of the group 
meetings opportunity was offered for 
forum discussions. 

The second and final group meet¬ 
ing of the first day was conducted 
by Fred Rockwell of the Better 
Business Department, and dealt with 
the improved merchandising and 
display methods being advocated by 
that division of the company. The 
group leaders were assisted by a 
representative of the company’s Min¬ 
neapolis advertising agency and by 
field men of the Better Business De¬ 
partment. A feature of this meeting 
was the showing of a striking con¬ 
trast between old - fashioned and 
modern window displays. Effective 
table displays were also demon¬ 
strated. 

Wednesday morning’s general 
meeting was opened by Mr. Duffy, 
who introduced J. G. Culver, com¬ 
pany buyer of heavy commodities 
and builders’ hardware. During the 
forenoon immediately following, the 
first of a series of three group meet¬ 
ings was held and one of the com¬ 
pany’s major lines was discussed. 
The second group meeting of the 
“Sand” group on Wednesday met 
in the firm’s ultra-modern model 
store, with the many features of the 
model retailing establishment being 
explained by H. N. Brown, head of 
Better Business Department, and his 
assistants. The third and final meet¬ 
ing for the “Sand” group on 
Wednesday morning was conducted 
by B. A. Buckmaster and W. H. 
Grenell, of the company’s paint de¬ 
partment, and their assistants. 

In opening the Wednesday after¬ 
noon general meeting, Mr. Duffy 
further stressed the convention 
theme; emphasized the importance 
of having accurate knowledge of 
store finances; urged budgeting for 
efficient operation; advocated a more 
careful supervision of credit and 
recommended a wider use of con¬ 
tract selling on larger items. 


Wednesday afternoon’s first meet¬ 
ing of the “Sand” group was con¬ 
ducted by Mr. Culver, and steel 
goods, lawn mowers, barn door 
track, etc., were discussed by fac¬ 
tory representatives, while builders’ 
hardware and title No. 1 of the 
FHA plan were covered by Mr. Cul¬ 
ver and his assistants. At the second 
meeting of this group Wednesday 
afternoon coal and wood ranges, cir¬ 
culating heaters and oil stoves were 
discussed by factory representatives 
and by E. R. Ralph, who presided as 
head of Dept. “G”. The third and 
final meeting of the “Sand” group 
on Wednesday was conducted by 
F. A. Feyder, the company’s buyer 
of tools and sporting goods. Topics 
covered by Mr. Feyder, his assist¬ 
ants and representatives of manufac¬ 
turers included bicycles, fishing 
tackle, fishing contests, kitchen cut¬ 
lery, edged tools, wheel goods, 
pocket knives and razor blades. 

On the third day of the conven¬ 
tion, no group meetings were sched¬ 
uled and at the general session in 
the morning the annual stockholders’ 
meeting was held, with Mr. Hall 
presiding. The usual business was 
transacted and the manager’s report 
was presented by Mr. Duffy, who 
said that spring business was de¬ 
veloping very satisfactorily despite 


helped gyp them. We can and do 
put a damper on things of that 
kind. 

In fact, we make a business of 
discouraging business men from 
sponsoring or tying in with any 
so-called stimulator which is not 
able to stand a police examina¬ 
tion. There are plenty of good ad¬ 
vertising media without resorting 
to things that verge on rackets. 
And let me say this— when mer- 
chants are more careful to pre¬ 
serve the prestige of business^ the 
police are in a better position to 
educate consumers away from 


the prevailing unfavorable weather, 
and a point was made of the Sol¬ 
diers* bonus money which will be 
in circulation after June 15. 

The following directors were then 
elected: George E. Hall, Minne¬ 
apolis, Minn.; Sam E. Hunt, Red 
Lake Falls, Minn.; H. J. Bekke, 
Canton, S. D., and H. P. Nicholas, 
Durand, Wis. At the directors* meet¬ 
ing following, Mr. C. F. Kilgore, 
Esterville, Iowa, was appointed as 
Iowa representative to serve on the 
board in an advisory capacity. # 

The stockholders* meeting of the 
Hall Building Company then fol¬ 
lowed with President Amos Marckel, 
Perham, Minn., presiding. The meet¬ 
ing was of routine nature, during 
which the usual matters of business 
were transacted. 

The convention closed with a 
banquet and entertainment in the 
company’s Auditorium on Thursday 
night, attended by 850 guests, in¬ 
cluding ladies, dealers, dealer em¬ 
ployees, representatives of manufac¬ 
turers, and company employees. The 
Auditorium was equipped with spe¬ 
cial effects, creating an atmosphere 
for the “Our Own” night club, 
which, with professional entertainers 
and dancing, held sway until a late 
hour. 


schemes that fleece them and that 
pull their dollars out of the flow 
of legitimate local trade. 

Catching a svrindler is profitless 
work in the main. He has done 
the damage before he is caught 
Prevention is far better. I believe 
more law enforcement bodies 
would cooperate with local mer¬ 
chants if these merchants would 
collectively request such coopera¬ 
tion and would help to sponsor 
educational programs teaching 
consumers the greater safety in 
confining their purchases to known 
firms and their representatives. 


Diverting Sucker Money 

{Continued from page 58) 
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THE FIRST DOUBLE 

BALL BEARING 
m HOUSEHOLD 
|j CASTER 

B! EVER OFFERED 
r.lt’>AT POPULAR 
PRICES 


me Blade 


Blade 






UvaM'I 


liAOCi 






SINGLE- DOUBLE¬ 
EDGE RIO EDGE RIO 

Red-and-blne Red-and-green 

package package 

Packed in the new theft-proof display carton (copy¬ 
righted). Twenty packages to carton. Open-front 
but having special construction designed to elimi¬ 
nate counter pick-ups. Carton has easel to stand 
up and tab to hang on wall. 


Ho. 9459 
Fffo standard 
grip nock 
socket 


RIO -THE BLADE THAT TURNS 
DEALERS INTO CONSUMERS 


^ULTLESS 

■ wOOO 


Packaged for 


We advise you to try RIO razor blades, on your own 
face—to test their edge and to know their excellence. 
Reports from other dealers back our belief that you, too, 
will become a ‘‘satisfied user”—and therefore a more active 


outstanding value 
that catches buyers!” 
say Hardware Dealers. 

You’ve got to sec it to believe it! A genuine Fault¬ 
less Double Ball Bearing Household Caster—priced 
for volume sales. No wonder dealers like it—it’s a 
money-maker. 

Two complete rows of ball bearings . . . lowest over¬ 
all height for this type of precision construction 
. . . dust-proof design . . . choice of hard or cushion 
tread composition wheels. All features heretofore 
confined to expensive De Luxe type casters. 

Then there’s the smart display box, holding one set 
of casters—originated by Faultless. Makes sales by 
itself—encourages sales of complete sets instead of 
single casters—quickens turnover—facilitates han¬ 
dling of stock. Ask your jobber for this caster now! 

Ask, too, for the 4-page Faultless Catalog showing 
the new Faultless condensed line of Casters—a selec¬ 
tion which will handle 90% of caster requirements. 

Faultless Casters 

Faultless Caster Corporation 

Dept. HA-3, Evansville, Indiana 

Branches in principal cities. Canadian Factory: Strat/ordy Ontario. 


salesman. After all, the finest kind of promotion for any 
product is first-hand enthusiasm. 

RIO razor blades are offered, confidently, as better than 
your previous “best.” They are made of finest white 
chrome steel—tempered, ground, spiral-honed and stropped 
to a keener, more accurate edge. They are individually 
inspected—every blade first quality. No “seconds” reach 
the consumer. They guarantee results, yet they cost less— 
retail five for 15c, a fair price for the finest. 

Try RIO razor blades today. You’ll gain two ways— 
personally, by discovering new shaving speed, ease and 
comfort. Professionally, by finding a product that sells, 
satisfies and repeats. . . . Standard Safety Razor Corp., 
East Norwalk, Conn. 
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Woodworking Band Saw 


Sell DIETZ LANTERNS 
For Emergency Lighting 



^^NYONE of your customers 
who has ever been left in black 
darkness by failure of home light¬ 
ing in time of violent storm, or 
when fuses have blown out, will 
agree that a Dietz Lantern is 
worth owning even for such infre¬ 
quent use — inexpensive — always 
ready—no deterioration. 

You can make profitable sales of 
Dietz Lanterns to people who 
might not otherwise consider them 
a necessity, by suggesting their 
great usefulness in emergencies 
that are sure to arise sooner or 
later. 


R.E. DIETZ COIV1PANY - NEW YORK 


MAKERS OF LANTERNS FOR THE WORLD. FOUNDED 1 140 




I USED TO OREAD CHURNING.../Voi)'/f/7/o///.'" 


STttiHkmSaflsileilUsers 


/tsherUseWEEt CHURNS 




I F latiffied users are truly the 
world's best advertising — no 
wonder nearly 90% of all the 
churns sold by the ^rdware trade 
today are DAZBY CHURNS! At 
this moment there are well over 
3 million DAZBY users and, judg* 
ing from the thousands of letters 
we have received, few, if any, are 
content merely to enjoy the su¬ 
perior service of a DAZBY 
CHURN in selfish satisfaction. 
Instead they become ardent mis¬ 
sionaries, enthusiastically seeking 
to convert others to this far better 
way of churning. No wide-awake 
dealer can hiil to realize, therefore, 
the necessity of having a compre¬ 
hensive stock of DAZBY CHURNS 
always on hand. Bspecially profit¬ 
able are the electric models now 
that power lines are so steadily 
being extended into rural districts. 


A SIZE FOR EVERY NEED 


S-QUART 
to 

10-GALLON 
Hand or 
Electric 
Operation 


SOLD ONLY THROUGH 
JOBBERS AND DEALERS 


DAZEY CHURN A MANUFACTURING CO. 

*4301 Warne Ave. St. Louis, Missouri 
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Offered as regular and replacement 
equipment for Bench Band Saws for 
home workshop use. Maker states the 
cutting, filing and setting of the teeth 
were all carefully done and this in com¬ 
bination with a fine grade of steel, pro¬ 
duces a faster, freer cutting- saw. Each 
saw is mounted on an individual color¬ 
ful display card. Millers Falls Co., 
Greenfield, Mass. 


Detector Crab Trap 



The “Detector” feature is said to en¬ 
able every crab to be caught. When 
crab takes bait the line is tugged or 
pulled, indicating crab is in the net. 
Trap has 18-inch diameter. Packed 
1 doz. lo package. Invention of Charles 
D. Starks, hardware dealer of Far 
Rockaway, Long Island, N. Y. Made 
by Hamblin & Russell Mfg. Co., 
Worcester, Mass. 


Gardex Turf Edger 



Works forward or backward. Cuts 
turf horizontally and vertically in one 
operation. By tilting to 45-degree angle, 
it cuts V-shape groove between side¬ 
walk and lawn. Side wing used to 
lift sod out as it cuts. No. 400—4^ ft. 
handle. List price, $1.15. Gardex, Inc., 
Michigan City, Ind. 


Fan Catalog 

No. XI149 on the 1936 line of Emer¬ 
son Fans, new editions to which in¬ 
clude the “Imperial,” a 10-inch Silver 
Swan, a line of air circulators with four 
styles of mounting, a 16-inch “Patented” 
overlapping-blade fan, and a complete 
line of ceiling fans with a new improved 
fitter. Also catalog No. XI150 on the 
new Emerson Seabreeze Fan offered in 
six models. The Emerson Electric Mfg. 
Co., Inc., St. Louis, Mo. 
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LATER 


WELL, BILL‘SINCE WE 
STARTED PUSHING 0-CEDAR 
SELF-POLISHING WAX-WE ARE 
HOLDING OUR CUSTOMERS. 
WOMEN KNOW 0-CEDAR SELLS 
FOR 85< A QUART ANYWHERE, 
ANYTIME- AND OUR SELF¬ 
POLISHING WAX BUSINESS IS 
GROWING EVERY DAY/ 


YOU RE RIGHT 

sam-Tm glad 

WE WOKE UP 
. AT LAST/ 


BILL THAT’S THE THIRD 
CUSTOMER THIS WEEK 
that’s gone TO OUR 
COMPETITOR BECAUSE 
SHE CAN BUY BLANK'S 
WAX FROM HIM EVEN 
CHEAPER THAN WE 
CAN SELL IT / 


I KNOW IT SAM-WE 
CAN’T AFFORD TO KEEP 
LOSING CUSTOMERS THAT 
WAY. LIST PRICES DON’T 
MEAN ANYTHING ON THAT 
LINE-YOU CAN’T TELL 
WHAT OTHER DEALERS 
WILL SELL IT FOR j— 
, TOMORROW//-^ 


BILL AND SAM LEARN HOW TO HOLD 
CUSTOMERS ON SELF-POLISHING WAX 


PIN 


L. 


E 


PADLOCKS 


PIN TUMBLER 
MECHAN 

SOLID BRA55 
BLOCK 
bURROUNDEO 
BY A 

HEAVY BRASS 
JACKET 


STEEL 

SHACKLE 

WHICH 

FASTENS 

AT BOTH 

SIDES 

THE 
LE 


NS^DL NFDRMA^ ON 


fM 0-CEDAR SELF-POLISHING 
WAX-A PROFIT-MAKER FOR 
YOU-I'VE A GREAT NAME 
I’M NATIONALLY ADVERTISED 
I SELL FOR 504 A PINT, 854 
A QUART ANYWHERE-ANY 
TIME.- YOUR CUSTOMERS 
KNOW THIS-AND THEY 
LIKE MY FREE TRIAL CAN 


And the same profit story applies to 


<->€* 


POLISH, MOPS AND DUSTERS 


PADLOCK locks from the inside and 
holds against intruders from the inside. 
Hence, what is inside determines whether 
it will give REAL PROTECTION or only 
near protection. 

Eagle No. 04810 brass padlocks assure 
utmost security of which a padlock is 
capable, because guarded inside by genu¬ 
ine Eagle Pin Tumbler lock work. You 
will make pleased customers and a better 
profit by selling these superior padlocks 
whenever possible. 

• • • 

The Eagle Quality Line 

Night LatchM Stor« Door Sots Wood Scrows 

Irmuk Locks Padlocks Stovo Bolts 

Froot Door Sots Cobloot Locks Mochloo Scrows 


CO. 

/M5rk 


521 Ceiiiiii«rc« St. 
Pliilod«lplila. Po. 


Brooch Offices 

St. 179 N. FranUiR St. 114 Bedford St. 
I. Cbicooe. III. Bosteo. Mon. 

Works at Torryvl/lo. Conn. 
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150 Attended Associate Congress of 
Marshall-Wells Co. in Portland 







JAMES FEIR 

Vice-President and Manager 

M ore than 150 dealers, man¬ 
ufacturers and guests at¬ 
tended the seventh annual 
Marshall-Wells associate congress 
in the Marshall-Wells Company 
building, Fourteenth and Lovejoy 
Streets, Portland, Ore., Feb. 24, 25 
and 26. It was a joint congress of 
the company’s associated dealers and 
its selling staff. 

The congress opened with an ad¬ 
dress of welcome by L. C. Falken- 
hagen, sales manager. The keynote 
of the congress was, “Planning and 
Working Together for a 25 Per Cent 
Increase in Business in 1936,” with 
Seth Marshall, president, sounding 
the keynote and reviewing the year’s 
program between the house and its 
cooperating dealers. Mr. Marshall 
told of efforts being made at all 
times to keep the dealers in compe¬ 
tition and to keep them posted on 
new merchandise and new ideas for 
increasing store sales. He then re¬ 
viewed the plans for 1936 and in¬ 
troduced James Feir, vice-president 
and new manager for the Portland 
house. 

O. E. Stevens, retail manager, of 
the company’s Spokane retail de- 
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partment, gave an interesting talk 
on “Retail Store Management.” 
Drawing from his extensive experi¬ 
ence in the mail-order chain field, 
he recommended a profit - sharing 
basis for retail clerks and the kind 
of store arrangement which makes 
selling easier. 

M. R. Twiss, vice-president, in 
charge of sales. Zenith Machine 
Co., Duluth, presented an interest¬ 
ing talk and demonstration on “Why 
Washing Machines Should Be Sold 



L. C. FALKENHAGEN 
Sales Manager 

by the Retail Hardware Store.” He 
stressed that major item selling was 
vitally important to the hardware 
man’s volume today. 

W. L. Hempy, in charge of the 
associate division, presented the 
company’s 1936 advertising and 
merchandise plans, stressing the 
efforts to produce ways and means 
for developing second sales on re¬ 
lated items. 

Walter Clark, manager, paint de¬ 
partment, Duluth, gave the high¬ 
lights of the 1936 paint selling 
program, and pointed out the need 
for control of paint stocks to per¬ 
mit more profitable turnover. 

Ralph W. Carney, Coleman Lamp 
& Stove Co., Wichita, Kan., followed 
with his dramatic selling demon¬ 
stration on quality automatic elec¬ 
tric irons. 

Tuesday morning George Ayre 



SETH MARSHALL 
President 


talked on oils and greases, giving a 
selling demonstration on both bulk 
and package lubricants. 

P. W. Bialkowsky, Pacific Coast 
manager, Crosley Corp., Cincinnati, 
presented the 1936 electric refrigera¬ 
tion line and its selling points. 

L. C. Falkenhagen stressed the 
importance of uniform store identi¬ 
fication so that all Associated stores 
would receive the maximum benefit 
from their various advertising pro¬ 
motions. 

Wednesday morning H. M. Ward 
outlined the circulating" heater and 
lange lines, their competitive fea¬ 
tures, price range, and selling 
points. He was followed by R. H. 
Hollabaugh, who explained why 
hardware stores should carry plumb¬ 
ing goods and also told of new 
items in the 1936 line. 

After the Wednesday luncheon, 
Monte Kelly, Pacific Northwest rep¬ 
resentative, Congoleum-Naim, Inc., 
gave an outline of his company’s 
line of floor covering and put on a 
selling demonstration suitable for 
dealer use. 

On all three days luncheon and 
dinner were served in the company’s 
lunchroom adjoining the Congress 
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DEALERS ARE §oin^ into (Ach 

ON THIS FAST MOVING 

EGG BEATER DEAL-^ 

iyodtiCtfl^ 

^fl ■*- I ih. ip^ Kt p* I' Order a 2 Dozen assortment of ou 

THE EDLUNU Mo* 5 Beaters from your JOBBER—at n 


EDiiiHD 

CNAMVION or too ■IATt«S 

■Tii' 


Egg Beater 


RETAILS 
25 CENTS 


The Edlund No. 5 is the 
last word in egg beater 
ingenuity. “It’s the top” 
—and runs like a top, 
with greater speed and 
ease to the operator. 
Rugged construction 
and center drive action 
eliminate “wobbling” 
and vibration. Women 
like its smart modem 
design. This eye value 
makes it a quick seller. 


Order a 2 Dozen assortment of our Egg 
Beaters from your JOBBER—at regular 
discount. 

YOU RECEIVE FREE 

A striking, practical counter demonstrator 
that invites attention, permits test and 
(i promotes rapid sales. 

IN ADDITION YOU RECEIVE 

Three (3) FREE beaters for your display. These free t { 
samples have a retail value of $1.50. 4 * 

ALL THIS FOR AN ORDER OF ONLY $6.67 \ I 

SEND FOR YOURS NOW | S, 

cJenJ the (Coupon io your ^oLLer ^oJa 


$*(.50 

IN FREE 
SAMPLES 


JOBBER’S NAME 


• • EDLUND COMPANY • • 

MODERN KITCHEN TOOLS 

BURLINGTON VERMONT 


Please send one (1) EGG BEATER DEAL advertised by 
EDLUND CO.. BURLINGTON. VT. 

YOUR NAME . 

ADDRESS . 

CITY .STATE . 


IS/ 


HERE 


IT 


the ONLY SPRAYER 

with 

ELECTRICALLY WELDED SEAMS 


DOUBLE 

ACTION 

LOCK 

LARGE 

OPEN 

HEAD 

RUBBER 

GRIPS 

HOT 

GALVANIZED 

AFTER 

FABRICATION 


^^^''OPEN-HED'j^eya^ 

A new type Sprayer far superior to the old-fashioned Sprayer, and it 
SELLS FOR LESS. 

Has BIG 5^ TANK OPENING and is made of heavy raw steel, 
ENTIRELY ELECTRICALLY WELDED. AFTER tank is made, IT 
IS HOT GALVANIZED, which permits a heavier coat of galvanize to 
be applied, and prevents galvanize from rubbing off in process of 
manufacture. This tank wiU withstand 100 lbs. pressure, and will 
outlast TWO ORDINARY SPRAYERS. It is easy to fill, easy to 
clean, and can be wiped absolutely dry so that no moisture is left 
in the tank to rust. 

The pump lock is easier to operate, swivel nozzle coupling permits 
instant adjustment of the nozzle—the refinements aU the way through 
are so much better than the old-fashioned models that anyone who 
uses a Hand Sprayer wiU want one the moment he sees iL 

If your Jobber cannot supply you, write us for the name of our 
nearest Jobber NOW. We will be glad to send booklet and prices. 
WRITE TODAY. 


The E. C. BROWN CO. 

750 MAPLE STREET. ROCHESTER. N. Y. 

All fypus of Sproyors from Afomhen fo Wkoolharrow Sprayers 


PATENTED 

AND PATENTS PENDING 
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WOOD SCRAPERS 
Selling NOW For 
Spring Work 



DED Devil TWO Blade Scrapers are among the 
best sellers in modern small tools, suitable 
both for skilled mechanics and home handy men. 
The three styles illustrated provide equipment 
for every kind of scraping job. Either blade used 
by simply turning handle over—two blade serv¬ 
ice for the price of one—quality tools—simple, 
practical, and priced to please customers. All 
Blades Retail 25c. pair. Stock for Spring Trade! 

RED DEVIL GLASS CUTTERS 

Make sure your customer gets a superior glass 
cutter! Red Devil 024 is best for amateurs and 
preferred by skilled mechanics. Wheels sealed 
in oil by airtight caps. One Dozen Display, as 
illustrated. 

LANDON P. SMITH. Inc.. Irviagfon. N.J.. U.S.A. 



I Hall. A. L. Martinson, assistant 
sales manager, was chairman of all 
business sessions, and handled the 
meetings in a most commendable 
manner. 

On the second and third days the 
dealers were divided into three 
groups for special group meetings. 
These were held in three series. H. 
L. George handled the house fur¬ 
nishing, tool and builders* hardware 
lines; Melvin Fray, automotive sup¬ 
plies and auto tires; A. A. Thirion, 
sporting goods and cutlery; E. O. 
Rauh, heavy hardware and- farm 
supplies, and M. L. Murray, paint 
and paint sundries. 

Wednesday evening a banquet 
was held in the Congress Hall 
lunchroom, where James Feir made 
appropriate closing remarks. Deal¬ 
ers came from Oregon, Washington, 
Idaho and California. 

The 1936 Planning Board of As¬ 
sociate Dealers, which works with 
the Marshall-Wells’ buyers and ex¬ 
ecutives, was announced Tuesday 
morning. There are five dealers on 
the Associate Planning Committee 
and five on the Associate Advisory 
Board. 

Planning Committee members 
are: W. B. Dingle, Dayton, Wash.; 
A. L. Wold, Issaquah, Wash.; F. G. 
Cearns, South Bend, Wash.; Merle 
F. Pettit, Coquille, Ore., and A. W. 
Metzger, Gresham, Ore. 

Advisory Board members are: J. 
Lentz, Yakima, Wash.; H. E. 
Fisher, Enumclaw, Wash.; C. E. 
McCall, Vancouver, Wash.; J. E. 
Stearns, Oakland, Ore., and E. L. 
Starr, Silverton, Ore. 


Boiler Plug 



Molly Boiler plugs are said to insure 
a permanent repair and provide five 
points of contact on the outside, reach¬ 
ing out over a corroded area of 1% in. 
It will not cut or pull through weakened 
walls, nor is it required to cut threads 
in thin and corroded spots of metal in 
order to hold. Circular available. 
Croessaru Machine Works, Reading, Pa. 


THE QUALITY GROUP 

BassKic 


HOUSEHOLD CASTERS 
ROOOER CUSHIOH SLIDES 



An investment of 


only 


* 14 . 


75 


puts this complete stock of 
quality casters in your store. 


. .. And you get this practi¬ 
cal^ sales-producing dis¬ 
play FREE I 



Display block (8" x 12") with samplos 
mountod on removable wooden plugs. 


Dealers everywhere are enthu¬ 
siastic about the Bassick caster 
display. One hardware man in 
Terre Haute, Ind., writes: ''We 
did not know we could sell 
quality casters until we got your 
display block. Thanks." 

Write for Complete Information 


THE BASSICK COMPANY 

Bridgeport Connecticut 

( 'jtuidt in ‘.7.1, f. . > 

srt VC'AR r WAMNI U AI FMITl- CORP 
OiTANAfTN III) Mm.l VII.Lf: ON lARIO 
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CAN A HAY FORK 
HAVE 

This is the age of “EYE APPEAL ” in 
merchandise. Quality and Price must 
be right, too, but to attract the atten¬ 
tion which results in sales, even a line 
of Steel Goods must have "LOOKS.” 

Knowing this, we offer you our 
ANNIVERSARY line of Farm and 
Garden Implements for 1936. 

Because of 1—Outstanding Beauty, 
2—Unquestionable Quality, 3—Com¬ 
pleteness of Sizes and Styles and 
4—Price, we believe you will find 
ANNIVERSARY the fastest selling 


line of steel goods you ever had in 


your store. 

Strong Statements, perhaps, but 
easily checked with the facts. 

Ask Our Salesman 
To Show You Samples 

THE GEO. WORTHIIVGTON CO. 

1S3» Cleveland, Ohio lose 
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I 'CCHACMT WUBBCB MFC CO. 



CATALOG 100 

is Your Guide 
to Better Profits 

Send the coupon below or mail 
postcard for Free Copy of 
Daisy Catalog No. 100. Have on 
your desk this new book of 
quality household rubber sup¬ 
plies. Catalog 100 is printed in 
natural colors and contains 
hundreds of steady selling, 
quality rubber items, such as 
sink plugs, tubing, washers, 
bath sprays, rubber soles and 
heels, rubber cement, furniture 
casters, caster cups, etc. The 
wide margin of profit these 
hardware store items offer is 
sure to be tempting. 


BLUE RIBBON 
RUBBER SOLES are BIG 
SELLERS-Good Profit Makers 

The trend of the public is to fix their own 
shoes at home. That’s why Blue Ribbon Rub¬ 
ber Soles and Heels are among the fastest 
moving items in the hardware store. Blue 
Ribbon Soles are ea.sier to put on. They hold 
tight until worn out—wear longer and give 
better satisfaction, according to unbiased 
tests. Be sure to put in a stock of Blue Ribbon 
Soles. There are six sizes—three for men— 
three for women and children. These six sizes 
fit all sizes of shoes. 

STOCK the DAISY LINE 

Get the Daisy Catalog No. 100. Select from 
it the items you need in your store. Put in a 
Daisy Rubber Goods Department and watch 
it build up your profits. Few items sold in 
Hardware Stores make as much profit in 
volume as does the Daisy Rubber Line over 
a year’s time. 

Send Coupon TODAY 

Below is a coupon for your convenience. Fill 
it out right now while you’re thinking about 
It, and mail it. It will bring Catalog No. 100 
by return mail, free and postpaid. 

Schoeht Rubber Mfg. Co. 

HaBtiagtoB iBdioBa 

factories at Huatiagfeii and NoMetville. Ind. 


J SCHACHT RUBBER MFG. CO. 

I Huntington, Ind. 

I Send us your Daisy Catalog 100 and 
J prices. 


Name of Store 


.1 CJity. State. 
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New and Improved Merchandise- 
Display Helps—Sales Literature — 
Window Trims—New Packages 
—New Colors—New Deals — 
Catalogs . 

for detail 

hiardivare Stores - 


What’s New 


Improved Roofing Nail 


T 


Denifiton Plain Drive Screw Roofing 
Nail, the maker states, has the follow¬ 
ing features: nail blank is carefully 
made with a circular head in which 
the shank is exactly centered; thread 
of screw is cut to give positive turning 
action as the nail is driven; edges of 
the thread provide a strong grip; maxi¬ 
mum practicable angularity or pitch is 
given to the thread. It is stated that 
because the thread is rolled after gal¬ 
vanizing on galvanized nails, the threads 
do not fill up ifrith zinc nor are there 
lumps of zinc to roughen the surface 
of the nail and tear the fiber of the 
wood when driven. Nails are made in 
10 and 11 gauge in standard lengths 
of % in. to 2^ in. Quantities per 
pound are from 280 to 115, depending 
on gauge and length. Price folder 
available. The Deniston Co., 4856 
South Western Ave., Chicago. 



Nu-Way Mouse Trap 



Safety trigger prevents trap from go¬ 
ing off in the hand. Flat non-rust 
metal pedal is said to eliminate all 
manipulations and insure a perfect set. 
Pedal is thrown into place by pulling 
the jaw back. Wood bait holder. Size, 
1% X 3% in. Packed in display cartons, 
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8 X 11. Two to a gross shipping 
carton. Suggested retail selling price, 
two for 5c. Booth Mfg. Co., Gains- 
ville. Mo. 


Top-Of-Stove Glassware 



Newest addition to Pyrex Brand 
Ware for cooking directly over flame. 
For use on any type stove using any 
type fuel. Same dish may be utilized 
for baking and boiling. When handle 
is removed, it makes an attractive serv¬ 
ing dish and is also convenient for 
storing foods in the refrigerator. Made 
of clear, transparent glass, which is 
said to retain heat and therefore keep 
the food hot longer. Makes for fewer 
dishes to wash. No. 6832, 1 qt. size 
with removable handle to retail at 95c.; 
No. 6833, 1% qt. size with removable 
handle, at $1.25. Corning Glass Works, 
Corning, N. Y. 


Tool Guide And Plan Book 

Plan book—36 pages and 16 plans 
telling how to make things with»tools. 
Plans tested before becoming a part 
of the book. Dealer’s cost 5c; selling 
price, 10c. Tool guide is a handy book 
on use of all common woodworking 
tools. It is illustrated and gives clear 
and concise instructions. Dealer’s cost 
15c; selling price, 25c. The Stanley 
Rule & Level Plant, New Britain, Conn. 


Target Range Mufflers 



Remove objectionable and distressing 
part of noise. Inner walls are perfo¬ 
rated sheet metal with balsam wood 
between the perforated metal and sheet 
metal outer walls. ‘^Official,** illus¬ 
trated, is 9H X 42 z 72 in. long. Ad¬ 
justable supports, 64 in. high, are avail¬ 
able, or muflSer may be suspended by 
ceiling wire. “Home Range*’ is x 
14 X 48 in. long. Carriage to support 
muffler 48 in. above floor is available— 
has rubber-tired wheels. Range of vi¬ 
sion is sufficiently ample for aU stand¬ 
ard shooting distances. Tentative list 
prices: “Official,” $45 and $16 for car¬ 
riage; “Home Range,” $14 and $7 for 
stand. Burgess Battery Co., Freeport, 
Dl. 


Garden LAbela 



Are of white gumwood specially 
treated with a preservative which is 
said to insure long service. Size 6 x 
% in. Pointed for ease in insertion. 
Packed 40 to a bundle—bound with at¬ 
tractively printed green kraft label; 
100 bundles to case. L. Hyman & Sons, 
102 Prince Su, New York City. 
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It keeps UP 

without Upkeep 


That’s why master-mechanics prefer the ILCO 
Universal Door Closer. No lost time installing. 
No special trips back to make changes and ad¬ 
justments. 

Another reason for the popularity of the 
ILCO Universal Door Closer is that it can be 
mounted on left or right hand doors, opening 
from inside or outside, without changing or re¬ 
versing any of its parts. Its design, proportions 
and tolerances are planned to insure satisfactory 
service under all conditions, and 
LCO KEY its simple adjusting mechanism 
We I possible speed require- 


ILCO KEY 
BLANKS 
See us iint. We 
maintain an ex¬ 
tremely large as¬ 
sortment at all 
times, and can 
fill c^ers from 
stock. 


An ILCO customer is a satis¬ 
fied customer. You will find satis¬ 
faction is a built-in feature of the 
entire ILCO line. 



ILCO Senior Screen Door Clostf, heavy con¬ 
struction throughout. A popular item, popularly 
priced and easily installed. 


INDEPENDENT 
LOCK COMPANY 

locKPfiOTtcTioN Fitchburg, Mass. 


f EAT YOUR CAKE 
AND HAVE IT ! 


It is customary to think of a sale as a transaction 
bearing but one profit. But beyond that is a second 
profit—a mater one. It exists in every sale, large 
or small. It is the profit accruing from customer 
satisfaction, with the repeat business it brings. 
If you would have your **cake” in the form of 
these surplus earnings, you can’t let it be con¬ 
sumed by those products that lack the ability to 
create such customer confidence. Cheap sash 
cord is one of them. Ravel an end of it and com¬ 
pare it, with its soft, flimsy roving, loaded center 
and other substitutes for honest quality, with 
Samson Spot Sash Cord. 

Samson Spot Sash Cord is free from such de¬ 
ceiving construction. It has a great number of 
fine 3-ply yams to each strand. It is more firmly 
braided. It is smoother, firmer. That is why it 
resists wear over pulleys, and lasts twenty-five 
years or more, during which ordina^ sash cord 
has to be replaced many times. It is always of 
one quality and always bears the Colored Spots 
—our trade-mark. 

Phoenix Sash Cord is another **second profit” 
builder because it makes the best clothes line a 
woman can use. It is likewise free from the 
adulterants which weaken and cheapen a clothes 
line—^make it stretch, shrink, snap and wear out 
so quickly. It has three times the strength of 
cheap line and provides just as much more in 
value and service. And it is good sash cord for 
use where the best is not needed. 

SAMSON CORDAGE WORKS 

BOSTON, MASS. 
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Food Mill Display Rack 



Adaptable for either counter or win¬ 
dow display. Quickly set up. Display 
card is in two colors. This unit is 
available with an initial order for six 
Foley Food Mills, in either family or 
junior sizes or assorted. Foley Mfg. 
Co.y 9-11 'Main St. N. E., Minneapolis, 
Minn. 


Spring Toggle 



Diamond—Made with two wings that 
engage a trunnion nut and a spring 
which forces wings outward when head 
has passed through wall. One end of 
spring is extended to prevent rotation 
of head while turning screw. Each 
wing complete toggle in itself. Dia¬ 
mond Expansion Bolt Co., Inc., Gar¬ 
wood, N. J. 

SmcM>thcut Can Opener 


Has self-aligning roller guides to ac¬ 
commodate any shape can. Maker’s 
claims are: It lifts the cover for re¬ 
moval at end of cut; leaves a smooth 
rim; juices will not spill; will not de¬ 


posit chips or particles of‘metal in the 
food; has rotary cutter with mounting 
which adjusts itself to any variation of 
thickness in rim; ratchet wheel cush¬ 
ioned with spring to compensate for 
variations in thickness of can or extra 
thickness of seam. It is guaranteed for 
five years. The Atlas-Ansonia Co., 54- 
62 Grant St., New Haven, Conn. 


Bissell Sweeper 



“Vanity” is of streamlined design 
with an attractively modern chromium 
trim. The sweeper is easy to operate. 
Bissell Carpet Sweeper Co., 210 Erie 
St., N. W., Grand Rapids, Mich. 


According to the manufacturer of 
Stay-Tite glue, caulking compound, 
sealer, wood crack filler, XXX cement. 


Rubber-Covered Gloves 



gloves are said to be made of Canton 
flannel, chemically treated to insure 
penetration of rubber into fabric and 
to give added strength. Manufacturer 
states they are wear-resisting, flexible 
and waterproof. Philadelphia Rust- 
Proof Co., Quaker Wares Div., 3229 
Frankford Ave., Philadelphia. 


Cyanogas Dealer Helps 

Dealer helps for Cyanogas, a gas-pro¬ 
ducing powder for the extermination of 
ants, rats, moles, woodchicks and 
ground squirrels, include illustrated 
leaflets, electros for newspaper ads or 
circular printing, two color, 8 x 20, win¬ 
dow stickers and three-color litho¬ 
graphed, 6x7 display cards. Special 
offer allows one free can with purchase 
of five one-pound cans or two cans with 
order of 10 half-pound cans. Order 
through wholesaler. American Cyan- 
amid & Chemical Corp., 30 Rockefeller 
Plaza, New York City. 


this window display has found favor 
with dealers who have used it. Stay- 
Tite Products Co., Cleveland, Ohio. 





PRODUCTS OF A THOUSAND USES 


FILLER 


baulking COMPCXJND 


LlOUtO GLUE 


Adh«re« to 
wood stortcwv 

flBswIholM 


For lOY'*'! 
oJeoin. Mnvas 
loaeicf rtc 
For uKon boits 
cars and in the 
home 


PUS TC-O 


Use itabercvrf 
water leaks oc 
Cur For repair- 
»nj auto topi 
Wil permanerrUy 
seal dtip mould¬ 
ing jofnts and 
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[STILLSON 


with this 

IMPROVED STILLSON 


■HERE 


are no exposed flat springs to 
i break and cut the hand when using the 
IMPROVED Stillson Wrench by Ridge Tool. 
And when its husky jaws grip a pipe, they hang 
• on ... no slipping or skid¬ 
ding to bark a fellow’s 
knuckles against a wall or 
bench. 

The bandage and oint¬ 
ment makers aren’t get- 
^ ting any profit out of this 

\ IMPROVED Stillson, but 

it’s increasing wrench 
m 4 sales for dealers. 

^ ] It is made with new 
cone-coil safety springs 
inside the sturdy housing. 
^3 They can’t fall out, and 

they won’t hurt anyone. 

These new springs make 
it a stronger wrench, too, 
with no pin holes drilled 
through the handle for 
flat springs to weaken it. 

Both jaws and the han¬ 
dle are of heat-treated 
tool steel, and the frames 
are of a new heat-treated 
I alloy metal, extra strong. 

{ There is a handy pipe 

A scale on the hook jaw. 

l\ It’s IMPROVED, but 

it’s a Stillson and all parts 
K\ are interchangeable with 

ordinary Stillsons. 

The trade likes it, and 
you’ll like the way it 
steps up wrench sales. 

Ask your Jobber 


Here s a complete, hiding line of air-cooleo compressors 
which opens up a big replacement market for YOU. 
Gardner-Denver Air-Cooled Compressors get the business 
because they offer your customers exclusive advantages 
and higher-quality performance at low cost. These com¬ 
pressors are fast-selling items to garages and filling 
stations . . . battery, brake service and lubricating de¬ 
partments . . . washing, polishing, paint and trim depart¬ 
ments . . . and to scores of industries. Liberal discounts to 
dealers. Write for complete information! 


Gardner-Denver 
Single-Stage 
Air-Cooled 
Compressor 


Steel 
Handle, 
6" to 48 


Wood 
Handle, 
6" to 14' 




\ 1“ p\ 

eomo'*”®"' 


Con'P”"’^ 


THE RIDGE TOOL COMPANY, Elyria, Ohio, U.S.A. 

MoM>faef«rer$ of mODID Up* Tao/$ 
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More Sales 
More Profits 
For Ton! 


In almost every magazine that you pick 
up you will see Plastic Wood advertise¬ 
ments that are building up these profitable 
markets for you — homes, home-work¬ 
shops, boats, autos, schools, garages, 
carpenters, painters, boys, factories, etc. 

Don’t disappoint your customers with 
cheap substitutes—sell them Genuine 
Plastic Wood—the waterproof, weather¬ 
proof, greaseproof product that makes 
lasting repairs—repeat customers. 

New Display FREE I 

To tie up with this in¬ 
creased advertising cam¬ 
paign, send in today for 
the new, colorful Plastic 
Wood display card. 

Write The A. S. Boyle 
Co., (Inc.) Dept. HA-3, 

Cincinnati, Ohio. 



New Catalogs 



Nail Catalog And Book 

. This combined text book and catalog 
on nails is 3% x 6% inches and con¬ 
sists of 44 pages which illustrate every 
type of naih the common defects in 
ordinary nails, how these defects may 
be overcome, analysis of a nail, etc. The 
Angell Nail & Chaplet Co., 4580 E. 71 
St., Cleveland. 


Kitchen Wire Goods 

Catalog No. 1092 of 40 pages de¬ 
scribes and illustrates stamped steel 
kitchenware and hardware specialties. 
Contained therein is the complete line 
of Ace streamline strainers and kitchen 
tools. Other items are cutlery, mashers, 
whips, broilers, drainers, etc. Hamblin 
& Russell Mfg. Co., Worcester, Mass. 


Niagara Machines 

Bulletin No. 70-C on complete line of 
Niagara machines for cutting circles 
and rings for slitting and flanging. 
Machines have many uses in the sheet 
metal contractor industry. Circle and 
Ring Shears give a wide range of 
diameter and eliminate cost of dies. 
Niagara Machine & Tool Works, Buf¬ 
falo, N. Y. 


Wire Screen Cloth 

Catalog contains full information on 
all brands of wire screen cloth made by 
the New York Wire Cloth Co. and com¬ 
plete tables for computing square feet 
and prices. New York Wire Cloth Co., 
500 Fifth Ave., New York City. 


Engineering Manual 

This manual presents a review of the 
principles affecting the selection, appli¬ 
cation and operation of anti-friction 
bearings, and ball bearings in particu¬ 
lar. Section I reviews tbe history and 
development of anti-friction bearings, 
with emphasis on the improvement in 
characteristics which have expanded 
their field of usefulness. Section II is 
devoted to an analysis of bearing se¬ 
lection, on the basis of type, size and 
desired life expectation. Section III re¬ 
views in detail the dimensions, load 
ratings and functional characteristics 
of a complete list of bearing types and 
sizes, including industrial pillow blocks 
and roller bearings as well as ball bear¬ 
ings. Section IV reviews shaft-fitting 
methods, housing and mounting instruc¬ 
tions and advice on lubrications. Sec¬ 
tion V is a separately bound list of 
prices and weights, as of Jan., 1936. 
This manual, No. 35, is available with¬ 
out charge to executives and engineers 
responsible for bearing selection or 
maintenance. Address requ^t on com¬ 
pany letterhead to The Fafnir Bearing 
Co., New Britain, Conn. 


Sell a set instead of a sing^le drill, easy 
if you have attractive compact acts to 
show like these. 

Set No. 21, with its neat chrome-plated 
metal stand, holds 10 jobber^s dviUs 
1/16'^ to 

Sets No. 10, 11, and 12 contain 13 or 
29 jobberis and 60 wire gage drills 
respectively, in the neat, cadmium- 
plated holders, with hing'ed panels dmt 
work like the leaves in a brok. Siae, 
decimal equivalent, and tap of 

every driU is clearly stamped on Ae 
container. 

All priced to show a g^ood profit to 
retailers. All guaranteed highest muJ- 
ity “Creen/ieW*^ drills. See ^Grosn- 
yield” Catalog No. 35 for additiomd 
sets. 


Greenfield, Mas$achuseUs 

New Yorkt 15 Warren St. 

Chicago: 611 W. Washington BM. 
Detroit: 22SS C^ngrress St. W. 


NFIEU 


GREENFIELD TAP & 
DIE CORPORATION 
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Genuine CHAMPION Screw Drivers 

Have Withstood Every Test for ^8 Y^ctrs 




^•Salar mm 

••Regular” pattern in 10 eizae. Blade length ll/z 
& ^ J?.!": Length overall 6'/j in. to Ts*4 in. 
Diam. 3/16 in. to //16 in. 

••Cabinet" pattern in 6 sizes. Blade length 214 in. 
JS Length overall, 614 in. to 1614 in. 

Diam. 3/16 in. in all lengths. 

"Sp^lal’’ pattern in 2 sizes. 114 in and 1 in. 
Wade lenses. Length overall 514 in. and 74 in, 
Diam. 3/16 in. and 14 in. 


Eleetrieisn 




Same construction as others. 

••Electrician*^ pattern made lighter, in 8 sizes. 
Blade length 214 in. to 1214 Length overall 
614 in. to 1614 in. Diam. of blade 3/16 in. in all 
lengths. 

"Machinist" pattern in 5 sizes. Blade length 12 in. 
to 30 in. Length overall 2 114 in. to 4014 in. Diam. 
of blade 14 in. in all lengths. 

All patterns 14 doz. in box. 


They “Make good” on every job because made right 
from end to end. Blade is forged from tough, durable 
steel, perfectly tempered—a special construction fea¬ 
ture positively prevents the blade from working loose 
and turning in the handle. The handle is seasoned 
White hickory shaped to afford a firm yet comfortable 

grip- 

Champion Screw Drivers come in 5 patterns, 4 of 
which are shown; also a “Special” in 2 sizes with 
and inch blade lengths. There are 25 different sizes 
in all from 1^4 to 30 inch blade lengths. Profitable 
sellers to Carpenters, Cabinet Makers, Electricians, 
Machinists and Home Owners. 

Send for Tool Catalog No. 12. It describes complete 
line. 

Ask Your Jobbor to Supply You 



COMPARE/ 
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HANDLE 


Armor-D 

The Perfect Shovel Handle 

The cross-section view of an ordinary handle and of 
an Armor-D handle, illustrated at left, clearly shows 
why the Armor-D is a superior handle. 

Note that in the Armor-D the wooden fork extends 
to the top of the handle, encased in an armor of steel 
reenforcing the natural strength of second growth 
Northern Ash. The ordinary shovel handle is just 

riveted on the end of the handle stem-merely an 

extension. 

The Armor-D gives protection against weathering, 
checking and splintering. Patented rivet clips lock and 
hold the grip secure. The only grip that wear cannot 
loosen. Specify Armor-D — the most perfect handle 
yet made. 

There is no wobble to an Armor-D 
ASK YOUR JOBBER 


Ames Baldwin Wyoming Co. 

PARKERSBURG. W. VA. NORTH EASTON, MASS. 
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Alarm Clocks 



“Tide,” upper portion of photograph, 
is a one-day alarm. Has lacquered metal 
case, black finish with nickel trim, back 
foot rest, two-tone dial—gray center with 
ivory tinted numeral track, modern fig¬ 
ures and hands. Made in black finish 
only. List price, $1.95. “Country Qub” 
is an electric alarm. Has lacquered metal 
case, black with nickel trim, back foot 
support, two-tone dial effect, Roman nu¬ 
merals, new type window alarm indica¬ 
tor, sweep second hand, low speed motor. 
Movement is rubber mounted. Made in 
black finish only. List price, $2.50. 
Western Clock La Salle, Ill. 


Metco Food Grater 



Suitable for cheese, crackers, choco¬ 
late, toast, cocoanut, nut meats and 
other dry foods. Has self - contained 
glass bowl. It is IVi in. high, light¬ 
weight and easily cleaned. Packed in 
individual boxes. Plain finish retails 
at 69c; enamel finish with rubber base 
at $1.00. Metiffoad Mfg, Co,, Rock¬ 
ford, Ill. 


Booklet On Life of Paint 

An informative 8-page booklet, just 
released, graphically emphasizes the 
dangers of adding too much drier to 
raw oil in the making of “home-made” 
boiled linseed oil. The contents point 
out that when the paint film drys too 
rapidly, a “burning line” is reached, 
where the film, after a short life, “bums 
up,” and disintegrates. The subject is 
concisely treated, providing an interest¬ 


ing presentation of the drying time of 
linseed oil, showing how such drying 
time may be safely accelerated, with¬ 
out injury to the paint film. The book¬ 
let is entitled “Boiled Oil and the 
Burning Line of Paint Films,” and 
copies are available upon request to 
Archer Daniels Midland Co., Minne¬ 
apolis, Minn. 


Display Rack 



Made of heavy wire, enameled green, 
26 X 36 in. Six prongs in arch design 
hold heads only of tools. Card is in six 
colors. Side slots permit change of 
card. Gardex Inc., Michigan City, Ind. 


Sump Pump And Drainer 



Vertical centrifugal with open im¬ 
peller. Has bronze case and impeller, 
brass column, stainless steel shaft. Under 
side of bell shaped base, 9% in. diameter, 
is protected by non-clogging brass screen. 
Motor, % hp., 110 volt, 60 cycle, 1750 
r.p.m., induction type. Has two ball 
bearings, drip proof, enclosed top. Un¬ 
derwriters approved 8 ft. rubber cord 
with flexible rubber plug. Automatic 
control switch. Copper float slides on 
brass rods with adjustable stops. Pump 
will remove water down to % in. deep. 
The F. E. Myers & Bro. Co., Ashland, 
Ohio. 


Injector Razor 



Deluxe Model—Handle (designed to 
fit hand) in either onyx or black. Head 
is gold-plated and may be cleaned with¬ 
out touching blade. Blades automat¬ 
ically injected from metal, cartridge 
which holds them in oil. Packed in 
colorful molded boxes contained in 
cellophane-wrapped carton. List price. 
$2. Magazine Repeating Razor Co.. 
230 Park Avenue. New York City. 


Varnish And Display 



Nu-Way, although applied with a 
cloth, is said to be neither a polish nor 
a liquid wax but a varnish. Made of 
Bakelite to give longer wear. It is said 
to be impervious to alcohol, hot liquids^ 
water, strong soap or acid. Four sizes. 
List price, 20c, 35c, 65c and $1.20. In¬ 
troductory offer—action display free with 
small assortment. Sheffield Bronze Pow¬ 
der & Stencil Co., Inc., 55th & Woodland 
Sts., Cleveland. , 


Furnace Pipe And Fittings 

Catalog No. 35, on Furnace Pipe and 
Fittings, includes additional products 
recently developed and also contains 
descriptive matter and illustrations on 
Milcor Square Pipe and Fittings for 
Forced Air Systems. Also has several 
diagrams of typical problems. Ar¬ 
rangement of list prices permits the 
taking of a standard discount for prac¬ 
tically the complete line. Catalog is 
spiral bound—50 pages. Milcor Steel 
Co., Milwaukee, Wis. 
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Seasonable thaws—sudden showers 
—heavy rains—spring brings flood¬ 
ed basements and cellars — the 
dread of property owners who fre¬ 
quently suffer inconvenience and 
severe loss during this period. 

This then is the time to sell and 
install Myers Centrifugal Sump 
Pumps. Expertly designed, compact 
and durable, simple and easy to in¬ 
stall, they automatically pump flood 
or seepage water from basement or 
cellar without care or attention. 
Just the service many of your cus¬ 
tomers will welcome as dry base¬ 
ment insurance through the spring 
season and all other seasons of the 


if you are not already stocking 
the new Myers Centrifugal Sump 
Pumps, or if you are not familiar 
with their many improvements, 
write or wire us for new Bulletin 
and complete information. 


OILSTONES 

For "Fussy" Customers 

Oilstone users — Carpenters, Mechanics or 
Home Craftsmen—are usually **fussy** cus¬ 
tomers who know just exactly what they 
require In the way of results. 

When you present NORTON ABRASIVES you 
show the one line that contains an oilstone 
for every sharpening purpose, A line that 
is accepted as standard by experts whose 
daily wage depends on the very keenest 
edges of every type from chisels and planes 
to surgeons' Instruments. 

Over 112 years of sharpening experience 
built into every item. 

• 

Let us send you descriptive literature and prices 
on these Oilstones, and the instructive booklet 
''How to Sharpen." 


lHlF.E.MYERSaBRO.M 

ASHLAND, OHIO 

PUMPS-WATER SYSTEMS-HAY TOOLS-DOOR HANGERS 


BEHR-MANNING 


Every 

Hordware Dealer 
needt: 

Crystolen Ollftonet 
Indio Ollflones 
Washita Oilstones 
Hard Arkansas 

Oilstones 
Grindinf Wheels 
Seythestones 
Axe Stones 
Pocket Stones 
Knife Sharpeners 
Rosor Hones 


(DIVISION OF NORTON COMPANY) 

TROY. N. Y. 

Raturn lha coupon for comploto dolcdls 
on tho "NORTON ABRASIVES" lino 
and a copy of "How to Sharpon." 


BEHR-MANNING o TROY. N. Y. 


Plaaso Bond without obligation Catalog No. 17 and a copy 
of "How to Sharpon." 
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'UFKIN 

TAPES - RULES 
PRECISION TOOLS 

'tL 

Iezurall 


tK® 

lUFKIN 

TAPE-RULE 



for all measurements 
Inside and Outside 

HEIGHT AND DEPTH GAUGE 
FLEXIBLE AND RIGID 
MEASUREMENTS 

The most practical 
allpurpose Tape-Rule 

5ell 

Mezurall 

THERE’S A GOOD PROFIT 
IN IT FOR YOU- 

Send for Genera! Catalog No.12 



SA 6 INAW.AAICH 16 AN. U.S.A. 

NEW YORK 

I06-M0 Lafayette St. 

Canadian Factory 
WINDSOR, ONTARIO 


IM 


How's the 

Hardware Business? 

{Continued from page 71) 

seem to be signs that the recent 
widespread price-cutting has reached 
its limit, and that this past weak¬ 
ness will not prevent the reaflirming 
of current regular published sched¬ 
ules, for the second quarter. 

« « • 

Freight car loadings in the 
week ended February 22 set a five- 
year peak for the week despite a 7.1 
per cent drop from the preceding 
week, due to the Washington’s birth¬ 
day holiday. The week’s total traffic 
of 586,712 cars was 6.1 per cent 
above the corresponding week of last 
year, and 2.1 per cent ahead of two 
years ago. TUs was the thirteenth 
consecutive week in which the week¬ 
ly total reached the highest mark 
comparatively in five years. Total 
loadings since the beginning of the 
year to February 22 were 4,815,106 
cars, compared with 4,492,268 cars 
in the corresponding period of last 
year. 

« « « 

Employment in January^ ac¬ 
cording to the national industrial 
conference board, decreased 8 per 
cent from December, but gained 6 
per cent over January, 1935. Un¬ 
employed workers in January num¬ 
bered 9,715,000, compared with 8,- 
992,000 in December, 1935, and 10,- 
340,000 in January, 1935. Compared 
with January, 1935, employment in 
January, 1936, improved 18.4 per 
cent in manufacturing and mechani¬ 
cal industries, 9.7 per cent in do¬ 
mestic and personal service, 5 per 
cent in transportation, 2.7 per cent 
in mining, 1.9 per cent in trade, and 
5.4 per cent in misceUaneous indus¬ 
tries. American Federation of Labor 
estimates are higher, setting the 
number of unemployed in January at 
12,626,000 after an unusual increase 
from December to January. The 
Federation blames longer working 
hours and reduced manufacturing 
operations for the January job 
losses. 

« « • 

Cost of living in the United 
States made no considerable change 
in January as compared with De¬ 
cember, according to the National 
Industrial Conference Board. In¬ 
creases in the indexes of rents and 
coal were offset by declines in the 
indexes of food, clothing, and gas 
and electricity. Living costs in Janu¬ 
ary were 3.9 per cent higher than 
in January, 1935, and 18.6 per cent 



HEXAGON-MESM 

NETTING 

U.S.HEXLOKPouU 
by Netting cr*at*t 
br«ly n«w standards (or 
haxagon-mash fabric. 
Mora uniform, 
rigid, naatar in appaar- 
anca, suparior in sarv> 
ica, this improvad nat- 
ting is aasiar to handia 
and sail. 

It is availabla in all 
popular standard widths 
and waights, Galvan- 
izad Bafora or Aftar 
Waaving; haights 12 to 
72 inchas. Tha ona- 
inch mash is mada in 
thraa waights: No. 16, 
19 and 20 gauga; tha 
two-inch mash in No. 
16, 19 and 20 gauga; 
tha ona and ona-haK 
inch mash, in No. 16 
gauga. Ail wiras ara 
Coppar-baaring Staal. 

Ask your Jobbar or 
writa us for furthar 
information! 


THE 

PERFECT 
STRAIGHT-UNE 
NETTING 

You can radaca in- 
vantory, spaad up tum- 
ovar,incraaaa profrts,by 
concantrating o<i thasa 
trada-markad po u It ry 
nattings from om da- 
pandabla sourca. 

U. S. STRAFTLOK 

Matting—Iba original 
straight-lina fabric— 
is first choico avary- 
whara forbuiidiag poul¬ 
try runs. It atratchas 
parfactfy to wood or 
staal posts; raquiras no 
top-rail, no basaboard; 
savas tima, labor and 
axpansa. 

AAada of Coppar- 
baaring Staal Wira in 
ona and two-inch mash, 
Gal'-anizad Bafora or 
AHa* Waaving. Haights 
12 to 2 .'ncbas. 


THE 


PERFECT 


INDIANA 
STEEL O' WIRE CO. 

MUNCIE , INDIANA 
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STRIKE OUT 

FOR MORE BUSINESS 


now! 

USE- 

Lists That Bring Maximum 
Success To Your Direct Mail 
Sales Promotion Advertising 
And To The Personal Sales 
Contacts Of Your Salesmen 

We can supply you with 

the following lists:- 

1333 Outstanding Major Hardware Retailers 
whose sales exceed $50,000.00 Annually. 

For $15.00 

11458 Major Hardware Retailers whose sales 
exceed $30,000.00 Annually. 

For $6.00 per M. 

6545 Hardware Retailers whose sales are 
$20,000.00 to $30,000.00 Annually. 

For $6.00 per M. 

15772 Hardware Retailers whose sales are less 
than $20,000.00 Annually. 

For $6.00 per M. 

33775 Hardware Retailers (Complete List). 

For $4.50 per M. 

8144 Builders’ Supplies Dealers. 

For $6.00 per M. 

1043 Department Stores handling Hardware 
and Housefumishings. For $6.00 per M. 

We also supply lists of hardware retailers in one 
state or in as many states as may be desired. 
When more than 2000 names are purchased, the 
price is $7.00 per M names. 

ALL USTS ARE COMPILED IN LOOSE LEAF 
UST FORBL WHEN DESIRED ON 3^x5^ 
CARDS THERE IS AN EXTRA CHARGE OF 
60c PER M. FOR THE CARDS. 

WE ALSO DO ADDRESSING AND MAILING 
OF aRCULAR MATTER AT REASONABLE 
RATES. 


Ask for Details 

Habdwake Age 

Direct Moil Addressing Dept 

239 West 39th Street New York, N. Y. 



i^bserve the rules 
of wise conservation 

It is your patriotic duty to help to restore 
and conserve American wildlife for your own 
enjoyment and that of future generations. 



■<« u s on 


E. I. DU PONT DE NEMOURS & CO., INC. 
Sporting Powder Division Wilmington, Delaware 
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Ordering is simple 
for this retailer » » 



HOW ABOUT YOU? 


Do you waste your time writing, wiring, 
or telephoning for more recent informa¬ 
tion—or trying to keep an obsolete tight- 
bound catalog up-to-date by pasting 
in corrections? # Save time and help 
yourself to increased new-goods busi¬ 
ness, by asking your wholesaler to sup¬ 
ply you with a loose-leaf catalog. Then 
you file the new catalog sheet where it 
belongs, the day it comes — and you can 
put your finger on up-to-date informa¬ 
tion instantly — on any item. • Tell 
your wholesaler's salesman you want 
this service. Write the house, too — 
they'll be glad to know of your interest. 

Wholesalers: Write on your letterhead to 
THE HEINN COMPANY, Dept. 326, 
326 W. Florida St., Milwaukee, Wis., 
for new book, ”The Catalog Question," 
showing how you can furnish a modem, 
efficient loose-leaf catalog service at 
much lower cost per dealer per year. 



Originators of the loose-leaf System of Cataloging 
Branch offices in principal cities 


higher than in April, 1933, the low 
point during the depression, but 
were 15.1 per cent lower than in 
January, 1929. The purchasing value 
of the dollar was 117.9 cents in 
January, the same as in December, 
as compared with 122.5 cents in 
January, 1935, and “par" (100 
cents) in 1923. 

« « « 

Sharp increases in farm prod¬ 
ucts were largely responsible for a 
small average gain, 1/5 of one per 
cent, in the index number of whole¬ 
sale commodity prices during the 
week ending February 22, reported 
by the U. S. Bureau of Labor 
Statistics. The general index now 
stands at 80.8 per cent of the 1926 
average. Farm commodities are 
away ahead of other lines in their 
regaining of values since March 
1933, with a comeback of over 80 
per cent. Foodstuffs at 52 per cent, 
hides and leather at 43 per cent and 
textiles at 39 per cent have made 
the next best showings. 

« « « 

Electric power output in the 
United States during the week ended 
February 22 showed a less than sea¬ 
sonal decline of 0.4 per cent from 
the preceding week but held 12.3 
per cent above the similar week of 
last year, the highest on record for 
the week, the Edison Electric Insti¬ 
tute announced. Production amount¬ 
ed to 1942 million kilowatt hours for 
the week, compared with 1728 mil¬ 
lion in the corresponding week of 
last year. 

* * * [ 

January exports of merchan¬ 
dise from the United States in Janu¬ 
ary were reported by the Department 
of Commerce at $198,436,000, an in¬ 
crease of $22,213,000 over January 
1935. Imports in January reached 
$186,915,000, a gain of $20,083,000 
over the same 1935 month. For the 
seven months ended with January, 
exports totaled $1,456,089,000, and 
imports $1,240,246,000, gaining re¬ 
spectively 14.4 per cent and 29.5 per 
cent over the similar period a year 
previous. 

« « « 

Bank clearings for 22 lead¬ 
ing cities for the five days ended 
February 26 totaled $5,018,780,000, 
an increase of 8.9 per cent over the 
like period last year. Dun & Brad- 
street report. Despite the Washing¬ 
ton birthday holiday, the gain over 
a year ago was better than in the 
preceding six days. In New York 
clearings made an increase of 6.9 
per cent over a year ago, and in cen- 



Wh«n skilled mechanics saa tha nama MAYDOLE oa 
a Hammar. Wranch, Chisel or Punch, they know from 
past aiparlanca that tha tool is of highest qualtty— 
of superior design and aicallant workmanship. 

They know too, that back of tha Maydola Label is 
a Company which has bean manufacturing guaBly 
Hammers and other tools for many decades oyar a 
century to be more exact. 


Sound Merchandising—Maydola Tools are sold wilder 
a clean sales policy, which provides for distnbefion 
only thru recognized dealers and wholesalers of 
Good Hardware. 


MmydaU Sales Rsprsssntaiivas 


8URPLE8S-DUNN A COMPANY 


74 Murray Stroat 
Ntw York. N. Y. 


34 No. Cllatee Street 
Chioafe. Illlaeis 


JAMES A. 
1600 East 7th 8t 
Lm Antelos, Calif. 


RIORDAN COMPANY 

SS5 Bryaat Sheet 
Saa Freaeiaoe. Calif. 


5319 Admiral Way 
Seattle. Wash. 






CBT THIS CLOSBR 
eeeON APPROVAL 

Sss for yoNrsolf—It's tlio qrmafmsf 
Door Closor ovor mods. 



Everedy’s 1936 Door Closer with the 
“Double Jointed" door bracket is 
Easy to Sell because this exclusive 
feature makes it Easy to Install. Pool 
Proof. 


Noto to Jobbors and Doolort: 

Take advantage of Everedy’s 
“Sample-On-Approval — Post 
Paid" Plan. Write for any 
Everedy item in which v'ou are 
interested. SEND NO MONEY! 


FOR SPRING AND SUMMER 
PROFITS 

EVEREDY DOOR 
SRACES 

Everedy Turnbockle 
Door Braces elim¬ 
inate “Door Saic." 
16" to 72" in length. 


EVEREDY 
DOOR GRILLES 

Everedy AdJusUble 
Screen Door Grilles 
prevent “Screen 
Bulge." Hand Woven 
and Expanded Metal. 

Fit door of almost 
any size. 

W’rite Us Direct for Literature or 
“8auiple-On-Approval." 

Order from Your Jobber 

THE EVEREDY CO. 
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Any motorist who picks it up 
will buy it. He can see at a glance 
that this carbon-base rubber 
blade, with its perforations and 
flexible wiping ribs, will keep 
his windshield cleaner and drier 
than ever before. 


Write for complete information 
on this revolutionary Rex-Hide 
blade. It’s a fast-selling profit- 
maker! 


Klycerlnc, hanf; 


*Ali Metal Parts Stainless Steel 


RE\-111DE, INC., East Bradv, Pa. 

MAKtKS OF REX.IIIDF. CARBON-KASE BBAkE LI.M.M 




WNDSHELD 


W PER BLADE 
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Gras Shaver—The Super-Sickle 


Edged With Razor Blades 


Retails Profitably 
At $1.00 Complete 
With Blades 

A new tool primarily for lawn 
use, eliminates a great deal of 
the work that now has to be 
done with Clippers or Grass 
Shears. It 

Actually Shares 
Grass With Little 
Or No Effort 




mm 




(Patant Pandisf) 


GRAS SHAVER COMPANY 

90 AMES BUILDINe, BOSTON. MASS. 


.\inety percent of your cus¬ 
tomers want a better wiper 
blade. Here it Is! 


Uses any Double-E^ged Razor Blades. No resharpen¬ 
ing cost, as with an ordinary sickle when a stone-nick 
means a complete resharpening job. Made-to-last of 
durable Forged Steel with Non-Slip Grip Handle. 


Sells soon as displayed. If your Jobber cannot supply 
—order direct, but try your Jobber first. 


We Welcome You Back to Memphis— 

Southern Hardware Jobbers Association . < •■''t ' 

American Hardware Manufacturers Association 
in joint convention 
April 20th 

Hotel Peabody 

“The South^s Finest—One of Americans Best” 

F. R. Schuct 
Vice Pres. 6c Gen4 Mgr. 


7 , 


WIPES CLEAN! 
















Who Said: “SAMPLES?” 

Sure you can have some. Try POLLY- 
WADS yourself—see the '•difference.” 
These new, chemically treated papers 
polish ALL metals in a jiffy, including 
Silver, Brassware, Chromium. Aluminum, 
also Glass. No harmful ingredients. Will 
not scratch delicate plating. 

POLLYWAD S 

Polishing Papers 

come cellophane wrapped, ten convenient 
size papers in strikingly attractive Red 
and Blue package to retail profitably at 
10 cents. So completely satisfactory 
REPEATS follow soon as used. Packed 
24 packages in Display Carton. Write for 
FREE Samples and our Sales Promo¬ 
tional Plan No. 1 Using Demonstrations. 

PADCO, INC •410 Lexington Ave.,N.Y. 


ters outside New York, a rise of 13 
per cent over 1935. 

« « « 

Business profits in 1935 made 
some recovery, according to a tabula¬ 
tion by the Associated Press. Re¬ 
ports of 230 corporations for 1935 
show an average 37.9 per cent gain 
in net income over the previous year. 
Looming large in this total are the 
earnings of General Motors—up 76 
per cent—and United States Steel— 
reporting a small 1935 profit, against 
a huge 1934 loss. Omitting these, 
the gain for the 228 companies is 
26 per cent. High on the list of 
increased profits are farm machine¬ 
ry, steel, automobile and auto parts, 
railroads, building equipment, and 
chemical firms. Among the major 
groups, railroads made the best per¬ 
centage of gains, more than doubling 
their small 1934 net income. In¬ 
dustrial corporation net earnings 
picked up 50.5 per cent, communica¬ 
tions, 18.5 per cent, and utilities, 
5.8 per cent. Groups with profits 
under the 1934 level last year in¬ 
clude retail trade, tobacco, oil, and 
foodstuffs. 



SILENT BLADE FANS 

A tmart^looUag fu Hm 
not only appealing In da- 
sign but mora sarvicaabla 
than evar^~as fraa from 
noisa as modam angloaar- 
ing can maka fans—a 

f iraatar voluma of air 
arHiar—avanly. smootkly. 
qutatly. With Signal Fans 
go a raputation that's 
known far and wfda for 
quality and sanrica. Writa 
now for Signal's now mar¬ 
ch andlsing program. 

SIGNAL ELECTRIC MFG. CO. 

MCNOMINEC. MICHIGAN 


OSUtM im 0U primcip^ cities 



TKc new Cool Spot 
line of popularly 
priced fans Kas 
everytKing it taLes 
to make quick, 
profitable sales — 
--- and satisfied 
customers • 


JkiMOSe 

uauik soies 


*‘Here you are. Sir. See 
that DATE-LINE? That 
proves they’re fresh.” 



“That’s a smart out¬ 
fit, good people and 
good merchandise.” 



DO THIS — It takes only 
ooe second to point out 
that ''EVEREADY" BAHERY 
Date-Line. 


Portable Humidifier 



Hexcel—Has self-contained electric 
heating element; 110 volts, A.C., 60 
cycle; automatic shut-off switch. Evap¬ 
orates over pints of water hourly. 
Capacity, 1% gallons. Said to provide 
true filtered, washed, humidified, cir¬ 
culated air, simply and effectively. Made 
of copper. Height, 30 in.; diameter, 
12 in.; weight, 25 lb. List price, $39.75. 
Hexcel Radiator Co., Racine, Wis. 


The best thing on earth 

for 

lawns and gardens 



FREE Sales Helps 

LOMA’S 1936 dealer advertis¬ 
ing material—new and colorful 
—includes: 

3 - Piece Window Displays 
— Counter Easels — Price 
Cards — Overhead Banners 
— Consumer Leaflets — 
''Good Gardening,” etc. 
Correspondence invited. 

L O M A 

61 Broadway, N. Y. C 


Loma 

THE PERFECT PLANT FCCi^ 
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15,000,000 Worn-Out 
I Mail Boxes 

I Await Replacement 

You can see hundreds of rickety 
mail boxes every day, disfigur¬ 
ing the entrances of otherwise 
attractive homes—an enormous 
market for Mailmaster Mail 
Boxes. 

This is the season when Home 
Owners are thinking about 
^^sprucing up*\ and now is the 
time to show them the 

Attractive, Low-Priced 
Mailmaster 

and other Fulton Mail Boxes to 
take the place of their present 
unsightly makeshifts. 

Every Home Owner can afford the 
Mailmaster —a sturdy, high-quality box 
that retails for 75ff or less . . . sloped 
roof keeps out rain and snow . . . door 
hinged at top closes of its own weight. 
Write for information and prices 

PATENT NOVELTY COMPANY 

305 El|(hth Ave. Foltem, lUlmeifl 

POLLY PRIM Dust Pans JUMBO Fire Shovels 

POLLY PRIM Recipe Onblnets FULTON Crumb Sets 

RU8T-RE8I8TING MaU Boies FULTON Document Boxes 
POLLYANNA Dust Pans BLUE-BIRO Indoor Clothes Lines 


SELL WATER SYSTEMS 

that PROTECT YOUR PROFIT! 


Deming offers you every¬ 
thing you need to moke and 
protect water system profits. 
Two of many outstanding 
Deming VALUES in Water 
Systems are illustrated. 


forShollewWelte For Deep Wells 



The Deming 

® Worm Drive 

Marvelette Water System 

$52.75 and up $95.00 and up 

r.O.B. SALEM, OHIO f-O.B. SALEM, OHIO 

Full Cushioned Power. ^all bearing equip- 

Noiseless. Automolic * ‘"P’’ 

Air Control. Repul- Exceptionally quiet In 

, , ,. operation. All work- 

sion-lnduct,on Motor. 

Stoinless Steel Piston closed. CYLINDER 

Rod. Copocity 250 REGULARLY included 

gallons per hour. in list prices. 

Write for complete information 



■ theoeming compan 


• After all, you're really selling satis- 
faction when customers repeatedly 
come back for more. And the success 
of your business depends largely upon 
repeat sales. 

• Steady, substantial profits are made 
when you sell HOLTITE Products, for 
these dependable, widely used assem¬ 
bly units give complete satisfaction at 
all times — under the most exacting 
conditions. Stock the complete line. 

Sold through Hardware Jobbers 


Continental Screw Co. 

SOUTHERN BRANCH Office & Factory western branch 
1421 Fort Street NEW BEDFORD 6529 Russell Street I 
Chattanooga, Tenn. Massachusetts Detroit. Michigan 


CHICAGO 

CHECKING DOOR CLOSER 




Type 2S 

New and improved 

The new Type 26 Chicasro Checking Door 
Closer has been designed as a strictly quality 
product suitable for Screen Doors, Combina¬ 
tion Doors and Light Interior Doors. 

Send for full information regarding this 
popular New Closer. It has many excellent 
selling features that will appeal to your cus¬ 
tomers. 

Chicago SprlngTtmgo (TompaQ^, 


CHICAGO 


NEW YORK 


3 5 BROADWAY 


PUM- P. MANUFACTURERS SINCE 1880 


U. S. A. 
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JOHN SORN, SR. 

John Sorn, Sr., 72, retired 
hardware merchant, died sudden¬ 
ly Feb. 22 at his home in Mount 
Healthy, Ohio. 


PETER DUNKIRK 

Peter Dunkirk, 79, prominent 
Union Grove, Wis., hardware mer¬ 
chant, died suddenly at his home 
there. Mr. Dunkirk had been in 
the hardware business in Union 
Grove for the past 43 years. Two 
daughters survive. 


WILLIAM M. KANE 

William M. Kane, 42, repre¬ 
sentative of the Patterson Sar- 
geant Co., Cleveland, Ohio, manu¬ 
facturer of paint, died suddenly 
Feb. 24 in a dentist’s chair where 
he had gone to have some teeth 


=iOBIT 

extracted. Mr. Kane had made 
his residence at 89 Newbury St., 
Hartford, Conn., since coming 
there nine years ago to represent 
his firm in Connecticut and 
Massachusetts. 

He had been with Patterson 
Sargeant since the World War 
and before coming to Hartford, 
he represented his firm in Kansas 
City, Mo. Mr. Kane was also a 
member of The Nutmeggers. His 
widow and a daughter survive. 


J. JEROME BYRUM 

J. Jerome Byrum, 55, one of 
the founders of the Byrum Hard¬ 
ware Co., Ensley, Ala., died of 
pneumonia at a Birmingham hos¬ 
pital Feb. 27. He was with the 
store for 30 years. Two brothers 
survive. 


U AR Y== 

J. A. HORNE 

J. A. Horne, 54, hardware mer¬ 
chant of Coleman, Tex., passed 
away recently. In 1907 with 
Oscar Beck, he established the 
Home-Beck hardware store and 
funeral home. In 1918, Mr. Horae 
purchased his partner’s interest 
and since had been the sole 
owner. He leaves his widow and 
two sons. 


JOHN D. WILLIAMS 

John D. Williams, 74, in the 
hardware business in Sulphur 
Springs, Tex., for more than a 
half century, passed away recent¬ 
ly. He leaves his widow. 


EDGAR O. CHRISTENSON 

Edgar O. Christenson, 54, in 
the hardware business in Hart¬ 


ford, Wis., for 29 years, passed 
away recently of a heart attack. 
He operated the firm of Leech & 
Christenson. His widow and two 
daughters survive. 


ALEXANDER D. PERRY 

Alexander D. Perry, 68, a hard¬ 
ware dealer in Belvidere, N. J., 
for more than 40 years, died Feb. 
16. He had been in poor health 
for a year. He is survived by his 
widow and four sisters. 


JOHN DUFFY 

John Duffy, 66, president of 
the Grand Rapids Hardware Co^, 
Grand Rapids, Mich., and prcuni- 
nent citizen of that city, died 
Feb. 10 after a long illness. He 
was chairman of the Michigan 
Trust Co. and a well-known phi¬ 
lanthropist and clubman. He 
leaves his widow and a daughter. 


U. S, "Approved” Forest Camping Outfit Featured 
by Montana Hardware 


A special “forest” outfit was 
featured by the Montana Hardware 
Co., Butte, Montana, last summer. 
Priced at $3.50, it included a 
sturdy collapsible bucket, a camp 
axe and a camp shovel, all required 
by the United States forest service 
for campers in government-control- 
led forests. Six rules for preventing 
forest fires were given in the ac¬ 
companying copy. “Get Out and 
Get Under the Sky” was the caption 
of the general ad promoting all 
types of camp goods. “Spend the 
week-ends out in the glorious out-of- 
doors and take the kids along. Go 
vagabonding. Get out and sleep 
under the sky. It’s summer and 
worth a million dollars just to be 
alive. But when you go ... go 
with the comfort and convenience 
our camp goods offer.” 


Tucker Catalog 

“House of Tucker”—illustrates part 
of line of recliners, rockers, straight 
and yacht style chairs in actual colors. 
Introduces additions to line of juvenile 
and toy furniture, new line of folding 
chairs and float for artificial bait fish¬ 
ing. Tucker Duck & Rubber Co., Fort 
Smith, Ark. 





li 


Get Out and Get 
Under the Sky 

Spnd Om out in th« gtoriou* 

ottUoZ-doon and Ulw th* kMa ueaf. Go 
vagibondlac. Got out and alton onder tho 
ik,. It't tummor and worth a mOHon 
doUart M W b* aliro. But vhon you go 
—go with tho (omrort and co wvoti i otKO 
our camp gooda offor. 

special Waives ia 
CAMP GOODS 





I 

F’ll 

Is::! 




Ftretf Itcihfa'us lifiirt 
a laeket, An aiA Shml 
far Eftry Car 


Foraat FiMa 
Okoorro TImio Six 
KakorerCamport 







.*3.50 


65c 


Montana Hardware 

COMPANY 

tkp<. RotaVStero 

le W. Park St. 




Blue Book Of Saws 

This catalog is attractively printed 
and bound in blue, gold and buff cover. 
It gives full descriptions, specifications, 
data and illustrations. There are 13 
major departments with a complete 
department index beginning at each 
chapter; Circular Saws, Band Saws, 
Saw Tools, Machine Knives, Metal 
Saws, Cross Cut Saws, Wood Saws, 
Hand Saws, Pruning Saws, Butcher 
Saws, Trowels, Specialties and Files, 
This is followed by a complete cross 
index. A simple telegraphic code is 
included, which will save money when 
making telegraphic communications. E. 
C. Atkins and Co., 410 South Illinois 
St., Indianapolis, Ind. 


‘‘World Time” Qock 



Gives the time in various parts of 
the world in relation to the time at the 
place where the clock is situated. It is 
valuable for short-wave broadcasts, na¬ 
tional and international business, trav¬ 
el, etc. Case is mahogany finished, 3% 
in. across the base and 8% in. high. 
No. 110 is fitted wifh electric move¬ 
ment; No. 4272 with 8-day spring move¬ 
ment. ITm. L. Gilbert Clock Corp., 
Winsted, Conn. 
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EXCLUSIVE SALES FEATURES 


Get Bulletin IIS>36 and price* 
Your Jobber can supply you. 


4 R 


easons 


ons Why \ 

RICH LADDERS 

Are the Dealer’s "Best Bet" 

!• Oul»tandin|; Quality. Made of 
carefully selected, air-dried, clear 
spruce with rust-resisting cadmium- 
plated hardware. Unequalled for 
strength, safety, durability and light 
weight. 

Priced Rig;ht. The customer gets 
extra big value fot his money—and 
your profit is right! 

Complete Line. Extension, step, 
fruit picker’s, paper hanger's, painter’s 
and every other type of ladder in 
every wanted size. The Rich line will 
meet every ladder need of your trade. 

Quick Shipments. Warehouse 
stocks at convenient points combined 
with complete modern manufacturing 
facilities insure prompt shipment of 
your orders. 

Ask Your Jobber 

—or write us for complete catalog of 
ladders, ironing tables, step stools, 
wash boards, clothes props and other 
fast-selling profit-makers. 

The Rich Pump & Ladder Co, 

1028 Depot Street 

Cincinnati^ Ohio 


ONE-HAND POWER-MOWING 

is easiest to sell! 


"One-hand mowing" — just stroll 
along and guide the whirling reel 
... that’s how far away from two- 
hand, back-bending yard work 
your power-mower prospects 
want to get! 


LAWN-BOY is easiest to sell because 
it’s more than a hand-mower with a 
motor attached—it’s designed from the 
ground up to meet the problems of the 
average lawn. A youngster can oper¬ 
ate it. 20c pays for a day’s fuel. Hun¬ 
dreds in use. 5th successful year. 

Dealere—W'rite for profitable 
proposition. 

EVINRUDE LAWN-BOY 

1602 W. Hope Ave., Milwaukee, Wi$. 


EVINRUDE 

I AWN 


Rubber tires optional 
at moderate cost. 


PRENAXO SPRINKLERS] 

GUARANTEED A LIFETIME ! 


FLOATING 

HEAD 


NO 

FRICriONl 


You Can BANK 

on 

"BLACK LEAF 

M 

40 

The Many Year *Round Uses 

WWm 

Mean Constant Turnover and 

p.nLil 

Extra Profits for You 



"Black Leaf 40" is a constant, year ’round 
profitmaker. Because of its many uses it is j 
always in demand. This constant demand means 
extra profits for you and eliminates the need 
of carrying a wide stock of inseaicides. 

The ever-growing popularity of "Black Leaf 40" is due to 
just one thing—RESULTS. "Black Leaf 40" kills both by 
contact and by fumes. It kills aphis, leaf hop^r, red bug, 
thrips, etc.; aids in the control of insects that damage fruit; 
kills scab and ticks on sheep and lice on livestock; a little 
sprayed on shrubs and evergreens keeps dogs away and pre¬ 
vents staining. It is a most efficient and economical means 
of delousing poultry. 

NATIONALLY ADVERTISED 

Whatever the season there is always a strong advertising 
campaign behind "Black Leaf 40". Advertisements in 
nearly 4,000 publications help you sell. Check over your 
stock, be sure you have plenty of all sizes 
“ ^ hand. Ask your jobber or write direa 

M *4 fg k™ for display material to help you sell 

"Black Leaf 40.” 


PREMAX SALES DIVISION,Chisholm-Ryder CoJnc.NiaqaraIaHs,NY 


Tobaoeo By-Pro4mts A Chenieal Corp. 

Ineorpara^ad LoMlsvIlla, KMtaeky 
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Classified Ads Help Sell Merchandise 
for Bennett Hardware 



A FOUR-LINE classified ad in 
the local newspaper each 
day costs the Bennett Hard¬ 
ware Store, Easton, Pa., $1.40 per 
week. These classified ads are used 


to promote items for which the 
number of prospective customers is 
limited. Display advertising is 
used to feature items of general 
appeal. 


“In previous years we relied al¬ 
most entirely on direct mail to pro¬ 
mote special items, such as ma¬ 
chinist’s tools, bricklaying tools, 
etc. We had built up mailing lists 
covering practically every classi¬ 
fication of trades, but we found 
that under present conditions a 
large number of these people are 
not employed or will not be in the 
market for tools until more steady 
employment is assured. 

“Instead of wasting a large 
amount of time and postage in 
mailing letters we are now adver¬ 
tising these items in the classified 
columns, and the results prove that 
mechanics who are interested read 
these ads because we have had re¬ 
sponse to every advertisement that 
has appeared so far. 

“We change the classified copy 
twice a week, but always use four 
lines. This seems to be a good and 
inexpensive advertising method to 
dispose of surplus items as well as 
special tools and equipment.” 


Garden Hose Display Fixture 


T he management of the Ar¬ 
cadia (California) Hard¬ 
ware Store has contrived a 
convenient fixture for displaying 
garden hose without taking up 
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much floor space. It is illus¬ 
trated in the accompanying 
sketch. 

The fixture in some respects re¬ 
sembles a cradle with castors in¬ 
stead of rockers. It is divided 
into eight narrow compartments 
by partitions placed on 9 inch 
centers. There is su£Bcient space 
in each compartment to accom¬ 
modate two 50-foot rolls of hose, 
which may be displayed better on 
end than coiled on the floor, ac¬ 
cording to G. S. Eberly, one of 
the proprietors. Therefore 16 
bundles of hose may be displayed 
on the fixture which requires not 
more than 6 feet of floor space 
18 inches wide. Since it is on 
castors, the fixture may be shifted 
to any point in the store, or moved 
into the entranceway, as desired. 


Anna And Andy Sponges, Etc* 

The importance of modern merchan¬ 
dising ideas has been recognized in 
marketing the “Anna and Andy” lines 


of sponges and chamois. Each sponge 
has a handy hanger tape, is sterilizer, 
and sealed in cellophaone. Special Tend¬ 
ing units, in colors, and of special types, 
have been designed to increase the 
salability of the sponges. Each chamois 
is now packed in a colorful **oomic 
page” envelope having human interest 
and disiday value. Stand-up eaaela 
quickly transform the chamois package 
into an excellent counter display, which 
takes up little space. Both products are 
approved by the “Good Housekeeping 
Institute.” 

Eye - catching window or counter 
cards; a pamphlet which shows dealers 
several ways to dress windows or coun¬ 
ters with sponge and chamois displays; 
window streamers, and trade and con¬ 
sumer advertising are other helps em¬ 
braced by the merchandising program, 
which has been prepared with a definite 
appreciation of dealer problems. In ad¬ 
dition, a unique electrically operated 
window display unit will shortly be 
made available by the company. Amer¬ 
ican Sponge & Chamois Co., Inc.^ 47 
Ann St., New York Gty. 


Sprinklers And Accessories 

Catalog A—23 pages. Alien lawn 
sprinklers and garden hose accessories. 
Gives complete specifications and price 
information—illustrated in colors. tT. 
D. Allen Mfg. Co.^ Chicago. 

HARDWARE ACE 
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TRADE MARK R EC. US. PAT. OFF IC E 


LACIN 


You Should Know About 

CUPRINOL 

REG. U. S. PAT. OFF. 

If is fhe invention of a Danish scientist, used most suc¬ 
cessfully in Europe for over 20 years, and now made 
available to the American hardware trade as a new 
item for profitable sale to the house owner, farm 
owner and boat owner. 

Prevents Rot, Decoy, Mildew, 
Fungus Growth ond Termites 

CUPRINOL is a liquid containing organo-metallic salts 
which penetrate the fibres of wood and fabric to 
form a protective coating which is insoluble in water, 
and non-volatile. It is a definite protection against 
mildew, wet and dry rot, fungus and insects—includ¬ 
ing termites—^that will have immediate appeal wher¬ 
ever wood and canvas is used. 

For Wood ond Convos 

Mad« in two gradot: "Cuprinol for Wood” and "Cuprmol for 
Canvas.” In pint cant at 75 ets., 12 in Display Cartons, 
$9.00 last 33 1/3%; quart cans $1.15, 6 to a carton, $6.90 
last 33 1/3%, ratail discount. Information 
and pricat on largar units on raquast. 

Throagh Year Wholatelar 


CUPRINOL. Inc., 

1Adam* Street Boston, Mass. 


Alligator Steel Belt Lacing “Never 
Lets Go.” The most universally used 
belt lacing on earth. Supplied in steel, 
“Monel Metal,” and alloys in eleven sizes 
for belts up to ^ in. Standard boxes, 
“Handy Packages,” and long lengths. 

Not sold by any mail order companies 
under its own or any other name. Specify 
“Genuine Alligator Steel Belt Lacing.” 
Order through your jobber. 

Sole Manufacturere 

FLEXIBLE STEEL LACING CO. 

4616 Lexington Street, Chicago 
In England at tS6 Finabnry Pavement» London, B.C. t 
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Order from your jobber today 
. . . then display this compelling 
display container for MORE plug 
fuse sales! 


Carries Underwriters’ Label 


displaying this fast-selling household Item. 


METAL SPONGE SALES CORP., PMhddphia 


THE CHASE-SHAWIVIUT CO. 
NEWBURYPORT - MASS. 










SHERMAN 


Brass Fittings 

for 



Spray Outfits 


are 

POPULAR 

SELLERS 


Fig. 65 


Y 

Fig. 


A high-grade thoroughly depend¬ 
able line. ETvery fitting made of 
durable BRASS especially designed 
to withstand the heavy pressure 
and severe usage to which Spray 
Apparatus is usually subject. 

Pig. 120 shows High Pressure 
Coupling used In connection with 
spraying and car washing, and for 
heavy duty service on steam, air 
or water hose. Fig. 65 shows Spray 
Head and Fig. 63-A Angle Y, Send 
for Literature on complete line of 
Brass Spray Fittings. 


Sold throagh Jobbers. 


H. B. SHERMAN MFG. CO. 
Battle Creek Miehiean 



SOLDERING 
IRONS ARE 

EASIER TO SELL 


FREE! 

Now yeu can let thii 
beautiftti cye-eamneli- 
ini display — free. 
Yen den’t have te do 
anythini birt unwrap 
It and bani It en yeur 
wail over the counter. 
Then watch it do its 
own eelllnil 

Wherever E8IC0 displays are featured at the 
point-of-sale, electric solderini irons arc SOLD! 



Todmy^ lik« eo many hnndrede of our deal- 
Tomtit I Order one of these 
self^erehandiaing** dleploye from your 
dletrihiaor now—or write ns direct, ffirinn 
your dUtriliator*e name, so that we can hill 
the order through him. A quality prodnet 
plus proper 
merchandising 
aNHures you of 
a gnaranteed 
profit—and 

“easy sell- 
Ing’M 




ELECTRIC SOLDERING IRON CO.. INC. 
342 W«ft 14fh Strwwt, N«w York. N. Y. 


New Catalogs 


W aterproofing 

Rainy Day—is applicable to anything 
made of cloth, canvas, leather or wood. 
Maker claims it will not stop pores of 
material and makes leather soft and 
pliable; does not make articles greasy, 
oily or heavier. Protection Products 
Mfg. Co., 503 New Centre Bldg., De¬ 
troit, Mich. 


Dust Mop 

Dispo—utilizes a roll of tissue, chem¬ 
ically treated to pick up dirt. Outside 
layer is torn off as it becomes soiled. 
Attachable to long handle. List price, 
69c; refills, 10c. Hunter Products Co., 
6 N. Michigan Ave., Chicago. 


Dish Rack 

Dutchman’s—in. wide and holds 
12 full-size dinner plates in rubber 
mountings. Adjustable to widths. Avail¬ 
able in red, green, ivory and black. Two 
or more may be fastened together bv 
special clip. List price, 50c; chrome 
finish, 75c; clips, 5c. G. N. Coughlan, 
Orange, N. J. 

Acco Utility Jack 

Suitable for stretching, pulling, bind¬ 
ing or lifting. Capacity 4.000 lbs. Con¬ 
sists of frame with operating parts, 10 
ft. anchor chain. Eccentric axle trans¬ 
mits power through two pawls engaged 
in the wheel. American Chain Co., Inc., 
Bridgeport, Conn. 


Lantern And Battery 

Twin-Six Lantern reduced to two lbs. 
and 33 per cent in weight. Switch is 
on handle to facilitate one hand opera¬ 
tion. Uses 3-volt battery with only two 
connections. Focuses without removing 
glass lens. The General Utility Battery 
is said to equal two old type No. 6 
cells. Reduced 40 per cent in weight 
and 30 per cent in size. Said to be 
leakproof and moistureproof. Burgess 
Battery Co., Freeport, HI. 


FHA Booklets 

“U You Want a Better Home** and 
“How to Have the Home You Want.” 
First explains operation of home mod¬ 
el nization loans up to $2,000. Latter 
gives detailed information about loans 
and illustrates types of homes and im¬ 
provements. Limited copies of e^ch 
supplied without charge. Federal Hous¬ 
ing Administration, Washington, D. C. 


Masback Catalog 

No. 36—767 pages illustrating and 
describing the lines stocked by the 
firm. The catalog has been rearranged 
to provide a more logical sequence of 
merchandise. At the bottom of each 
page is a different promotional line. 
Complete alphabetical index. E. R. 
Masback Co., Inc., 326-328-330 Hudson 
St., New York City. 
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STAINLESS STEEL WARE 


TO RETAIL AT PRICES 
COMPARABLE TO 
ALUMINUM and ENAMELWARE 


Women prefer stainless 
steel. It’s new. It harmo¬ 
nizes with every kitchen 
colorscheme. It's modern. 
And now it's priced to sell 
in volume. 


Your Jobber 
has a 50^ 
Margin deal 
for you. 


STAINLESS STEEL PRODUCTS COMPANY 
LaGrange, III. 



BARDWARE AGE 
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THE MODERN 
COFFEE 
MILL 


for 

MODERN KITCHENS 


The Arcade Crystal Aromatic 
Coffee Mill has style aplenty 
. . . modem style that adds 
tremendously to Its sales ap¬ 
peal . . . but the designers did 
not stop with beauty alone. 
They produced the most effi¬ 
cient mill as well. There Is 
an air tight glass hopper . . . 
a graduated receiving cup for 
measuring . . . and an im¬ 
proved type of CTinding burr 
which permits grinding to any 
degree of fineness from coarse 
to pulverized. Ask your job¬ 
ber to supply you. 



ARtADE 

CRYSTAL 
AROMATIC 
COFFEE MILL 


ARCADE MFC. CO.. FREEPORT, ILL. 


DRCDDE 


WHICH CAME 



And lo moke our story shorty by 


similbr reotoning the some conclusion 
holds true for the brush and point. 
The point come first. However, in terms 
of service to man, though the egg and 
the chicken ore indispensable, each 
can be used individually without aid 
or abetment from one or the other. 

But not so. with the brush and paint. 
Though it is true that the hen begot 
the egg, and paint begot the brush, 
the laws of the respective natures of 


the two pairs follow their Individuol 
paths to glory. The chicken and the 
egg follow one the other as the night 
the day, but paint and the brush hove 
married and they go hand in hand. 
This story is a little longer than we 
originally had intended, but the moral 
is that if you have the 
f%J) J paint we have the brush. 

Fundamentally yours 


baker brush ca. 


A Current Profit Leader Everywhere 
ySALUE “SHO-BLO” 
’““fuse plug 


RETAU.S AT 
Si each 


Speaks for itself 

^ “IT SHOWS WHEN IT BLOWS” 

The condition of the new USALITE 
“SHO-BLO** self-indicating fuse is clearly 
ULrUff indicated by the letters *^OK** while in 
good condition and shows the letters “NG” 
when it blows. 


me. 


m MOK MtmimK! 

There’s nothing else like it— 
yet it costs no more than 
ordinary fuses. Equipped 
with handy porcelain grips 
—distinctive color centers 
for each size, with Under 
writer’s Laboratories seal on 
every fuse. 

Packed 50 to an attractive J 
merchandising display ^ 
carton (as illustrated). 

5 each in convenient con- W 
sumer packages to boost \\ 
your sales and increase \\ 
your profits. Ask your \\ 

Jobber about them — or Vi 

write us today! 








The gr»at»$t bit •# elaetrleal iagMuify !■ yaartl 

UNITED STATES ELECTRIC MFG. CORP. 
SSS-SS 8 West 14 th St., New York, N. Y. 


STOKER LINE 

priced to compete 
in the small-home market 


Phenomenal acceptance of our —direct fi 
1935 automatic coal stokers 59 

has created a business volume 

that, with new cost-reducing _^dve^rt 

machinery, enables us to an- ^ 

nounce drastically lower prices gncc. 
for 1936 ... on regular pre- —particip 
cision-built Link-Belt models, vertisin 
with new exclusive engineer- —nation 
ing features added. The line stokers; 

is complete: domestic to 300 

TT p ^ 100 tra 

—travelin 
help tL 

Backed by a world famous, survey 
$18,000,000, AAAAl rated foi 

company, 60 years in business, gj j 
is an effective merchandising if your t< 
program that includes: signed. 

LINK-BELT COMPANY 

Stoker Division 
2410 W. 18th St., Chicago. 


—direct factory financing on a 
new 59^ plan. 

—^floor plan for display 
stokers. 

—advertising, promotion, 
sales and engineering assist- 
ance. 

—participation in local ad¬ 
vertising. 

—national advertising on 
stokers; the company's prod¬ 
ucts advertised in more than 
100 trade papers. 

—traveling representatives to 
help the dealer train men, 
survey jobs and close sales. 
Write for literature and deal¬ 
er plan; we will advise you 
if your territory is still unas¬ 
signed. 


Send dealer plan to:. 


Address 

H. A. 


• 7 GRAND STREET • NEW YORK 
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Who Makes It? 

Informatfon res«r4ims momre^m of oapplx aa prorlded readoro 
of Hard^tmrm Agm hj tlie Wlio Make* Itt editor la kero pre- 
aeated aa an aid to otkera In tke trade wko may ke aeoktair tke 
aame artlclea. Tke laqalrtea reprodaced kare keea aeleeted ke- 
caaae of tkelr ceaeral latereat to kardware merekaata aad kay- 
era. Tkla editorial featare in eaek iaaae aapplemeata tke aer- 
Tiee readered ky tke ^^ko Makea It?** iaaae pakliaked on Sept. 

SO. 198S. Wkea writiac to tke draui mentioned* atate tkat yoa 
aaw tke prodact llated in Hmr^wmrm doe *<Wko Makea It?^ aee- 
tlon or iaaae. 


Gowanda, N. Y.: Where can we 
purchase soapstone, as used for 
heating purposes? — M. H. Luce 
Hardware Co. 

ANSWER: Vermont Soapstone 
Co., Perkinsville, Vt. 

« « « 

Fort Lauderdale, Fla.: Where 
can we buy double-acting hinges 
for a door % in. thick?—Railey- 
Milan Hardware Co. 

ANSWER: Sargent & Co., New 
Haven, Conn. 

« « « 

Dover, N. H.: Where can we get 
repair parts for Defiance lawn 
mowers?—^J. Herbert Seavey. 

ANSWER: A. & A. Sales & Ser- 
vice, 618 North Gcero Ave., Chi¬ 
cago, Ill. 

« « « 

Danbury, Conn.: Who makes ice 
boats?—^The H. J. Heyman Depart¬ 
ment Store. 

ANSWER: Warhawk Co., 208 
Rock St., Fall River, Mass. 

« « « 

Savannah, Ga.: Who makes Mi- 
carta serving trays?—S. Bernstein 
Crockery Co., Inc. 

ANSWER: Westinghouse Elec¬ 
tric & Mfg. Co., East Pittsburgh, Pa. 

« « « 

White Plains, N. Y.: Where can 
we purchase non-tarnishing silver 
chests?—^Fowler & Sellars Co. 

ANSWER: M. T. Naken, 233 
SchiUer St., Chicago, HI., and As¬ 
sociated Silver Co., 4450 Ravens- 
wood Ave., Chicago, HI. 

« « « 

Shellman, Ga.: Who makes re¬ 
pair parts for the Sanders disc 
plow?—^The Curry Co. 

ANSWER: Rock Island Plow Co. 
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Manlius, N. Y.: Who makes teat 
dialators?—^J. H. Couden Hardware. 

ANSWER: G. P. Pilling & Son 
Co., 23rd & Arch Sts., Phila., Pa.; 
Moore Bros., 83 Green St., Albany, 
N. Y. 

« « « 

Hartford, Conn.: Provide name 
of manufacturer who makes a 1-qt. 
fire extinguisher that operates by 
turning the handle.—^The Tracy, 
Robinson & Williams Co. 

ANSWER: Columbia Fire Ex¬ 
tinguisher Co., Inc., 174 Centre St., 
New York City. 

« « « 

Harrisville, W. Va.: (1) Fur¬ 
nish names and addresses of manu¬ 
facturers of clothes pressing equip¬ 
ment suitable for cleaning and 
pressing shop and (2) who makes 

Kramer wagon wheels?—Stout 

Hardware Co. 

ANSWER: (1) Savage Arms Co., 
100 E. 42 St., New York City; 
United States Hoffman Machinery 
Co., 109 4th Ave., New York City; 
Prosperity Co., Inc., Syracuse, N. 
Y. (2) Kramer Wagon Co., Oil City, 
Pa. 

« « « 

Oil City, Pa.: Who makes hand 
bags, reinforced for carrying money 
from office to bank?—Seep Bros. 
Branch, United Hardware and Sup¬ 
ply Co., Inc. 

ANSW'ER: K. Kaufman & Co., 
169 Murray St., Newark, N. J.; 
Boyle Leather Goods Co., 36 E. 31 
St., New York City. 

« « « 

Fort Madison, Iowa: Where can 
we purchase (1) Aladdin kerosene 
lamps, (2) rubber sink strainers, 
(3) soapstone pancake griddles, (4) 
glass mail boxes?—Hiram’s Paint 
and Hardware. 


ANSWER: (1) Mantle Lamp Co. 
of America, 609 W. Lake St., Chi¬ 
cago, Ill.; (2) Auburn Rubber 
Corp., Auburn, Ind.; (3) Vermont 
Soapstone Co., PerkinsviUe, Vt.; (4) 
Geo F. Collins & Co., Sapulpa, Okla. 
« « « 

Holyoke, Mass.: Who makes the 
Unique Sash Balance?—^J. Russell 
& Co., Inc. 

ANSWER: Unique Window Bal¬ 
ance Corp., 296 E. 134 St., New 
York City. 

« « « 

Abilene, Kan.: Furnish name of 
manufacturer of the Sentinel elec¬ 
tric washing machine.—^Western Re¬ 
tail Implement And Hardware As¬ 
sociation. 

ANSWER: Apex Electrical Mfg. 
Co., 1100 E. 52 St., Cleveland, Ohio. 

« « « 

Martins Ferry, Ohio : Who 
makes a steel cabinet that fits under 
sink to make a cabinet sink com¬ 
bination?—Leo Craver Hardware. 

ANSWER: Steel Kitchen Corp.. 
Connersville, Ind. 

« « « 

Brooklyn, N. Y.: Where can I 
buy shoe calks?—Chas H. Chapman, 
Jr. 

ANSWER: General Mfg. Co^ 
Water bury. Conn.; Star Heel Plate 
Co., 357 Wilson Ave., Newark, N. 
J.; Lufkin Rule Co., Saginaw, Mich. 

« * * 

Asbury Park, N. J.: Who makes 

(1) Fair Facts bathroom supplies 
and (2) the wringer and wash¬ 
board combination?—^Lazarow Bros. 

ANSWER: (1) Fairfacts Co., 
Inc., 234 W. 14 St., New York City. 

(2) Wood-Tex Inc., 137 Greene St., 
New York City. 

HARDWARE AGE 

d by Google 





SCHLurt 

SPettH)^ 


Roller Skates 

If you have not sold *‘CHICAGO” Roller 
Skates in the past, put in a few—watch them 
^o. Then you’ll know how profitable they are 
and why they have a record for “sell-outs.” 

Get in touch with your Jobber or 
write us for prices, displays and helps, 

CHICAGO ROLLER SKATE CO. 

World*B CroatoBt Roller SkutoB for over 34 yomtB, 

4456 Vr. Lake St. CHICAGO, ILL. 


2 NOTHING LIKE GULF ELECTRIC-NIOTOR 

THIS IS THE ONE OIL 
MADE SPECIALLY FOR 
ELECmc AEFRIGEAATOR 
AND WASHER MOTORS. 

HAS WIDE, UNTOUCHED 

MARKET. ADVERTISED jPHP 

better STOCK IT NOW. |\ /sTiw.*' 1 


GULF ELECTRIC-MOTOR OIL 

Write Gulf Petroleum Specialties, Gulf Build- 
_ing, Pittsburgh, Pa., for further informapon. 


NOTHING LIKE THE 

^sss>iL<§m 

THIS CREATURE LIVES IN 
THE WATER THE FIRST PAAJ 
OF ITS LIFE, THEN LOSES 
GILLS, GROWS STRONGER 
LEGS AND MOVES TO LAND. 




owners are renting Floor Sanding Ma¬ 
chines and giving their hardwood floors a beautiful 
t t ^ p &’ Dealers are renting out 

SPEED-O-LITE Floor Sanders and reaping the profits. 

^e offer you a Floor Sanding Machine so easy to use 
that a housewife can operate it about as easily as a 
cleaner. She can reflnish the floors so well, 
that her neighbors and friends will be envious and want 
to rent the same sander. Obviously most floor re¬ 
finishing Jobs will be done by the man. — 

but the point Is that the 


SPEEOj^UTE 

Floor Sander - 


can be successfully used by 
the housewife — it requires no 
experience to operate. Dealers 
are averaging $63.00 per 
month and more with 
a single machine. 

When 2 or more sand- 

ers are rented your 

profits Increase ac- Ha 

cordingly. Our plan 

helps Dealers get busi- 

ness — Our FREE 

Sales Helps attract 

customers and help 

make rentals. Time 

payments if desired. 

Write for full particu- 
lars note. 


Sold 

Complata 

and 

Guarantaad 
For One Year 
Including 
Motor 


LINCOLN SCHLUETER FLOOR MACH CO. 


2I2W.CRAND AVE. 


CHICACO.ILL. 
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TURNOVER 

CHAMPIONS 


CoMt to Coast selling champions because 
they are first of all CpUALITY champions. 
Keep ample stocks alwasrs. 



DAZEY 0« Luxm 

Ftrsiorly 8PEED0 
Amsrlea'i best Tilue In 
can openers. Guaranteed 
for 5 yean—built to last 
a lifetime. 

RETAIL 


DAZEY SMior 


A y a I a e seeood only to 
DAZET DeLuxe. Bapidly 
frowlnf In popularity OTery* 
where. 

*$1.39 RETAIL 
DAZEY jMier 

King of lower priced ean- 
openers. An araaslngly dur* 
able and oflleleot artlelo, 
*699 RETAIL 


DAZEY Sp««do 
SUPER^UICER 

An exoeptlooally eflideni 
Juicer for lemons, oranges, 
small gnpefrult. Btrlklns 
appeannce. Gets more 
Juice easier. Automati¬ 
cally strains oat seeds 
and Pith. 

ni.78 RETAIL 
DAZEY Skarplf 

Patented twin whesla 
make skill uanecossary for 
sharpening any edged 
tmL A Godsend la any 

*$i.Sd RETAIL 


DAZEY CHURN fc MFG. CO. ^ tSS! mT" 



re^s a Catalog# 

You NEED/ 


It will enable you to fill every 

BOLT 
NUT and 
SCREW 

requirement with exactness 
and dispatch. 

Write for your copy today. 


CLmBigsBgiiOt 



Bemiss St., 
MILLDALE. 
CONN. 


Advertising 

Layouts 

{Continued from page 55) 

top of the advertisement as indi¬ 
cated by the geometrical design 
used. In some cases, this main 
heading may consist of two or 
even three lines of type. When 
this is done, the most attractive 
results will be secured by setting 
the second and third lines in a 
somewhat smaller size than the 
first. Each of the three main 
headings in the illustrations ac¬ 
companying this article are of the 
“double deck” type, and in each 
case the second line is set in a 
smaller size. Figures 4 and 5 
show the main heading at the top 
of the advertisement; Figure 6 
shows it placed somewhat lower. 

The main heading is designed 
to secure the attention of the 
readers to the subject of the ad¬ 
vertisement; the subheadings di¬ 
rect that attention to the divisions 
or parts of that subject. Sub¬ 
headings of the same size as the 
main heading would simply com¬ 
pete with it for attention, thus de¬ 
stroying much of the effectiveness 
of the advertisement. While, for 
ease of drawing, all of the head¬ 
ings shown in the illustrations, 
both main headings and subhead¬ 
ings, appear to be in capital let¬ 
ters, generally speaking it is well 
to avoid the use of capitals. In 
any case, (Rule 8) Never set two 
lines of capital letters together. 
They are very difiScult to read— 
they resist the reader’s eye rather 
than invite it. 

The rule of using smaller sized 
type in the subheadings than in 
the main display lines may also 
well be practiced in the size of the 
type chosen for the text matter it¬ 
self. In Figure 5, the lines indi¬ 
cate how the size of the text type 
grows progressively smaller, until, 
in the lower half of the advertise¬ 
ment, it is only about half the size 
of the text used in the introductory 
block. 

It will be seen, too, that where 
the type selected is small, the 
width of the blocks is also less. 
This should always be borne in 
mind when indicating type sizes, 
whether the indication is done by 
means of the lines on the layout 
or by actually marking the sizes 
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Improved PIPE VISES 


The Quality and Features 



The Open Side end Hinged Vise* 
hXYe bodies of certifled malleable 
iron; tool steel Jaws—accurately 
machined; oval-end handle- that 
do not pinch hands. The lUnged 
Vise has an unbrrakahle hook — 
drop forged steel. 


th€a Close Sales 

ARMSTRONG BRO.S. Chain 
Vises (patented) have 1-piece 
Jaws (both Jaws, a single drop 
forging with center lux that pre¬ 
vents bending of the smallest 
pipe!. Base and handle are 
drop forged. Chain, proof-tested. 


The quality and features of 
these vises are typical of all 
ARMSTRONG BROS. Pipe 
Tools — the most complete 
line made—for each Is an 
Improved, a more salable 
tool. 


Write for 
Catalog 



ARMSTRONG BROS. TOOL CO. 

**7A« Tool Holder PeopU" 

314 N. Francisco Aee. CHICAGO. U. S. A. 
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A NEW LINE 
IN A NEW DESIGN 


Multiple continuous twist by WRIGHT 
power looms gives you regular hexagonal 
mesh securely and permanently locked. 
Copper bearing steel exclusively. 

G. F.WRIGHT Steel & Wire Co. 

WORCESTER, MASS., U. S. A. 

New York * Atlanta Chicago Los Angeles 

WIRE NETTING WIRE CLOTH WIRE LATH 

CHAIN LINK FENCE WIRE CLOTHESLINES 


Certainly! You’ll find many good 
accounts advertising under the 
heading of “Sales Representatives 
Wanted’’ in the Cbssified Sec- 
Hon of HARDWARE ACE. Read 
the ads in every issue and you 
will be rp^sonably sure to find 
the kind ot a line you want. 


9946—1%- 


Pardon me for butting in: I’m looking 
for some additional lines to represent. 
Know where I can find any good 
ones? 


•|||r "W They’re 

U nif orm 


Thai^s Why Fowler & Union Brands 
Have Been the Blacksmith'^s Favorite 
for Over 50 Years! 


Uniform from head to 

xiaraness 

in hard feet, drive where you want 
them to go. 

2 ^liavh^ Clean, accurately centered 
hold-fast head; perfect- 
taper blade, entirely free from 
“waves.” Sharp, reinforced point. 

3 0 iia 1 itv 

cision machines, so accu- 
rate that every nail in the box is ex- 
actly the same. 

Three Quality Brands 

NORTHWESTERNCROWN-UNION 

Cold-Kolled 

HORSE NAILS 

Order from Your Jobber 


FOWLER&UNION HORSE NAIL CO.I 

CPlf)ri6^ lOOO MILITARY ROAD, BUFFALO, N. y. | 
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SOLID BRONZE 
PIN TUMBLER PADLOCK 
Features 

MECHANISM—Brass Pin Tumbler 
Cylinder. 

SHACKLE SPRING — Wrought 
Steel Hardened. 

KEY CHANCES — Practically 
Unlimited. Keyed Alike or 
Masterkeyed. 

KEYS - 2 nickel 

silver Ijeys 

i \ I CORBIN CABINET 

A I I J LOCK COMPANY 

tX I ( 1 The American 

^ I p I ' Hardware Corporation 

Sueceasors 
NEW BRITAIN. 
CONN. 

New York Chicago 
Philadelphia 
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for the printer: (Rule 9) Never 
set small type in a wide measure. 
Wide lines of type are confusing, 
except in the very large sizes, as 
the eye has a tendency when re¬ 
turning to start a following line, 
to get lost. The result is that part 
of the advertiser’s message may be 
skipped or the reader may become 
disgusted and avoid reading the 
advertisement entirely. 

Sub-blocks are also convenient 
when separate display is desirable 
for each selling point of a single 
commodity or service, the main 
display in this case taking the 


form of a general introduction 
and appeal, with the subheadings 
and blocks separately listing the 
various merits of the commodity 
or service. Figure 6 indicates this 
use. Here, it will be seen that the 
type size in the sub-blocks is ap¬ 
proximately the same as that used 
in the opening of the advertise¬ 
ment. This course may be chosen, 
or, as demonstrated by Figure 5, 
smaller type may be used. A 
great deal depends upon how 
much the advertiser has to say. 

It will have been noted that the 
various headings and subheadings 


shown have varied considerably 
in width. This is particularly 
noticeable in Figure 1, which ac¬ 
companied the preceding article. 
The blocks appended to the head¬ 
ings and subheadings may be of 
greater or lesser width than the 
headings themselves, or they may 
be the same, at the option of the 
advertiser. This flexibility per¬ 
mits the advertiser to use white 
space or not—or illustrations—as 
he may choose and as the adver¬ 
tised commodity or service |>er- 
mits. 

(AH rights reserved) 


Little Town? What Of It! 

{Continued from page 61) 


sales would be hard to effect. 
They realized that a hardware 
item well displayed would sell 
better than one not so well dis¬ 
played, and determined that while 
they couldn’t increase the pur¬ 
chasing power of their com¬ 
munity, they could arrange their 
stock and store in such a man¬ 
ner that people who had money 
would want to buy. 

They remodeled the store and 
installed the department store 
method of display. A lot of fine 
shelving was put in and items 
on the shelves were spaced lib¬ 
erally so as to give individuality 
to every item. A glance at the 
photographs will show how well 
the Steinkes attained the goal they 
sought. 

Small Tables 

Instead of having long display 
counters in the center of the store, 
Mr. Steinke arranged for a num¬ 
ber of small tables which could 
be approached from all four 
sides by “browsing” prospects. 
This arrangement makes for a 
neat store and has been respon¬ 
sible for many sales. 

The firm has wide aisles and 
traffic on busy days is not re¬ 
tarded, because people can pass 
each other easily. On the shelv¬ 
ing, kitchenware, for example, 
gets a very fine play, and the 
sales in this department jumped 
immediately under the new ar¬ 
rangement. 


The paint department is lo¬ 
cated at the rear of the store and 
is a model of arrangement. Paint 
is attractively displayed in shelv¬ 
ing which permits attention to 
center on the paint the moment 
people come toward the rear of 
the store. 

Mrs. Steinke, who has charge 
of the kitch^ware, states that 
the new arrangement in this de¬ 
partment attracts the attention of 
women. Given generous spacing, 
items attract the attention of prac¬ 
tically every woman customer 
who enters the store. 

Kitchenware Appeals 

“Women will stop and view 
the displayed items and often 
make an additional purchase,” she 
says. “This perhaps would not 
be true if we crowded our dis¬ 
plays as in our old store. We 
try to make our kitchenware de- 


Gas Assn. Booklet 

‘'For the Benefit of the American Gas 
Industry and 63 Million Consumers”— 
40 pages, illustrated. It discusses every 
phase of the American Gas Association 
Testing Laboratories’ work, emphasiz¬ 
ing what the Laboratories have meant 
to both the gas industry and the pub¬ 
lic. It demonstrates the significance in 
merchandising work of national trade 
association certification of products. 
Twelve of its pages are display lay¬ 
outs. The booklet is said to be of value 
to persons interested in selling, dis¬ 
tributing or installing gas-buming ap¬ 
pliances or their accessories. American 


partment so appealing that every 
object on display attracts atten¬ 
tion and creates a buying desire 
on part of the customer.” 

The kitchenware department oc¬ 
cupies practically the entire length 
of the east side of the store, so 
that the average housewife has a 
wide selection of things to buy. 
The firm works on the principle 
that if a customer can be induced 
to buy one item for the kitchen 
that the selling of additional items 
through proper display becomes 
easier. And it has worked out 
that way. 

When one stops to consider the 
fact that the population of Water¬ 
ford is only 750, one can see 
that it took courage on the part 
of Mr. and Mrs. Steinke to go 
ahead with such a remodeling 
process during difficult times. But 
now that business is rising to 
higher levels, they are cashing 
in, because their merchandise is 
displayed in such a way that it 
brings an increasing flow of re¬ 
tail dollars. 


Gas Association, 420 Lexington Ave., 
New York City. 


IngersoU Catalog 

Describes and illustrates lines of 
shovels, spades, and scoops. Loose-leaf 
bound and thumb indexed. IngersoU 
Steel & Disc Co., New Castle, Inch 


Automotive Accessories 

Catalog No. 35—^204 pages—illus¬ 
trated. Contents: automotive acces¬ 
sories, equipment, supplies and parts. 
Vermont Hardware Co., Inc., Burling¬ 
ton, Vt 
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Sell Them 
bv the set 


S^t CATALOG SPECIALISTS 
BiiM Ypur New Cataleg 

W« can make your new catalog outstanding 
for its arrangement, quality and fine appear¬ 
ance. Thirty-five years of catalog compiling, 
printing and binding has shown us the way. 

THE lORTH AMEIICAR PRESS 

HARDWARE CATALOG SPECIALISTS 

728 N, 7th St. •*. MilvMMuheey Wis. 


Every Gun-Owiiing Customer a Prospect for 

^OPPE PRODUCTS 


Sets of 9, 11, 17 bits are fur¬ 
nished in compact cases for 
the convenience of the users. 


It Un’t hard. Every mechanic needs the entire set In bis work, and It 
resolves Itself to a question of selling him once or seventeen times. Bring 
out the value of the case, its use In keeping the bits In order and near at 
hand, preventing lots, etc. Try it. 

Forstner Bits are the only bits that are not dependent on a center or a 
level to guide them. They cut from the outer rim. The entire surface Is 
at work all the time, no Jagged ends; every part of the work la smooth and 
polished. They bore their way through hard, knotty, cross grained wood, 
leaving a smooth hole and clean, polished surface. 

Let us send you catalogues. Order through your jobber or direct. 

The Progressive Manufacturing Co. 

TORRINGTON, CONN., U. S. A. 


SELL HOPPE’S NO. 9 

to keep the borea of all firearms 
free of leadinc, metal fouling, other 
residue, and to PREVENT RUST! 

SELL HOPPE’S 
CLEANING PATCHES 

for use with No. 9. Spotless special 
eanton flannel, ready ent. Seven 
siaes. In seeded dust-proof cartons. 

DISPLAY THESE ALL-YEAR 


SELL HOPPE’S OIL 

to lubricate working parts. Pure. 
Penetrating. Won*t gum. Cleans 
and polishes. 

SELL HOPPE’S 
GUN GREASE 

for ail swabbing'—absolute protec¬ 
tion for stored guns. Reliable emer¬ 
gency bore cleaner. 

SELLERS CONSPICUOUSLY 


FRANK A. HOPPE, Inc., 2314A North 8th Stroet, PHILADELPHIA, PA. 
NEW YOR K - E d. W. Simon Co., Ine., 802 Broadway 
LOS ANGELES—H. L. Bowlds, 108 West 2nd Street 

Order Through Your Regular Jobber 


* USWT AMS MC WTSATWO 
^GM GRADE OIL 
^ lUSnCATlHS SNOISUA 

■ocuj.nsMiwo sett* 

^0 UOKT MACMINCtV 

*• rivMTM ATwrr 



LOWEST-PRICED 
RUBBER-CUSHIONED 
BALL-BEARING SKATE 




RETAILS 
FOR ONLY 


RETAILS 

FOR ONLY 
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aboutthat“Date-line**on“Eveready’* 
Batteries and they’ll appreciate it. 
It just takes a second to point it out 
—but it shows the customer that he 
is getting full value for his money 
— shows him that the batteries you 
sell will last longer. So point out the 
“Eveready*" “Date-line,*' because 
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Don’t Ut It 

Run Away From You 


r 


You’ll End many good accounts 
advertising for sales representatives 
in the Classified Opportunities Sec¬ 
tion. 

Many of these side lines may be 
just what you need to increase your 
commissions. 

If you don’t find the kind of 
line you want, why not adver¬ 
tise for it? Many manufacturers 
look through the Sales Accounu 
Wanted advertisements before they 
advertise for salesmen. 

Take advantage of the oppor¬ 
tunity the Oassified Section offers 
you to keep in touch with the sales 
positions that are open. Read the 
classified section of each issue. 


O 


HARDWARE AGE 

Classified Opportunities Dept, 

m West nth su New York City 
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Lighting for the 

(Conlmiiad 

others, and therefore less easily 
eliminated in some cases than in 
others. Daylight reflections may 
be reduced by artificial light in¬ 
side the window, and the reduc¬ 
tion of reflections will be in direct 
ratio to the amount of light pro¬ 
vided. Indeed, these reflections 
may be completely eliminated by 
building up the brightness of ob¬ 
jects in the windows to a value 
higher than that of objects outside 
the window, and some merchants 
in busy downtown metropolitan 
districts have found it profitable 
to compete with daylight in just 
this way. More will be said on 
this subject later. 

Observation shows that in a 
busy shopping district the very 
best window displays rarely stop 
even 20 per cent of the passersby. 
The 80 per cent or more who do 
not stop pass the average-size win¬ 
dow in about three seconds. Is it 
possible for the show window to 
make any appeal to these hurry¬ 
ing people? 

The usual show window display 
contains a large assortment of 
merchandise and is well suited to 
appeal to those who stop long 
enough to look it over. For this 
reason we may designate the con¬ 
ventional type of window display 
as the shopping window. The 
same characteristics which make 
this type of window effective in 
appealing to the 20 per cent or 
less who stop make it almost en¬ 
tirely ineffective in appealing to 
the 80 per cent or more who huary 
by. Even if the transient pedes¬ 
trian happens to glance at a shop¬ 
ping window for as much as the 
three seconds that it takes him to 
pass it, he receives only a jumbled 
impression of a confusion of ar¬ 
ticles, and even this impression 
probably leaves him the moment 
the next show window catches his 
eye. 

Because it has seemed worth¬ 
while to try to reach and leave a 
definite impression with the 80 
per cent or more who inevitably 
will pass by the store without 
stopping, show window experts 
have developed what is now known 
as the three-second selling win¬ 
dow. It is a radical departure 
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Show Window 

from page 51) 

from the conventional shopping 
window. 

First of all, the three-second 
selling window must contain one 
idea and only one. The dealer 
decides upon one article (or a 
group of related articles) and 
features this article, excluding 
everything else. This unity of 
subject matter is dictated by the 
fact that seeing takes time and the 
human mind cannot in three sec¬ 
onds receive through the eye five 
or ten different impressions that 
will be at all lasting. Three sec¬ 
onds is a long enough period, how¬ 
ever, in which to make one def¬ 
inite impression that has a good 
chance of being more or less last¬ 
ing. This explains why it is neces¬ 
sary to limit a three-second selling 
window to a single idea. 

Having decided upon the sub¬ 
ject matter of the display, the 
dealer next does everything pos¬ 
sible to make it as forceful and 
attention-compelling as he can. 
There are a number of things he 
can do. He knows the value of 
silhouetting and so he gives par¬ 
ticular attention to the background 
of the display. Light merchandise 
calls for a dark background, dark 
merchandise for a light back¬ 
ground, colored merchandise for 
a background of a harmoniously 
contrasting color. Attention given 
to securing a suitable background 
is always worthwhile, for noth¬ 
ing can make an object stand out 
more strikingly than a strongly 
contrasting background. These re¬ 
marks do not necessarily apply to 
the entire window background; 
but the section of the background 
behind the featured object should 
certainly contrast with the object. 
Too often merchants erect an at¬ 
tractive wooden background when 
the store is built and then con¬ 
tinue to use it, without any change, 
for all sorts of displays. Many 
hardware store windows have no 
backgrounds at all, but open di¬ 
rectly into the store interior. This 
detracts from the effect of even a 
shopping window and is especially 
unsuitable for a three-second sell¬ 
ing window. Fortunately, good 
backgrounds may be easily and 
inexpensively made of composi¬ 
tion board, fabric, or similar ma- 
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Made in 3 models 

—a handy one burner 
—a utility two burner 
—a deluxe two burner 


SOMETHING TO TALK ABOUT 

when you sell the 

-GASOLINE 

CAMP STOVE 

Each burner ia individually controlled and operated—permitting fast or alow cooking—in faoty 
it operates exactly like the moat expenaive kitchen range. Thia feature is found only in Turner Stoves. 

The individual and interchangeable generators and burners assure continued service under 
all conditions. 

Instant lighting—fuel tank easily removed for safe filling—built-in pump*—rigid construction 
and non-warping welded grates. Turner Stoves stand up under heavy use. Trim and attractive in 
appearance—smooth enamel 6nish easy to clean. Made by a company with over 60 years' experience 
in manufacturing liquid fuel burning appliances. 

With all these features Turner Camp Stoves cost no more than ordinary stoves. Yon can really 
Sell Turners—your jobber can supply yon. 


IT’S RAINING P 


POR DEALERS WHO ARE SELLING 


RRiny Dflys 

WATERPROOFS ANYTHING — Clothing. Shoot. Boots 
Auto Tops. Tents, Tarpt—No Grease, No Oil — Odorless 
When Dry. 

RAINY DAY olTers year-round profits! It waterproofs In¬ 
stantly anythins made of cloth, canras, leather, or 
wood. Reins free from grease and oil. it can be 
used without harm on any type of material. Does 

not stop up pores or keep out air. Increases life of_ 

material: makes leather toft and pliable. Sares 
its small cost many limes over. Order from 
your jobber or direct if he cannot supply you. I \ ^—> 

PROTECTION PRODUCTS MFQ. CO. \\ V 

7436 Second Ave. Detroit \ * 


SEND F 

FRE 

DEMONSTRA 


Show your customers that you can make 
a hole hold water! A demonstration that I 
sells this new waterproofing on tight! 
Backed by national advertising campaign. 


■■■■■■I 

APPEARANCE... POPULARITY 
PROFIT... 


H o tool Nfw hm Niooo Hwoo thinqs H bos ovorything wooded to build o good tool bwsinoos. 
Thowdiooso VIchoh bond tools foe open teblodlsployswhofo quick solos ore wontod. A small 
Inventory con include a comploto prko range to satisfy ony podcolboek. Write for details. 




VLCHEK TOOL COMPANY, Clev.land, Ohio 


Sell A Nationally Known Solder 


Cere Solder 
Flux & Paste 


Ruby fluid prodneU are nmtionaUy known for 
perfect soldering reaulta and are in eon* 
atant demand by millions of satisfled users. 

pteadv profit makers are furnished in 


attractive containers and self-selling cart 


Available in flax, paste, rosin or acid 


WRITE FOR FREE SAMPLE 


RUBY CHEMICAL CO 


58 McDowell St. Columbus, Ohio 




YOUR TRADE Will Be Immensely Satisfied with 

R. MURPHY'S STAY SHARP 
WORK KNIVES 

The finest work knives of their time—of all time—manufac- 

0.*.r Cood S.«.r. 

Butcher Knives 

Shoe Knives Xf ^ ‘' 

Oyster Knives 

Skiving Knives /if l ' -■ 

Rubber Knives iff * ini:^ 

Mackerel Knives W OIL CLOTH KNIFE 

Pruning Knives 3 Slxew—2Vk''—3"—3%'' blades 

*^r"*T** Highest quality—Reasonable prices—Abso- 

lute dependability—There is money for you 
Manual Training in the sale of R. Murphy Stay Sharp Work 
Knives Knives. Complete Catalog on request. 

Roofing Knivee 

Shirt Cutteiv. ROBERT MURPHY’S SONS CO. 

Handles" Ayers, Mass., Est. 1850 


3 Sixes—2Vk''—3"—3%^^ blades 
Highest quality—Reasonable prices—Abso¬ 
lute dependability—There is money for you 
in the sale of R. Murphy Stay Sharp Work 
Knives. Complete Catalog on request. 

ROBERT MURPHY’S SONS CO. 

Ayers, Mass., Est. 1850 
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DIFFERENT and BETTER\ 

K ieap compefifion—make better profit—with ^ 
jnd other of the worth-while items in the line ot 

FRtra 


^No. 29 Door Pulr 
—For large, heavy 
doors and gates. 


No. 708 Extra Heavy Tee 
Hinge—Made of heavier 
gauge steel — tighter 
^^•oints. 


No. 717 Safety Hasp 
—A unique combina¬ 
tion of hasp and 
latch. 


% 


No. 22 "Poil-\\ 
tive" Latch—^ 
Heavier - \\ 
more service* V 
able. May be ^ 
locked with pad¬ 
lock. 


qUwuuOeed BUILDERS HARDWARE 

V Complete Hard- Garage Hardware Barn Door Hard-\\ 

^ ware In Sets—For —"C>ver-the-Top" ware—DoorHang-^\ 

'X cupboard doors *^“olnd «« “ Track, -V 

\\ cabmets, eeUar Corner Sets — Gable Door Sets.tX 
^Windows, screen sliding Folding 

\\ doors, screen Sets — Swinging Hinges, Hasps, ^ 
\\sash, etc. Sets. etc. \\ 

>\lFn’fc for Dealer’*s Information and Prices^ 

'\fRANTZ MFG. CO.. STERLING. ILLINOIS> 


No. 275 Sash^m^n 
Hanger — 

novel "easy-^^^^^* 
on, easy-off hanger for 
screen or storm sash. 


No. 938 Light 
Narrow Built— 
A high grade 
wrought steel 
ktight pin hinge. 


.. 1 




i. 
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A better, stronger lacing made 
to American standards, that 
I you can recommend for all gar¬ 
age, farm and shop uses. Breaks 
] to width. Put on with hammer 
in few minutes. In boxes or 
"llandy Packages." Profitable. 

H'rife /or CireMlar. Prictt 

Armstrong-Bray & Co. 

Th9 Belt Lacino People 
304 N. Sheldon St.. 

Chicago, U. S. A. 


ROCHBSTBB ADJUSTABLE 
SASH BALANCES 

A product of Guar^ 
anteed quality* Real 
^ handling 

them. 

Write for prUee* 

mmtB ■■laaee Co.e Im* 
KocliMtor* N. T. 


VY/ITH the increase in building construction a new 
yr fence market is opened for progressive hardware 
dealers. Write for profit making plan on Stewart Fences 
and kindred steel specialties. Catalogue on request. 

The STEWART IRON 
WORKS CO.. Inc. 

334 Stewart Block 
Cincinnati, Ohio 


In the heart of Philadel¬ 
phia . . . socially, commer¬ 
cially and geographically. 


BELLEVUE STRATFORD 

CLAUDE H. BENNETT, General Manager 
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terials, and adapted to the par¬ 
ticular displays with which they 
are used. 

The lighting of a three-second 
selling window is of prime impor¬ 
tance, and requires quite different 
treatment from that of the shop¬ 
ping window. Whereas good gen¬ 
eral lighting will suffice for the 
shopping window, the three-second 
selling window should have local¬ 
ized supplementary lighting as 
well. Ilie featured merchandise 
should be made to stand out by 
being spotlighted or floodlighted 
to a level of illumination several 
times that prevailing in the rest 
of the window. The eyes of pass- 
ersby are involuntarily drawn to 
a small area of high brightness 
and if there are no other brightly 
illuminated objects in the window 
to distract the attention, they will 
remain on the center of attraction 
as long as it is in view. For the 
three-second selling window it is 
suggested that as much wattage be 
put into spotlighting or floodlight¬ 
ing as is used for general illu¬ 
mination. 

Colored Light 

Colored light has its place in 
the three-second window as one of 
the essential ingredients that give 
the window maximum attracting 
power. Color caps may be used 
on the regular general lighting 
equipment to establish any de¬ 
sired color tone for the whole win¬ 
dow. It must be stressed, how¬ 
ever, that colored light should not 
be used to illuminate the single 
central idea that the window fea¬ 
tures, for colored light is almost 
sure to destroy the natural color 
of the merchandise. Nothing but 
white light should be used on the 
central feature. It is not neces¬ 
sary to take precautions that none 
of the colored light in the window 
falls on the central object because 
the strong white spotlighting will 
wash out the colored light and re¬ 
veal the object in its true color 
quality. 

One more word about the back¬ 
ground. It is important that all 
lines on it should tend to lead the 
eye in toward the central idea 
rather than away from it. If any 
decorations appear on the back¬ 
ground they should be designed 
with this thought in mind. Too 
many show windows have what 
may be termed confusion back- 
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grounds, that is, backgrounds 
which lead the eye nowhere in 
particular and act as a sort of 
camouflage against which mer¬ 
chandise is hidden rather than re¬ 
vealed. Lines should point at the 
central object. Converging lines 
outline areas that come to points 
and these points should always be 
directed at the featured object; 
otherwise they will lead the eye 
away from the object rather than 
to it. 

Three-Second Selling 

The three-second selling window 
offers a practical and compara¬ 
tively inexpensive solution to the 
problem of reducing daylight re¬ 
flections in the window glass. In 
most cases the small area of high 
brightness will more than over¬ 
come whatever exterior bright¬ 
nesses are reflected from the pol¬ 
ished surface of the window glass, 
thus assuring excellent visibility 
for the display. To be sure, the 
three-second selling treatment does 
not eliminate reflections which may 
tend to obscure other portions of 
the window, but since this type of 
window features only one idea, 
much is gained if the main idea 
shines through. Naturally, the ex¬ 
pense involved is only a fraction 
of what it would cost to light the 
entire window to a brightness high 
enough to eliminate all reflections. 

The hardware dealer may fairly 
ask, “Suppose the type of show 
window that you describe does gel 
an idea across to the 80 per cent 
who do not stop. What good does 
that do me if they keep right on 
going? Fm interested in getting 
people in my store.” The answer 
is that the three-second selling 
window makes a bid in the present 
for customers in the future. It has 
been said that we receive at least 
80 per cent of our impressions 
through the eyes, and that visual 
impressions may be re-experienced 
in memory more easily than im¬ 
pressions received through the 
other four senses. If a merchant 
can succeed in imparting one defi¬ 
nite idea to 80 per cent of the 
people who pass his store, the 
chances are good that some of 
them will remember it the next 
time they are in the market for 
the particular conunodity dis¬ 
played. This makes it difficult to 
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WHITING 

ADAMS 



WHITING-ADAMS 
C □ M P A N Y 

690-710 HARRISON avenge • BOSTON,MASSACHUSETTS 


Thi 



U . is made in the Ohlen-Bishop 

factory from saw steel that years 
of precision testing have proved to be the highest quality. 
It? every feature is perfected by veteran craftsmen working 
with modern machinery. That’s why its rutting and wear¬ 
ing qualities are ideal. In this saw you can give your 
customer the best value to be had. And your cost on it 
gives you a far greater margin of profit —^because Ohlen- 
Bishop holds to a centralized manufacture and a remark¬ 
ably efficient distribution. Order a stock from your jobber, 
NOW, 

The OHLEN-BISHOP CO.. Columbus. O. 

We Sell Through Wholesale Distributors ONLY 


TREEKOTE 

EMULSION 


Newest and most efficient Tree Wound Dressing, Pruning 
and Grafting Compound for all types of tree wounds. Also 
protects trees from Insects and fungi. 
Ready for use. Applied cold. Dries 
quickly. Not affected by climatic 
changes, or hottest weather. Eco- 
; nomlcal, 1 pt. to 5 gal. cans. Another 

floe product is TROWBRIDGE Graft- 
‘og Wax for grafting, budding and 
^ ' trimming all trees, shrubs, vines, etc. 

New and 1 lb. pkgs.; also 5 and 

10 lb. containers. Write for prices. 


WKIKDCUnillCCOM 

APPCIED COLD 
’^ALTCR C. CLARK & SON 

_ MIUFOWO. COWH __ 


STOVINK 


The Only Black 
That Stays Black 




Walter E. Clark & Son 

Milford Box E Conn. 


NEW 

Silent Salesman for 

STOVINK 

Will greatly increase your 
sales of this thoroughly 
established necessity. Stov- 
ink-blacking for hot stoves— 
guaranteed not to bum off— 
is in steady demand every¬ 
where. 

All shipments of one-ounce 
size now being made in new 
display carton containing 
twelve bottles. 

JOHNSON'S LABORATORY, Inc. 
3Ianufacturina Chemists 
WORCESTER, MASS. 


KNOWN QUALITY 

SHARK BRAND CHISELS 


TRADE MARK 


are made In 

Bawara Sweden from 

® finest Charcoal Steel. 

Initatlans Sturdy and well made. 

" “ Discriminating workmen appre- 

elate their known quality. Because 
of their reputation as dependable tools, 
they sell with little effort which means sure 
profits to you. 

Stoetced hy leadiny jobbers, or write 

SANDVIK SAW & TOOL CORPORATION 

107-109 Lafayette St. 740 Waahington Ave., North 


New York, N. Y. 


Minneapolis, Minn. 


Get These 3 MARBU^S 
Bestsellers!^^ 


You can make extra profits on every Run sale by stocking 
these popular leaders In hunting sights. Get our Free 
Marble Counter Sight Selector. Shows effect of different 
sights with various backgrounds. Grder from your jobber 
or order direct from factory, giving jobber’s name. Write 
to<lav for free trade catalog. 


'Vb'—'st 


Marble's Flexible Rear 
Sight 

Will stand the hard 
knocks — always eatla- 
factory to the customer, 
and a profit item for yon. 
RetaUt at $4.00. 


Marble's Sheard Gold 
Bead 

This famous sight is in 
use on thousands of hunt¬ 
ing rifles. One of the moat 
satisfactory sights for all 
conditions ever devised. 
Retails at $1.50. 


Marble Arms & Mfg. Co. 


Marble's Standard Sight 
The ideal sight for tiie 
economical buyer who 
wants an exceptionally 
good field sight. 1-16". 
3-32" or 1-8" Ivory or 
Gold Bead. Retells for 
$ 1 . 00 . 

540 Delta Avenue 
Gladstone, Mich., U.S.A. 


COBURN 


GARAGE DOOR HARDWARE 

• Satisfactory operation of garage 
doora is assured when Coburn ga- 
rage door hardware eete are used. 
A complete line It offered, Includ¬ 
ing straight sliding aets, aliding- 
folding aets, round-the-corner seta, 





■:wyf]:4diy7 


Stock and Profit with 

“G & B” QUALITY Products 

POULTRY NETTING 
STRAITLINE FENCING 
GALVANIZED HARDWARE CLOTH 

SCREEN WIRE CLOTH: 

“PEARL” 

“ACME” ELECTRO GALVANIZED 
PAINTED BLACK 
COPPER 

BRIGHT and ROMAN BRONZE 

The Gilbert & Bennett Mfg. Co. 

B$talfU$hed 1818. Ameriea*9 Oldest Woven Wire Faetorw-Usnufaetmrere 

WIRE CLOTH, NETTING and FENCING 

Galvanized Steel Wire Cloth in all Meahee and Gaugee 
NSW York City Oserfstewn, Conn. Blue Island, III. Kaniat City, Me. 
Baa Franc isee 
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fCHANICS «nd MACHINISTS 
, cvcrywKcrc prefer "Oiicejo 
RewKidc" Hemmen beceine their 
weijhted heeds strike powerful, true, 
fson>inerrlnj blows. Their toujh 
(compressed water buffalo hide) in< 
- serts hold their smooth face, are 
easily replacable. Every sale makes 
a repeat customer. The eutst»nJint 
line of "soft" hammers, mallets, 
, all sizes. Write for circular. 


Chicago Rawhide Mfg. Co. 
12S5 EbtM Avewt. Chicaf*, U. S. A. 


TAe 

Original 

SUPERIOR 
DOOR CATCH 

A popular all-year profit maker 
for pan 30 yean. Especially 
saleable during *‘fiy months." 
Individually mounted on attrac¬ 
tive ilsplay cards. Stock up 
now I .vny jobber, or 

SUPERIOR DOOR CATCH 
COMPANY 

STATION B-SUPERIOR. WIS. 


STEEL MORTAR HODS 



No 


158 


Ne. 
Mertar 


26*xl2'' 
X MV's' 
deep 


dripping onto 
tho us«r*$ bach. 
Made entirely of 
steel with wooden 
shoulder saddle 
and handle. 
Edges are heavily 
reinforced. The 
fork Is pressed 
from heavy gauge 
steel. 


Write for prices. 

The Cleveland Wire Sprlntf Co. 

E. 38lh St. and Hamilton Ave. 

O O Cleveland, Ohio O O 


// 


MADE IN U. 5.A. 


[ask your jobber [ 


H D YT t. wo RTH E N 

TANNING CORP. 
HAVERHILL MASS. 


SWSfusr 

cAaMDIS 


Good 

Managomont 


* is merely Hie transmission of 

* the intentions and purposes 

* of the management through 

* the staff to the customere 
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determine the effectiveness of a 
three-second selling window dur¬ 
ing the period it is in use, since it 
may bring in business long after 
the display has been changed. 

It is not our intention to recom¬ 
mend that the three-second selling 
window be used to replace the 
shopping window. It is a window 
for occasional use, and experience 
will indicate how often it is advis¬ 
able to use it. Stores with two 


show windows, of course, are in 
a position to enjoy the advantages 
of the shopping window and the 
three-second selling window at the 
same time. Doubtless the three- 
second selling window will be 
found more effective in some lo¬ 
calities than in others. Its suc¬ 
cess, furthermore, will be affected 
by the judgment of the dealer in 
dbplaying the right merchandise 
at the right time. 


Showmanship 

(Continued from page 47) 


with the fact that the October 
sale has become an institution 
which the public remembers, is 
enough to create sufiEcient inter¬ 
est to carry the first week nicely. 

Special attractions help carry 
the interest through. 

“The bazaar,” Mr. Newman con¬ 
tinued, “was the big boost in 
the third week. It not only caught 
the public interest, but served to 
create enthusiasm within the or¬ 
ganization.” 

Distribution of 10,000 well- 
printed and nicely bound cook 


Convention 

National Retail Hardware Asso¬ 
ciation Thirty-seventh Annual Con¬ 
gress, Hotel Chalfonte-Haddon Hall, 
Atlantic Gty, N. J., July 20 to 23 
inclusive, 1936. H. P. Sheets, man¬ 
aging director, 130 East Washing¬ 
ton Bldg., Indianapolis, Ind. 

Southern Hardware Jobbers’ As¬ 
sociation Forty-sixth Annual Con¬ 
vention, jointly held with the 
American Hardware Manufacturers* 
Association Seventy-second Semi- 
Annual Convention, Memphis, Tenn., 
April 20 to 23 inclusive, 1936. Sec¬ 
retary Manufacturers’ Association: 
Chas. F. Rockwell, 342 Madison 
Ave., New York City. Secretary 
Jobbers’ Association; T. W. McAl¬ 
lister, 1020 Grant Bldg., Atlanta, 

Ga. 

Southeastern Retail Hardware and 
Implement Association 22nd Annual 
Convention and Exposition, Gty 
Auditorium, Atlanta, Ga., May 19 
to 21 inclusive, 1936. H. M. Sim¬ 
mons, secretary, 317 Ten Forsyth 
Street Bldg., Atlanta, Ga. 

Triple Convention of the South- 


Digitized 


books of Italian recipes, and the 
inevitable pick-up created by 
“last days” advertising, carried 
Brown’s nicely through the final 
week in the anniversary sale last 
year. 

An indication that the whole 
firm profits by the way in which 
this anniversary sale is handled 
is shown by the fact that in No¬ 
vember, the month following the 
sale, a 10 per cent salary increase 
to all employees receiving less 
than $100 a month was an¬ 
nounced. 


Calendar 

em Supply and Machinery Distrib¬ 
utors’ Assn., the American Supply 
and Machinery Manufacturers’ 
Assn., and the National Supply and 
Machinery Distributors* Assn., Hotel 
Ambassador, Atlantic Gty, N. J. 
May 11 to 13, inclusive, 19^. Sec¬ 
retary, National Association: H. R. 
Rinehart, 505 Arch St., Philadd- 
phia. Pa. Secretary, American As¬ 
sociation: R. Kennedy Hanson, 916 
Gark St., Pittsburgh, Pa. Secretary, 
Southern Association: Alvin M. 
Smith, c/o Smith-Courtney Co., 
Richmond, Va. 

The Hardware Association of the 
Carolinas Annual Convention, 
Charleston, S. C., June 9 to 11 in¬ 
clusive, 1936. Headquarters and ses¬ 
sions: Francis Marion Hotel. Arthur 
R. Gaig, secretary, 803 Commercial 
Bank Bldg., Charlotte, N. C. 

The Retail Hardware Association 
of Alabama, Inc., Annual Conven¬ 
tion and Exhibit, Mobile, Ala., May 
5 to 7 inclusive, 1936. Headquarters, 
sessions, and exhibit: Battle House. 
J. H. Gowe, secretary, 410 N. 
Twenty-first Sl, Birmingham, Ala. 
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LrSS MOTOR 


Bommer 

Checldng Floor fflngec 


Suitable for 
aU sizes and 
kinds of 
doors, metal 
or wood 

Write for Ultutrated caudogue 

Boounor Spring Hinge Co., Brooklyn, N.T. 


Widely advertised In 
leading National 
magazines, 

HAMILTON BEACH CO. 
RACINE. WISCONSIN 


WILDER’S Lion HaU-Soles 

_ Hw Popular Display Assortment In Tiio 

I wuoEirs LION HAD soi^ ^0 Lion Tap Cabinet 

I Contains 1 doa. pairs each of 10<. 15^, 
^ a. . 20t and 2S4 grades of Lion Taps. Total 

4 dos. pairs eompUte wUk naU$. Gross 
7 ' S about 15 lbs. Sold through Job- 

KX * a. ' JO. H. T »*>“« *8 * 0 - Deoler’. 

pRUHrrKJM* MEAKSi DouBti. exAS I profit 50%, 


through Job- 
•0. Dealer’s 


Refills always available. 

Lion Taps are also sold for display independent of cabinet, packed one 
dozen purs of a grade in an attractive display carton, Pnces range 
from 10^ per pair to 50^ per pair, including n^s. 

Give us natne of your jobber mnd receive FREB, a mansole 
Vair of lOi I^IOy TAPS. 

WILDER &COMPANY-S see 1877 

Chicago. Illinois 


for Safety and 

Satisfaction 

AGCO 

WELDED and WELDLESS 
CHAIN 

Mada by tha World's Largest 
Manufacturar of Welded 
and Waldlass Chain. 
American Chain Company, Inc. 
Bridgeport, Conn. 
World’s Largest Manufacturer 
of Welded and Weldless Chain 


Po^vlcUfCL 


ONE-HAND 


OPERATION 


LOW COST 
FAUCETS 


No. 60 


SIWW^^ 

No. 50 


These are real sellers and offer you an attrac¬ 
tive extra profit. Absolutely leak-proof and 
dependable. Made of close-grained grey 
iron (cadmium plated). Guaranteed to hold 
all non-corrosive petroleum liquids. 

STEARNS faucets open a greatly widened 
market because they are lower in price than 
bronze faucets of this type. 

Self-Closing Faucet (No. 60) U. S. Std. Pipe 
Thread. Flow. Special impregnated leather velve 
facing is permanent. No replacement necessary. 
Lock-Lever Faucet (No. 50) U. S. Std. Pipe 
Thread. Flow. Plug ground to each barrel. 

Spring washer holds tight joint. 

Ask your iobber for STEA8MS faaeeft. 

E. C. STEARNS & CO.SYRACUSE. N. Y. 




THIi MEW ALL-METAL 
REVOLVING DISPLAY 


A display of Moore Push- 
Pins, glass and aluminum 
y heads, and pushless hangers, 
will ring up many an extra dime 
on your cash register. 

A new revolving display cabinet is 
given free with an order for 72 
assorted window front packets. 
Start today to increase your pro 
fits ... order from your jobber. 

MOORE PUSH-PIN CO. 

113-125 Berkley St-, Phila. 


QtewlQ36 

Qflotlel Cfenuine 

No down payment —3 years to 
pay. Write for details on this 9 in. x 
8 ft. Workshop Precision, back-geared, 
screw-cutting Lathe. Made in 8 differ¬ 
ent drives and 4 bed lengths. 

88 practical attachments are 
available for this lathe. |[f VJ 


WRITE FOR ^ 
k CATALOG "V 


RKS 

EiaE.MADISON ST. SOUTH BCND.IND. U.S.A. 


HELP! 

We’re not asking for it—ireVc offering it! The 
time—April 9lh. The place —Hardware Age, 
The purpose—bigger and heller brush sales for 
you. The product—Gold Stripe Brushes, the Gold 
Standard of Brush Quality. 

PITTS BUKGH 

PLATE GLASS COMPANY 

BRUSH DIVISION 

Baltimore, Md. 

Manufaeturers ef WaUhide, Woterspar, Florhide, end ether 
nationelly known paint products. 
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Classified Opportunities Section 


Use this section to reach Hardware Manufacturersy Manufacturers* Agents, 
Jobbers, Jobbers* Salesmen, Retailers and Retail Salesmen 


• CLASSIFIED ADVERTISING RATES • 


Positions Wanted Advertisements 

•I tpeclal rate of one cent a word, aaini* 
■lani 50 cents per Insertion. 

All Othor CloMlflcotiont 

Set Solid, Maximum of SO words.$3.00 

Each additional word. .06 

All Capitals, Maximum of 50 words. . 4.00 

Each additional word.06 

AUow Seven Words for Koyod Addrmss 

Box*d Display Ratos 

I inch .$5.00 

Each additional inch.<4.00 


Discounts for Consocutivo Insertions 
4 Insertions, 10% off | 8 insertions 15% off. 
Due to the special rate, these discounts do 
not appljr on Positions Wanted Advertise* 
ments 
— O — 

REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
noi currency. 

— o — 

HARDWARE ACE Is published every other 
Thursday. Classified forms close IS days 
previous to date of publication. 


NOTE 

Samples of Literature, Mer¬ 
chandise, Catalogs, etc., 
not be forwarded. 

— a — 

Addrass your corrospondencs and roplios to 

HARDWARE AGE 

Classified Opportunities Dept. 

239 West 39th St., New York City 


‘-.LfS P;,! KESKNTATlVrS WANTi i ' 11 S U FS R! ' Kl SI.NTA I'IVKS '.VANTL:: | 


» Business Opportunities 


Sales Representatives Wanted 

To aell leather half aoles and robber heels to 
jobbers in New England. Ohio, Indiana and 
Southwest. Straight commission on all orders re¬ 
ceived from territory. Line established in 1920. 
THE HAGERSTOWN LEATHER COMPANY 
Hagerstown, Maryland 


IF YOU CAN SELL PADLOCKS and latches 
in Ohio, West Virginia and Western Pennsyl¬ 
vania on commission basis, write, giving 




ox B-1000, osre of Haaowabb Agb, 239 W. 39th 
St., N. Y. aty. 


WANTED — SALES REPRESENTATIVES 
NOW CALLING on the retail hardware trade in 
the states of New York, Pennsylvania, Indiana 
and Wisconsin to represent a reliable manufac¬ 
turer of hickory tool handles. Address Box F, 
Puxico, Mo. 


WANTED — HARDWARE SIDELINE 
SALESMAN — EXPERIENCED and weU ac- 
qnainted in department stores, retail, hardware 
and garden supply houses for ^ling fast moving 
item. Address Box B-975, care of Habowabb 
Aob, 239 W. 39th St., N. Y. Oty. 


ESTABLISHED MANUFACTURER WANTS 
SIDE LINE salesman calling on hardware deal¬ 
ers. State Rights open on commission basis on 
high-grade nationally known product universally 
used. Sutc experience and territory wahted. 
Address Box 147, Hamilton, Ohio. 


SALESMEN DESIRING PERMANENT 
CONNECTION WITH reliable corporation man- 
ufacturing finest fastest sellers, call on furniture, 
hardware, department stores, also jobbers, either 
whole or part time. Address—Dustmaster Corp., 
Dept. H-3. 600 First Avenue North, Minneapolis, 
Minnesota. 


SALESMEN, FOR EXTREMELY ACTIVE 
AND quick repeating insecticide, who call upon 
hardware, grocery and drug trades, wholewe 
and retail. Commission basis. Offers fine oppor¬ 
tunity for permanent and profitable connection. 
Address Box B-995, care of HABDWAaa Agb, 239 
W. 39th St., N. Y. City. 


WANTED. SALESMAN TO REGULARLY 
CONTACT retail and wholesale hardware trade; 
commission basis. Builders' hardware specialtia, 
padlocks and night latches Openings in certain 
protected territories. State experience, extent of 
coverage, etc. Address Box C-23, care of Habd- 
WARE Ace, 239 W. 39th St., N. Y. City. 

REPRESENTATIVES’ OPPORTUNITY FOR 
A SENSATIONAL new development in quality 
cooking ware—combination of Stainless Sted and 
Aluminum—No Competition—Liberal Commis¬ 
sion to experienced Salesmen who know Depart¬ 
ment Store, Hardware and Premium Trades. Ad¬ 
dress Box C-7, care of Hardware Ace, 239 W. 
39th St.. N. Y. City. 


MANUFACTURERS’ AGENTS OR SALES¬ 
MEN WHO can add high-grade, reputing line. 
Sold all hardware stores and electrical supply 
trade, to take on product of established manu¬ 
facturer. Liberal commission basis. Exclusive 
territory allotted. Must have following. Give 
fully, points covered and times yearly. Address 
Box C-17, care of Habdwabe Ace, 239 W. 39th 
St., N. Y. City. 


SALESMEN WANTED CALLING ON RE¬ 
TAIL hardware and paint stores. All territories 
open. Good commission basis. We are placing 
on the market, D-Zine-O Art Paint, which de¬ 
signs itself. The most sensational, decorative 
paint-finish created. Can be sprayed, brushed or 
dipped. Six Standard colors. Special colors 
made to order. Address—Lyndburst Laboratory, 
Box 284, Lyndburst, N. J 


WANTED A SALESMAN IN AN ESTAB¬ 
LISHED retail hardware store selling general 
hardware, house furnishings^ refrigerators, wash¬ 
ers, ironers, range and radios; located jnst out¬ 
side of New York City. Single man preferred. 
Age not to exceed 25. Write stating experience, 
and salary expected. Good opportunity to right 
party. Address Box C-10, care of Hardware Ace, 
239 W. 39th St, N. Y. City. 


TWO SALESMEN CALLING ON RETAIL 
hardware, housefumishing and derartment stores, 
to sell a good and complete line. Territories open 
are: Buffalo, Rochester and Syracuse area, and 
the New England states, particularly Connecticut. 
Prefer men who reside in these territories, and 
who have experience in selling housefumishing 
goods. Give full details. Address Box C-6, care 
of Haro WARE Ace, 239 W. 39th St., N. Y. City. 


SALESMEN — REPRESENTATIVE NEW 
YORK WHOLESALE hardware, housefurnish- 
ii^ and electrical goods house r^uires the ser¬ 
vices of several men for Metropolitan area. Long 
Island, Westchester, Jersey. Must be thoroughly 
experienced. Only those with following need ap¬ 
ply. State with whom employed last &ve vears. 
Confidential. Commission basis only. Address 
Box B-996, care of HAanwAaE Aca, 239 W. 39tb 
St., N. Y. City. 


WANTED FACTORY REPRESENTATIVE 
FOR WESTERN Pennsylvania, Northern West 
V'irginia and Ohio River towns adjacent to 
Pittsburgh—to c?ll on Wholesale Hardware, House¬ 
fumishing and Notion trade to represent a na¬ 
tionally advertised and universally used kitchen 
essential—popular price—known from Coast to 
Coast. Commission basis, furnish information 
concerning other factories you represent. Will not 
be addressed without consent. Address Box C-8, 
cs»re of Hardware Age, 239 W. 39th St., N. Y. 
City. 


MANUFACTURER OF HIGH-GRADE LINE, 
moderately priced ironing tables, step ladders 
and various other wooden spec^ties, desires 
experienced salesmen on commission basis, who 
call on hardware, furniture, variety and depart¬ 
ment store trade regularly every four to six 
weeks. Men for each of the following states: 
Illinois, Iowa, Wisconsin, Missouri, Indiana, 
Michigan, Nebraska, Ohio and West Virginia. 
Full protection repeat business. Reply, giving full 
details of yourself, other lines carried and terri¬ 
tory covert regularly. Address Box C-18, care 
of Habdwabe Age, 239 W. 39th St., N. Y. City. 


An Eftablished Factory Since 1850 , 

fully squipped and adapted for work In maul or 
oalluloaa materials, daalraa new articles or cooBpoasBt 
parts of products to manufacture. With a Selea Or- 
tanlaatlon coreiinc the U. 8. we are alio tntereated 
in marketina new or old aiUcloa of merit. Write 
flTlDf details. 

HAMPDEN MFC. CO., INC. 

17-A Warrm St., N. Y. City 


RELIABLE EXECUTIVE 

of export firm going to England and South 
Africa tan undertake for reasonable fee aalea 
promotion, adjnatmenta. inveetigationa. snr- 
veya, or similar confidential duties. Address 
Box C-16. care of HARDWARE AGE. 239 W. 
89th St.. N. Y. aty. 


EXPERIENCED MAN IN RETAIL AND 
wholesale hardware and paint business with 
executive ability, to manage laree store. .Also 
opportunity to invest money, if proven satis¬ 
factory. Address Box C-21, care of HARDWAaa 
Age, 239 W. 39th St.. N. Y. City. 


CONTACT YOUR TRADE REGULARLY 
WITH business-building house organ. Low cost 
—big returns. 500 copies, $10; 1000. $15. Your 
ad us full front page. Enclose with statements, 
letters. Manufacturers, Jobbers, dealers, agents 
—get sample. Address Crier’s Agency, 1840 E. 
87th St, Qeveland, Ohio. 


FOR SALE — PRIMARILY WHOLESALE 
HARDWARE and iron works in prosperous city 
ot the Southwest, serving population of over 
100,000. Business shows uninterrupted profits 
over many years. Purchase price $2()0,000. 
Parties contemplate red ring from business. Onlv 
well-financed and legitimate prospects considered. 
Address Box B-998, care of HAaowAaa Agb, 239 
W. 39th St., N. Y. City. 



OLD ESTABLISHED FIRM WITH SALES 
organization could handle additional exclusive line 
for hardware and electrical trade. Address Box 
C-9, care of Hardware Age, 239 W. 39th St, 
N. Y. City. 


UNES WANTED—I AM SELLING 300 goo<f 
loyal retail hardware accounts in Oregon, Wash¬ 
ington, Idaho and Montana; will be glad to hur 
from manufacturers wanting representation. Ad¬ 
dress Box 2150, Portland, Oregon. 

MANUFACTURER’S AGENT IN CHICAGO 
IS expanding his field of operation ai^ invites 
correspondence from manufacturers desiring rep¬ 
resentation in Mid West territory. Will consid^ 
furnishing warehouse space for lines with some 
established business. Address Box No. 7582-A, 
Hardware Age, 802 Otis Bldg., Chicago, IlL 
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Salts Accounts Wanted 


Pc;snTONS Wanted 


Positions Wanted 


MANUFACTURER’S REPRESENTATIVE’ 
WITH HEADQUARTERS IN Detroit, Michi¬ 
gan, desires volume and other lines for Michigan. 
Would consider Northern Ohio covering the hard¬ 
ware jobbers and large reuilers, department and 
electrical stores and lumber dealers. Would con¬ 
sider handling your goods in Detroit as a dis¬ 
tributing point. Address—C. V. Hetts, 1619 
Hurlbut Ave., Detroit, Michigan. 


ATTENTION MANUFACTURERS! MAN¬ 
UFACTURER’S REPRESENTATIVE WITH 
headquarters in Oakland, California, desires vol¬ 
ume and other lines, covering hardware jobbers 
and large retailers, department and electrical 
stores, sporting goods, and lumber dealers. High 
standing and good following. Address Box C-14, 
care of HAanwAaE Age, 239 W. 39th St., N. Y. 
City. 


SALES ORGANIZATION WANTS LINES 
EXCLUSIVE for the States of AUhama, Geor^, 
North Carolina and Florida. Trade covered— 
wholesale and retail ^ hardware, drug, chain and 
department stores. Lines accepted must be worthy 
of real sal^ effort and pay small retainer and 
expenses with a bonus tor volume. We have 
the ability to give you proper results. Address 
Taylor’s Sales Service, Box 744, Lidceland, Fla. 


Positions Wantfid 


SITOATION WANTED BY YOUNG MAN, 
experienced in builders’ hardware business, knowl¬ 
edge of taking off plans, detailing and estimating. 
Some sales ability. Address Box C-20, care of 
Hardware Ace, 239 W. 39th St„ N. Y. City. 


SALESMAN WITH SEVEN YEARS* EX¬ 
PERIENCE in contacting hardware and house- 
furnishing jobbers, also department stores, in 
Metropolitan New York area, desires position with 
reputable manufacturer as New York salesman. 
Address Box C-1, care of Hardware Age, 239 
W. 39th St,. N. Y. City. 

EXPERIENCED SALESMAN^ Aci 4oi 
WANTS job selling merchants or manufacturers 
in the Tennessee Valley Territory. Prefer hard¬ 
ware or automotive line from jobber or manufac¬ 
turer. Can arrange to warehouse stock here if 
desirable. Commission or salary basis. Address 
P. O. Box 279, Florence, Ala. 


MANAGER OF HARDWARE STORE OR 
department, with twelve years’ hardware experi¬ 
ence and excellent references seeks position, pre¬ 
ferably in Northwest. Married, thirty years of 
age, and for past four years has successfully 
managed hardware, paint and electrical depart¬ 
ment having annual volume exceeding $60,000. 
Address Box C-22, care of Hardware Age, 239 
W. 39th St., N. Y. City. _ 

BOOKKEEPER, ACCOUNTANT, OFFICE 
AND CREDIT manager; systematizer, corre¬ 
spondent; 10 years’ experience in hardware, 
plumbing, and real estate supplies; accustomed 
and capable to handle any volume of business; 
highest credentials; residence conveniently situ¬ 
ated to reach any locality in New York City, or 
suburbs. Address Box C-19, care of Hardware 
Age. 239 W. 39th St., N. Y. City. 


YOUNG LADY OFFICE MANAGER, BOOK- 
KEEPER, stenographer, 7 years’ experience re- 
Uil hardware, dectrical appliances, house furnish¬ 
ings and heavy hardware. Credits and collections. 
Good education, honest, dependable, good worker, 
thorough. Excellent re<x>rd. Highest references. 
Age 28. Of good family. Good moral hahits. 
Will go anywhere. Address Box B-982, care of 
Hardware Age, 239 W. 39th St., N. Y. City. 


MANUFACTURERS’ AGENT, 31, WITH 
FOLLOWING in Western Pennsylvania, Ohio 
r, would like to carry fast-selling item 
ware, electrical, radio, furniture and de¬ 
partment trade on commission and overage basis. 
Past experience in electrical item, radio midgets, 
food mixers, fans, lamps, skates, etc. Address 
C-4, care of Hardware Ace, 239 W. 39th St., 
N. Y. City. 


EXPERIENCED IN HARDWARE. HOUSE- 
FURNISHINGS, ELECTRICAL, plumbing, miU 
and factory supplies; store departmentizing and 
display^ work, also considerable experience in win¬ 
dow trimming doing roy own show card and sign 
work. Desire to locate for a permanent position 
where hard work and good sales work will be 
appreciated. Address Box C-3, care of Hard¬ 
ware Ace, 239 W. 39th St., N. Y. C. 


SALESMAN 10 YEARS’ EXPERIENCE 
SELLING factory equipment to industrial plants 
in Buffalo and western New York for nationally 
known tool manufacturer. Branch manlier 5 
years. Past two years sold hardware jobbers 
in New York, Pennsylvania. West Virginia, Ohio, 
Michigan, and Indiana. Single. Excellent record 
and references. Address Box C-11. care of Hard¬ 
ware Ace, 239 W. 39th St., N. Y. City. ' 


YOUNG MARRIED MAN. DESIRES CON¬ 
NECTION with reputable manufacturer. Ten 
years contact with wholesale hardware and sport¬ 
ing goods jobbers in the following territories-- 
New York, Ohio, Indiana, Kentucky, Missouri, 
Iowa, Illinois, Mi^igan, and Wisconsin. Age 36, 
execellent references. Present headquarters in 
New York City. Can be changed if desired. 
Address Box C-12, care of Hardware Ace, 239 
W. 39th St., N. Y. City. 


CAPABLE AND CONSCIENTIOUS HARD¬ 
WARE MAN needs work. Experience covers 
cutlery buyer and department manager for large 
New England jobber; also fifteen years covering 
New England States for nationally-known hard¬ 
ware manufacturers. Would like jerb in sales 
department of manufacturer or jd>Der or New 
England sales representative. Address Box B-991, 
care of Hardware Age, 239 W. 39th St., N. Y. 
City. 


CREDIT EXECUTIVE. ACCOUNTANT 
AND OFFICE MANAGER is available as my 
future in my present connection is limited. Past 
record of 12 years, beyond question, nine years 
in present position for leading wholesale hardware 
concern; handling credits, collections, specializing 
in the legal angles of credits, general acepunting- 
corrcspondence. Thoroughly experienced in Mari¬ 
time and State lien laws. Efficient systenmtizer 
and office manager assuming large responsibilities. 
Pace Institute of Accounting and Biuiness Ad¬ 
ministration graduate. Age 33, Christian, Ameri¬ 
can whose business and character affiliations can 
stand rigid investigations. Address Box C-13, 
care of Hardware Ace, 239 W. 39th St., N. Y. 
City. 


Hardware Personnel 

Oor Hiss eootaln mUcationi of tsTtrsl hnndrsd sz- 
psrlenoed and weu-tralnsd employsas In the hard- 
wars Induttrlss. ....... 

NO CHAnOE TO EMPLOYERS FOR THIS 
SERVICE 

If ws can be of any help to you, )ust pliooe 

ASSOCIATED PUCEMENT BOREAU 


152 West 42nd Street 

WIS. 7-1802. IS 


Not Yerk City 


Some Items of Interest 

Did you know that'-^ 

Nine out of ten (9296) of the advertisers using the national hard¬ 
ware papers during 1935 used Hardware Age! 

and 

Seven out of Ten (6996) of those who used Hardware Age dur¬ 
ing 1935 used Hardware Age ONLY. 

This great advertiser preference for and confidence in Hardware 
Age has been built up year by year as more and more manufac¬ 
turers experienced its effectiveness as an instrument for cultivating 
the great hardware market. 

Advertisers, experienced in marketing through the hardware trade, 
know that it Pays to Concentrate in Hardware Age. 
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• INDEX TO ADVERTISERS • 


n» Duk (—) M/mCm tk* AdrtVmmtitt Dot Not Appoor lo Tkit ton* 


A 

Abrasive Products, Inc. — 

Alabastine Co. . 

Aladdin Indnstriea, Inc.113 

Albion Mfg. Co. . 

Allen Mfg. Co. — 

Allen Mfg. Co., W. D. 158 

Allith-Prouty Mfg. Co. — 

Aluminum Goods Mfg. Co. — 

American Brass Co., The. 85 

American Can Co. — 

American Chain Co., Inc. 153 

American Cyanamid & Chemical 

Corp. — 

American Fork & Hoc Co. 2 


American Gas Machine Co., Inc. — 

American Pad & Textile <>_ — 

American Safety Raaor Corp., 

40, 80-81 

American Sheet & Tin Plate Co. 

(U. S. Steel Coro. Subsidianr) — 
American Steel & Wire Co. 

(U. S. Steel Corp. Subsidiary) 34 

American Weekly, The. 83 

American Wire Fabrics Co. 7 

Ames Baldwin Wyoming Co.... 127 
Animal Trap Co. of America... — 

Arcade Mfg. Co. 141 

Archer, Daniels, Midland Co.... 36 

Armstrong-Bray & Co. 150 

Armstrong Bros. Tool Co. 144 

Armstrong Mfg. Co.. — 

Atkins & Co., E. C. 16 

Atlas Tack Corp. 109 

Auditorium Hotel . — 

B 

Babcock Co.. W. W. 105 

Baker Brush Co. 141 

Barrett Company, The. 24 

Barton Corporation, The. — 

Bassick Company, The. 120 

Behr-Manning Corp. 129 

Bellevue-Stratford Hotel . 150 

Bemis & Call Co. — 

Benjamin Franklin Hotel. — 

Bethlehem Steel Company_ 37 , 38 

Bissell Carpet Sweeper Co. — 

Blair Mfg. Co. — 

Blaisdell Pencil Co. — 

Bommer Spring Hinge Co. 153 

Boston Varnish Co. — 

Boston Woven Hose & Rubber 

Co. 15 

Boyle Co., A. S. 126 

Bridgeport Hardware Mfg. Corp., 

The . . 

Briggs & Stratton Corp....’..’!.’ — 

Bristol-Myers Co. .. 6 

Brown Co., The E. C. 119 

Brown Co., W. R. . 

Brush-Nu Co.! 153 

Buckeye Aluminum Co., The.!! — 

Bunting System, The. 158 

Burden Iron Co. . 


C 

C-K-R Co.. The. — 

Car Products Co. . 

Car^rundum Co. 25 

Chain Products Co., The. 99 

Chase Shawmut Co., The. 139 

Cheney Hammer Corp., Henry. Ill 

Chicago Lock Co. . 

Chicago Rawhide Mfg. Co.152 

^icago Roller Skate Co. 143 

Chicago Spring Hinge Co. 135 

Chicago Wheel 8 t Mfg. Co. — 

Chisholm-Ryder Co., Inc. 137 

Clancy, Inc., J. R. — 

Clark Bros. Bolt Co. 144 

Dark Co., The J. R. — 

Clark & Son, Walter E. 151 

Garke Sanding Machine Co.... 103 
Clayton & Lambert Mfg. Co.... — 


Cleveland Welding Co., The... 93 

Cleveland Wire Spring Co., The 152 

Clouser Bros. — 

Clover Mfg. Co. 10 

Cobum Trolley Track Co.. 151 

Coleman Lamp & Stove Co., The 12 

Collins Co., The. — 

Colson Corp., The. 105 

Columbia Steel Co. (U. S. Steel 

Corp. Subsidiary) . 34 

Columbian Rope Co. 39 

Commercial Factors Corp. — 


Continental Screw Co . 135 

Continental Steel Corp. 14 

Cook Co., The H. C. — 


Corbin Cabinet Lock Co. 145 

Corbin Screw Corp., The. — 

Cross & Co.. Inc., W. W. 98 

Cuprinol, Inc. 139 

Cyclone Fence Co. (U. S. Steel 
Corp. Subsidiary) . 35 


D 

Dazey Chum & Mfg. Co., The, 

116, 144 

De Laval Separator Co., The... — 

Deming Co., The. 135 

Dickson Weatherproof Nail Co. — 

Dietz Co., R. E. 116 

Disston & Sons, Inc., Henry... — 

Dixon Crucible Co., Joseph.... — 

Domes of Silence. 158 

Dreadnaught Sanders . 103 

Du Pont de Nemours & Co., 

Inc., E. 1. 131 

E 

Eagle Lock Co. 117 

Eagle Mfg. Co. — 

Easy Washing Mach. Corp. 79 

Edlund Co. 119 

Elastic Tip Co. 158 

Electric Sdderin^ Iron Co., Inc. 140 
Enterprise Aluminum Co., The. 109 
Evansville Tool Works, Inc.... 104 

Everedy Co., The. 132 

Evinrude Lawn-Boy . 137 


F 


Faultless Caster Corp. 115 

Fireline Stove & Furnace Lining 

Co. — 

Flexible Steel Lacing Co. 139 

Florence Stove Co. 158 

Fowler & Union Horsenail Co.. 145 

Frantz Mfg. Co. 149 

Frigidaire Corp. — 


Gardex, Inc. — 

Gardiner Metal Co. — 

Gardner-Denver Co. 125 

Gem Safety Razor Corp. 40 

General Electric Co., Bridgeport, 

Conn. — 

General Electric Co., G. E. Re¬ 
frigerator Div. — 

General Electric Co., Hotpoint 

Refrigerator Div. 97 

General Electric Co., Ncla Park, 

Cleveland, Ohio . — 

Gibbs & Son, Inc., W. A. — 

Gibson Electric Refrigerator 

Corp. — 

Gilbert & Bennett Mfg. Co., The 151 

Gillette Rubber Co.. — 

Glidden Company, The. — 

Goodyear Tire & Rubber Co... — 

Graham Mfg. Co. — 

Grasselli Chemical Co., Inc., The 5 

GrasShaver Co. 133 

Gray & Dudley Co.. — 

Greenfield Tap & Die Corp. 126 

Greenlee Tool Co. — 

Griffin Mfg. Co. — 

Griswold Mfg. Co. 42 

Gulf Refining Company. 143 


H 


Hamilton Beach Co. 153 

Hanover Wire Cloth Co. 75 

Hanson Scale Co. 103 

Harris Hdw. & Mfg. Co., Inc., 

D. P. 140 

Hazard Insulated Wire Works. — 

Hcinn Co., The. 132 

Hillerich & Bradsby Co., Inc... — 


Hoppe, Inc., Frank A. 147 

Hotel Auditorium . — 

Hotel Bellevue-Stratford. 150 

Hotel Benjamin Franklin. — 

Hotel Peabody . 133 

Hoyt & Worthen Tanning Oirp. 152 
Hustler Corporation . 147 


I 


Independent Lock Co. 123 

Indiana Steel & Wire Co. 130 

Ingersoll Steel 8c Disc Co. — 

International Harvester Co. of 
America, Inc. 77 


International Housewares Show — 
Irwin Auger Bit Company, The — 


J 

Johnson's Laboratory, Inc.151 


K 

Keystone Bra3S & Rubber Co... — 

Keystone Steel & Wire Co. — 

Kingston Products Corp. — 

Klein & Sons, M. — 

L 

Landers, Frary 8c Clark. — 

Libbey-Owens-Ford Glass Co... 22 

Lincoln-Schlueter Floor Machine 


Co. 143 

Link-Belt Co. 141 

Lockwood Hdwe. .Mfg. Co. — 

Loma . 134 

Lowe Bros. Co., The. — 

Lufkin Rule Co., The. 130 

Lux-Visel, Inc. 110 

M 

McKinney Mfg. Co. — 

Malleable Iron Range Co. 28 

Marble Arms & Mfg. Co. 151 

Marshalltown Trowel Co. 17 

Master Lock Co. — 

Maydole Tool Corp., David.... 136 

Merchandise Mart, The. — 

Metal Sponge Sales Corp. 139 

Micklin Mfg. Co. — 

Mid-States Steel 8 c Wire Co_ 18 

Midway Chemical Co. 100 

Miller, Inc,, Robert E. 158 

Millers Falls Co. 11 

Minnesota Mining & Mfg. Co... 29 

Monarch Silver King, Inc. 101 

Moore Push Pin Co. 153 

.Morse Twist Drill & Machine 

Co. _ 

Moulton Ladder .Mfg. Co., The 158 

Muralo Co., Inc., The. 107 

Murphy’s Sons Co., Robert_ 149 

Musselman Products Co., The.. — 
Myers & Bro. Co., The F. E... 129 


N 

National Carbon Co., Inc. .. 134, 148 
National Cash Roister Co., The 4 
National Enameling & Stamping 


National Lead Company. 31 

National Mfg. Co. 158 

National Screen Co. 107 

New York Wire poth Co. 159 

Nicholson File Co.19, 20 

Norge Corp., Div. of Borg- 

Warner Corp. — 

North American Press, The_ 147 

Northwestern Barb Wire Co_ — 

Norton Abrasives . 129 

O 

O-Cedar Corp. 117 

Ohio Textile Specialty Co. — 

Ohlen-Bishop Co., The. 151 


O-Pan Top Mfg. Co.!!!!!!!!! — 

Osborn Mfg. Co., The. 9 

Outboard Motors Corp. 137 

P 

Padco, Inc. 134 

Patent Cereals Co. — 

Patent Novelty Co., The. 135 

Peabody Hotel . 133 

Peck, Stow & Wilcox Co., The. 102 
Pecora Paint Co., Inc. 104 


Peters Cartridge Division, Rem¬ 


ington Arms Co., Inc. — 

Phoenix Mfg. Co. — 

Pittsburgh Plate Glass Co. 

(Brush Div.) . 153 

Pittsburgh Plate Glass Co. 

(Paint Div.) . — 

Pittsburgh Plate Glass Co. 

(Pennvernon Div.) . — 

Pittsburgh Steel Co. 21 

Plymouth Cordage Co. 30 

Plymouth Rubber Co., Inc. — 

Porcelier Mfg. Co. — 

Porter, Inc., H. K. — 

Premax Sales Div. 137 

Progressive Mfg. Co., The. 147 

Protection Products Mfg. Co... 149 

R 

Raybestos-Manhattan, Inc. 

(Raybestos Div.) . — 

Red Jacket Mfg. Co. — 

Reeves Mfg. C3o., The. 8 

Refl«^tor Hardware Corp. — 

Remins^on Arms Co., Inc. — 

Republic Steel Orp.. 1 

Republic Steel (iorp. (Upson 

Nut Div. — 


Rex-Hide, Inc.133 

Reynolds Wire Co. 13 

Rich Pump & ladder Co., The. 137 


Ridge Tool Co., The. 125 

Rixson Co., The Oscar C. — 

Robertson, Arthur R. — 

Rochester Sash Balance C>>., Inc. 150 

Rubberset Co. 6 

Ruby Chemical Co. 149 

Russell, Burdsall & Ward Bolt 

& Nut Co. - 

Russia Cement . — 


S 

Samson Cordage Works.123 

Sandvik Saw & Tool Owp.- 150 

Savage Arms Corp.86-87, 88-89 

Schacht Rubber Mfg. Co. 121 

Scbaible Foundry & Brass 

Works Co., Inc., The. — 

Schalk Chemical . — 

Schatz Mfg. Co. — 

Shapleigb Hardware Co. . — 

Sheffield Bronze Powder & Sten¬ 
cil Co., Inc. 113 

Sherman Mfg. Co., H. B. 140 

Sherwin-Williams Co., The_ 27 

Signal Electric Mfg. Co. 134 

Silver Lake Co. — 

Sloane, W. & J., Selling Agents 

Div.101 

Smith, Inc., Landon P. 120 

So-Lo Works .106 

South Bend Lathe Works. 153 

Stainless Steel Products Co.... 140 

Stance Distributors, Inc,. Ill 

Standard Safety Razor 0>rp.... 115 

Standard Tool Co., The. — 

Stanley Rule & L^’el F^ant_ 32 

Stanley Works, The. — 

Star Heel Plate Co.. — 

Steams & Co., E. C. 155 

Stevens Arms Co., J. — 

Stewart Iron Works (To., Inc., 

The .91, 150 

Superior Door Catch Co. 152 

Superior Fastener Co. 106 

Sure Grip Rope Clamp Co. — 

Swartzbaugh Mfg. Co. — 

Swift A Co. (Vigoro). — 


T 


Taylor Instrument Companies.. 23 

Tennessee Coal, Iron & R. R. Co. 

(U. S. Steel Corp. Subsidiary) 34 

Tennessee Corp.134 

Three-in-One Oil (The A. S. 
Boyle C^.) . — 


Tobacco By-Products & Chemical 

Corp.137 

Trico Fuse Mfg. Co. — 


Tucker Duck & Rubber Co. — 

Turner Brass Works, The. 149 

Turner Bros. — 


U 

Union Fork and Hoc . — 

Union Hardware Co . 127 

United Royalties Corp. — 

United States Electric Mfg. 

Corp. 141 

U. S. Rubber Co. — 


U. S. Steel Corp. Subsidiaries. 

. -^ 4*35 

United States Steel Products Co. 34 
Utica Drop Forge & Tool C^o... — 


V 

Vaughan Novelty Mfg. Co., Inc. — 
Victor Electric Products. Inc... 144 
Vlchek Tool Co., The . 149 


W 

Wagner Mfg. Co. 

West Bend Aluminum Co 
Western CTartridge Co... 

Western Clock Co. 

Western Products, Inc... 


Westfield Mfg. Co. 95 

Westinghouse Elec. 8 c Mfg. Co. 26 

Whiting-Adams Co. 151 

Wickwire Brothers . 110 

Wickwire Spencer Steel Co_ 7 

Wilder & Co. 153 

Williams Co.. The. — 

Winchester Repeating Arms Co. 160 

Wooster Brush Co. — 

Worthington Co., Geo. 121 

Wright Steel & Wire Co., G. F. 145 
Wrought Washer Mfg. Co. — 

Y 

Yale & Towne Mfg. Co. 3 

Yard-man, Inc. — 
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Advertising Our 
Advertisers 

The advertisers in HARDWARE AGE are not merely our advertisers 
but your advertisers as well. Patronize them to the full extent of your 
requirements, because— 

—They are worthy of your support. Being leaders in their 
fields, they feature in straightforward, dependable adver¬ 
tising the merchandise and service that will profit you in 
the conduct of your business. 

—They can be whole-heartedly depended upon. 

—They are concerns that are in business to stay. 

—They believe in the future security and success of the hard¬ 
ware trade. 

—They are eager for the continued prosperity of our country. 

—They are practicing what they preach—successful and 
profitable hardware merchandising. 

They deserve your support for their help in making possible the finest 
business paper published for the hardware field, the recognized authority 
of the trade for over seventy-five years— 

Mention HARDWARE AGE when writing to your advertisers. 


HARDWARE AGE 

A Chilton Publication 

239 West 39th Street New York City 

A.B.C.—Charter Member—^A.BP. Inc. 
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MiBRUSH-NUCOMWNYllZ 

BALTIMORE MARYLAND 1^^ 


EARANCE 

PERFORMANCE 
AT NO INCREASE IN PRICE 

are oil combined in the new 

ALLENS SUPREME LINE 

LAWN SPRINKLERS and 
GARDEN HOSE ACCESSORIES 

Send for Allen's big 1934 catalog showing ove- 
100 items—profusely illustrated with halftones in <3 
full color plates. 

W. D. ALLEN MFG. CO. 

1 544 W. Lake Street. Chicago, Illinois 

I 28 Warren St., New York City. New York 


ASK YOUR 
JOBBER 


Every Step e 
Safe Step 


Molded Rubber 


Whatever type of Moulton Ladder 
you sell, rest assured of absolute 
dependability. For household use 
we recommend our WESTERN 
Step Ladder—a sturdy, safe, full 
rodded ladder with Cadmium 
Hardware and Galvanized Ears. 
Sides 2% In. Legs 1% In. Treads 
3% In. Sizes: 4 to 8 ft. Incl. 
Wgt. approx. 2% lbs. per foot. 
Many other types. 

Send for Literature and Trade-prices. 

THE MOULTON LADDER MFQ. CO, 

Somerville Mass. 


W« stock a complete assortment of robber 
tips snd bompers, and are equipped to mann 
factors moat anjthlof for your special re¬ 
quirements. Catalogue No. 60 on request 

ELASTIC TIP COMPANY 

370 Atlantic Ave., Boston, Mass. 


SUOtMC DOOB 
SLrOllwC OOCW ■ 

HVIIPV«e> 

cx;»oe LATCMSi 

K3I.CKN 

rrtAf AND rf» 

MAtr n'RI'ACJ BlTTi 

MO«mi BC TTS 
OH'.amcvtai. MtxSb 
CLTioAiD n-av's 


HARDWARE 


M eets all the specifications of 
exacting builders. Acomplete 
line; modern in design and built of 
the finest materials. 

A catalog presenting the facts 
awaits your request. 


4 va^g.co 


National Manufacturing Co. 

STERLING V ILLINOIS 


HEW YORK. CHICAGO. BOSTON. ATUHTA.DALIAS, DETROIT. SAM FRANCISCO 


MADE-TO-ORDER 
PERSONALIZED 
BUSINESS GETTim 
MAGAZINES 


Ten years of constructive ser\’tce to the HardwsifM 
Trade has established Bunting Store Magazine# 
resultful, direct'to-home advertising media. * ^ 

A tested means of cooperative sales effort 1^ 
dealers, jobbers and manufacturers. ' 


\1^R0CKY MOUNTAIN 
W STATES andCANADA 


Ask about the New 
Bunting Service 


TheB unting System 


NORTH CHICAGO, ILL 


Genu'-^DOMESo/SILENCE 

SLIDE SILENTLY-SOFTIV-SMOOTHLY 


40';SET.«I0<SET.'I09SET^SAVE FURNITURE 

§ A FLOORS-CREATE Q.UIET 

Look for wnisDOMES^SIlEHa' 


CCT INSULATED-NOISELESS FOR TILE 

»CI I CEMENT OR MARBLE FLOORS IN 

BATH ROOMS. RESTAURANTS . ETC. 
large SIZE FOR METAL & WOOD BEDS 
LARGE CHAIRS & ALL FURNITURE.. 

Ask your Jobber — 

If he is not supplied, write to 

DOMES of SILENCE, Inc., 35 Pearl St., N. r. C. 


Allan's Ring of heavy 
brass will last a 
lifatima. 
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HSl. 


The Brands: "OpaT' 
and ^'Liberty/' printed at 
regular Intervals, are two 
famous brands nationally 
known for high quality 
and long service. 

The Diamonds: A trade 
mark identifying products 
made by New York Wire 
Cloth Company. 





The Figures: Exactly this many 
feet remain on the roll, marked 
for correct measurement and 
quick inventory. 

The Multi-Strand Selvage: 

This new development in sel¬ 
vages provides a background for 
printing brands, trade mark and 


figures and is protected by 


U. S. Patent No. 2,027,778. 














TRADE MARK 


1 



SUPER STRONG 
SINGLE-SHOT GUN 

S T E E L B I LT 

at a Come-and-Gef-lt I Price 


Original 
Winchester 
Design 


B ig NEWS—good news—to your shotgun-minded price customers! 

A Winchester 12-, 16-, 20-, or 28-gauge that’s built on a par with 
the farmer’s ideal line fence—as positively ALL GUN as that horse- 
high, bull-strong, hog-tight marvel of wire is all fence! Yet a gun 
that’s light and easy to handle, a fine looker. A gun for your window 
that will stop every single-shot gun prospect—bring them in with a 
single-shot price that is a clincher! Model 37, the new, low-priced 
Steelbilt Winchester. 

You will find it combines great advance in design and con- 
struction—new triumphs of progressive Winchester engi- 
neering. Such tremendous strength, such simplicity, yet 
handling like the thoroughbred it is, that selling it at 
its low price is a pushover. Start at once—sell guns 
and shells for Spring crow shooting. 

ORDER THROUGH YOUR JOBBER- 

NOW! 


Semi-hammerless. Takedown. Auto¬ 
matic ejector. Steel in all major parts. 
Original Winchester design frame. 
Pivot bolting. Doubly large all-steel 
bolting parts. Forged barrel lug, 
doubly large, integral with barrel. 
Bored full choke, giving pattern of 
approximately 70%. 
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THE UNION FORK & HOE COMPANY 

Makers of Quality Steel Goods for Over 35 Years — COLUMBUS, OHIO — JACKSON, MISS. — FRANKFORT, N. Y. 
Representatives: H. J. McCarty, 253 Broadway, N. Y. City; John T. Rowntree, Inc., Los Anseles; Henry Keidel & Co., Baltimore 


. . . . WHEN WE BET EVERY 
DEALER IN AMERICA A NEW 
HAY FORK THAT HE*D WANT 

OUR 1936 line-tWE both won 


Over 6500 
Dealers Wrote 

IN FOR 

Samples of 
Our 1936 Line 




Just sixty days ago we offered to send a 
free sample of our 1936 line to any hard¬ 
ware store, in order to prove 3 things: 

1 —^that we had given farm and garden tools 
NEW EYE APPEAL which DOUBLES 
THOR SALABILITY, 

2— that we had made UNION Tools TRULY 
RENEWABLE FOR LONGER LIFE, 

3— that the dealer who shows these better 
tools, this Spring, will win the tool trade 
in his locality, and win it "for keeps." 

More than 6,500 dealers accepted our offer 
and PROVED TO THEMSELVES the superi¬ 
ority of UNION Tools. If you have not re¬ 
ceived full details regarding our offer of a 
free Display Rack and 10-piece Window 
Trim, write to us at once. 










JUMP. BECAUSE ALL 
ITEMS ARE WHAT 
CUSTOMERS WANT 
DISPLAYED SO THAT 
THEY ARE SEEN AND 
BOUGHT 


ONLY THE 26 
FASTEST-SELLING 
BRUSHES IN THE 
WORLD'S FASTEST- 
SELLING LINE 


DISPLAY 


THREE SCIENTin- 
CALLY-DESIGNED 
DISPLAY UNITS ... 
FOR WALL. TABLE- 
TOP AND COUNTER 


COABAHTIIO, 


It stands on its own feet... the Wooster S-Pointl 
chandising System ... because it embodies the i 
essentials of profitable brush selling. First, it redi 
stocks, because there ore only 26 interchaD90 
brushes in the entire group of three units 1 Secootfi 
provides excellent display of merchandise becoofi 
three units ore designed to fit the most important! 
in your store. And third, it actually mokes sales 
cause it puts Wooster Brushes where customers i 
see them, handle them, sell themselves. Use on 
the three units . . . the Sampler, the Table-Top i 


The Wooster Brush Company. 

Wooster. Ohio 

Send me the illustrated folder on the 
Wooster 3-Point Merchandising System. 
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YALE AUXlUARY LOCK 
MERCHANDISER 
No. OS062—26V^x 8'^ 
Liocks to retail at from 
75^ to 12.50. 

Also 0S081 — same aa 
above with different 
assortment to retail 
from $1.00 to $4.00. 

No. 0^71 — 18'^x 

contains 4 locks to re¬ 
tail from 75if to $1.75. 

NOTE: Add prm^ for 
revolving Merdianditera— 
•ante tt»»ortmenu. 


ERE are four good reasons 
why these YALE MERCHANDISERS 
made such a tremendous hit with 
hardware dealers: 

1 The YALE locks on each Merchan¬ 
diser cover a range of prices and 
models to meet most requirements. 

2 They are reed Merchandisers be¬ 
cause they attract customers and 
increase sales. 

3 They make is easier for dealers to 
sell locks by making it easier for 
customers to choose the ones they 
need. 

4 ^^The Name YALE Helps the Sale.” 

The standard finish is the beauti¬ 
ful new Green Suede (imitation 
plush) which forms a most effec¬ 
tive background for the products. 

Standardize on YALE, simplify 
your lock business—all under one 
world-famous trademark. Increase 
your sales and profits. Get these 
Merchandisers from your jobber 
or write us direct. 
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YALE PADLOCK 
MERCHANDISER 
No. GSH303 22^^xir^ 

Padlocks to retail at from 10f( 
to $1.50. 

Other Padlock Merchandisers: 
No. OSH312—18"x 5' — contain¬ 
ing 5 padlocks to retail at from 
25^ to $1.00. 

No. OSH321—20''x 5" —contain¬ 
ing 6 padlocks to retail at from 
15fi to $1.00. 


YALE CABINET & TRUNK 
LOCK MERCHANDISER 
No. GSFll 22 x11' 

Assortment represents locks 
most frequently called for. Re¬ 
tail prices from 20ff to $1.25. 

This merchandiser makes it 
easy for you to carry a repre¬ 
sentative stock that will take 
care of most of the require¬ 
ments of your trade. 


THE YALE & TOWNE MFG. CO. 
STAMFORD, CONN. 

U.S.A. 


MARCH 26, 1936 
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^LAND. OHIO 


With Th e U nsu rpassed 


K U uself-oiling4^ 

# DUPLEX'TRIPLEX 
m OR QUADRUPLEX 


SPRAY PUMPS 


Wherever Myers Power Sprayers are used—in orchard, to be attained, the pump and its performance values come 
vineyard, nursery, field or garden—their success and popular first, 

acceptance are due to their many outstanding features of 


excellence. Myers Power Spray Rigs equipped with Myers Self-Oiling 

Automatically Controlled Power Spray Pumps come with 


Responsible for their splendid performance is the Myers 
Automatically Controlled Self-Oiling Power Spray Pump, 
a cutaway view of which appears above. Radicsdly different 
from most other t 3 rpes of power spray pumps, this pump in 
duplex, triplex or quadruplex styles, is built to the finest of 
mechanical standards. Rugged and simple construction— 
perfect and continuous lubrication—smooth safety housing 
(not shown in illustration) protecting working parts and 
excluding dust and dirt—easy accessibility to all points of 
adjustment—^positive balanced automatic control—^ample 
capacity and pressure range—all are important factors that 
rate high with experienced fruit and vegetable growers who 
realize that if true spraying economy and efficiency are 


100, 150, 200 and 300-gallon, non-corrosive tanks designed J 
for durability, quick filling, easy cleaning and thorough agita- i 
tion. Mounted on modem steel trucks of latest design and . 
equipped with rubber tires when desired, they are fumisfae^ 
with dependable full-power engines, without engines, or ^<*4 
tractor or traction power. Other equipment includes gtam, ^ 
brooms, extensions and nozzles, or booms for field and row J 
crop spraying. M 

If you want to know more about Myers Power Sprar<irs. ^ 
their splendid performance, their durability and dependable 
low cost operation, write for catalog and complete | 
information. 


The F.E.MYERS& BRO.Co.Ashland.Ohio 
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AXOFF GOES MODERN 


AND GOES NATIONAL 


e is WaxofF in the modern mode ... a smart, new blue-white-and-orange combination streamlinec 
936 selling I Here is the only product of its kind in America... in a wholly new set-up and backec 
a wholly new campaign in such big-league magazines as The Saturday Evening Post, Better Homes 
hardens. Remember, every customer who walks Into your store is ''a naturaK^ for Waxoff. Not onl) 
>s it do a great de-waxing job but it is great "life insurance" for every dealer who has to hear tha‘ 
ie chronic complaint: "The varnish didn't dry." Hence every time you sell wax or varnish sell Waxoff 
re’s a dapper dozen of 10c self-sellers packed to each "knock-down" basketl Ask your jobber 


halk chemical company 


L O S 3 A N^G E L E S 


CHICAGO 














NORT 


OR CLOSER 


2 MODELS OF UNEQUALED VALUE BUILT BY THE LARGEST 

EXCLUSIVE MANUFACTURER OF DOOR CONTROLLING DEVICES IN THE WORLD 


NORTON 

HIGH EST QUALITY 

SCREEN DOOR CLOSER 

No. 4 

RETAILS AT $2.00 


This "no slam" device is built strongly for long service . . non rust seamless brass tube . . unbreakable 
heavy steel stampings form the bracket, spring holder and hinge plate. Correct engineering assures 
checking at all times. Number 4 is packed in individual cartons with full instructions for applying. 
Sell a good product to sell satisfaction. 


NORTON 

EXCELLENT VALUE 

SCREEN DOOR CLOSER 

No. 04 

RETAILS AT $1.25 


A simplified closer of excellent workmanship. The tube is seamless and holds a powerful compression 
spring. Number 04 is a fine device, built for durable service of high quality materials, offered at a su^ 
prisingly low price. It is packed in individual cartons with full instructions for applying. (To be installed 
on opposite the hinge side only.) 

PUT THE NORTON SCREEN DOOR CLOSER COUNTER DISPLAY to work in your sters' 
THERE ARE MANY SCREEN DOORS in your community that should stop slaiimiinf> 

WRITE TO YOUR X)BBER OR NORTON DOOR aOSER COMPANY 

NORTON DOOR CLOSER COMPANY—2900 N. WESTERN AVE.—CHICAGO, ILL 

Dirhion of tko Yolo St Toomo Mfg, Compooy, 
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PANTHER FRICTION TAPE 


PANTHER 

and 

DRAGON 

TAPES 


I in individual boxes. 


Panther and Dragon Friction and Rubber 
Tapes are outstanding among commer¬ 
cial tapes because they are backed by 
the reputation and experience of the 
Okonite Company, for over half a cen¬ 
tury a leader in the insulation field. This 
accounts for such features as longer life, 
greater tensile strength and adhesive¬ 
ness, distinctive green cores, and for the 
Cellophane wrapping sealed around 
each roll. 


mimiiiisc 


lOQ HAZARD INSULATED WIRE WO^ 

J-fl DIVISION OF I 

^ ^ THE OKONITE COMPANY^ 


Dragon Frietien Tage. Not. 8. 4. In 
individual boxei. 


Handy Package. Contains 10 rollt of 
Panther No. 8 


Panther Display Rack. Contains 
10 pounds of Nos. 8. 4. 2 and I 
Panther Tape. 


Panther Counter Display. Contains 32 


rolls of Panther No. I 


HAZARD INSULATED WIRE WORKS 

Division of 

THE OKONITE COMPANY 

Factories: Wilkes-Barre, Pa. Passaic/ N. J. 
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VALUE • ADVERTISING 





lis page adver< 
lent appears in 
:olor in GOOD 
JSEKEEPING 
(azine. May, 
> (on sale April 
). 


TlfiiA CL 

New Florence Oil Range 

Now you can cook with oiUna still 


InJainsokOil Ranges. Styled 
bu.lt for today W tomorrow th^ 

bring you the convenience of ^ . 

Ldcorners-easily kept spotless. 

New thrills in cooking’ Five power- 


new oil ranges: Table Top 
with paneled front, 
with dosed or open front-fimsh^ 
in gleaming porcelain enamel ^ 

che!e and other models for ev^ 

and purse. Ask about the Florenc 
Budget Plan. Send today for the big 
booWet that illustrates the great hn^ 
of Florence 0.1 Ranges. It co 

new and *" j 

esting full-color suggestions on k.^ 

Tn deration. The coupon bnnp’t 

to you— 



DISPLAY • DIRECT MAIL 



^ut new Florence Oil Ranges Out Front 


They^re OUT FRONT in style: new Table Top and Con- 
ole designs with paneled front, bakelite fittings, porcelain 
inish in white and modern colors. 

They're OUT FRONT in value: embodying the refine- 
nencs of 64 years’ experience; endorsed by Good Housekeep- 
ng Institute. 

They’re OUT FRONT in features: with extra large insu- 
ated oven offering Balanced Baking; with powerful wickless 
cerosene **Focused Heat” burners, offering the convenience 
>f gas, economy of oil; with sturdy construcdon, built for to- 
lay and tomorrow. 

They’re OUT FRONT in advertising: with 43 million mes¬ 
sages in 15 national and farm magazines reaching the best oil 
itove prospects; with new window and store displays that 
nake people stop, look, and listen; with beautiful direct mail 
;o send to your own prospects in your own neighborhood. 

They’re OUT FRONT in sales: with values that bring 
people to your store; with a line for every need and purse. 


including wickless and wicktype oil ranges and stoves, gaso¬ 
line pressure ranges, and modern gas ranges. 

Wlio’s back of you in STOVES.^ More and more reliable 
dealers are choosing FLORENCE, the line that offers every- 
thing, including a new BUDGET Plan. 

Send for the Portfolio "FLORENCE in 1936.” We’re going 
places this year . . . want to come along.^ 

FLORENCE STOVE COMPANY 





ESTABLI$HED-ie72 


General Offices and Plant, Gardner, Mass^ Western 
Offices ana Plant, Kankakee, Ill.; Sales Offices: Mer¬ 
chandise Mart, Chicago; New York, Boston, 
Atlanta, Dallas, Detroit and San Francisco. 


OIL RANGES • GAS RANGES • HEATERS • RANGE BURNERS 


NATIONAL and FARM MAGAZINES 
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Showing one 
of the Prep¬ 
aration Rooms 
at the Colum¬ 
bian Mills, 
Auburn, N. Y. 


j^VERY fibre in Columbian Rope is individually 
waterproofed and lubricated. This seals them 
against decay. And it produces rope that is more 
flexible—much easier to handle even when wet. 


In addition, not satisfied with the customary method 
of combing, we put all our rope fibre through sev¬ 
eral combings. This draws the fibres out and lays 
them parallel to each other. The result is a finer, 
cleaner, more uniform "sliver" which insures 
stronger rope with no weak spots. 


COLUMBIAN ROPE COMPANY 


352*80 Genesee Street 


AUBURN, 


HARDWARE ACE 









A DEALER told US not long ago that before he decided on 
which fence to stock he went out and asked a lot of 
farmers for their opinions on fence. He logically figured that 
if anybody knew how fence should stand up it would be 
those who actually used it. 

“Well,” this dealer said, “the good things those farmers vol¬ 
untarily told me about American fence and posts didn’t leave 
any doubt in my mind as to which fencing I should handle. That 
was some time ago and I am certain now that I chose wisely.” 

We are sure you will feel the same way about genuine Amer¬ 
ican. It has every money-saving feature your farm trade wants. 
Every roll is guaranteed full weight, full gauge, full length. 
It is well advertised. American is America’s largest seller— 
you can’t stock better, more profitable fence and posts. 


AMERICAN FENCE AND POSTS 

AMERICA’S LARGEST SELLING FENCE 


American Steel & Wire Co., 208 S. La Salle St., Chicago 
Tennessee Coal, Iron & R. R. Co., Birmingham, Ala. 


Columbia Steel Company, San Francisco, Cal. 
Export Distributors: United States Steel Products Co., N.Y. 


UNITED ST AT E S S T E E L 
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IT'S FLY TIME! 

-HARDWARE DEALERS 
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No. 78 Screen and Storm 
Sash Hanger 



No. 79 Screen and Storm 
Sash Hanger 



•No. 80 Screen and Storm 
Sash Hanger 



No. 81 Screen Hanger 


A TTENTION now centers on screen equipment, 
which is one type of merchandise that re¬ 
quires very little persuasion to sell. 

Prompt action is needed to combat the annual 
intrusion of flies, and hardware dealers should 
stock up early with 

National 

SCREEN HARDWARE 

in order to cash in on the profitable business to 
be enjoyed with this seasonable hardware. 

The completely illustrated National catalog car¬ 
ries full information about the many fine-quality 
screen hardware products, some of which are 
shown here. If you have not received a copy of 
this catalog, write for it now and order your stock 
of screen hardware before the buying rush is over. 

National Hardware is sold direct to the retail dealer—a policy 
that promotes quaUty, service and direct selling cooperation. 

NATIONAL MANUFACTURING CO. 

STERLING, ILLINOIS 


SCREEN AND STORM DOOR SETS 
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DAZEY SALES 

UP 300% j 
IN 1935 


Says California Dealer i 
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^^This particular letter is in refer¬ 
ence to the Dazey line of can 
openers. We have* retailed this 
article, together with the juicer 
and sharpener, for many years, 
1935 in particular^ showing an 
increase of 300% over previous 
years and Noveml>er and Decem¬ 
ber our sales were over 8 <lozen.’’ 


•laui.,^ 
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THIS HANDY WALL 1 
BRACKET ALWAYS 
REMINDED ME OF 
OTHER DA7EY 
DEVICES I HAD SEEN 
IN THE STORE! 
SO I KEPT ON 
BUYING UNTIL I 
had A FULL set! 


Says This and Many 
Another Dealer as Sales 
of DAZEY Devices Soar! 

O NLY 5500 people in Woodland, California, yet 
Cranston Brothers alone sold 8 dozen DAZEY 
Devices during the last two months of 1935 in 
competition with other dealers and other prod¬ 
ucts! No wonder Mr. Cranston writes, “We are 
more than satisfied with the result!” Nor is the 
record of Cranston Brothers unique. Dealers 
from all parts of the country have reported 
equally gratifying results—a truly sensational 
increase in DAZEY sales in 1936 with every 
indication of continued increases in 1936. 

Sales are bound to continue growing if for no other 
reason than the one illustrated on the left. A woman 
buys a DAZEY DeLuxe Can Opener at $1.69*—a 
DAZEY Senior at $1.39* or a DAZEY Junior at 69c. 
She is shown the DAZEY-SPEEDO SUPER JUICER 
at $1.76* and the DAZEY SHARPIT at $1.B0* will fit the 
same handy wall bracket. That bracket then serves as 
a constant reminder of other DAZEY products—a silent 
salesman always on the job. Why not start these ef¬ 
fective salesmen working for you? Call your jobber’s 
salesman TODAY. *Minimum retail prices—Slightly 
higher west of Rockies, 


Sold Only 
Thru Jobbers 
and Dealers 


A Approv, 


DAZEY CHURN MFG. CO 


Good Housekeeping 
^ • Institute ^ y 


4301 Warne Ave., Dept. C-U, St. Louis, Mo, 
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5 NEW TALKING POINTS THAT INCREASE 
VOLUME and CUSTOMER SATISFACTION 


1. The NEW NICHOLSON, BLACK DIAMOND 
and McCaffrey files have up to 3 times 
as many cutting edges per square inch. 

2. Reserve cutting edges go to work as old ones 
wear down. 


No skidding or side slipping from line of 
work—These NEW FILES cut straight and 
true. 

-1 • These NEW FILES remove far more stock. 

These NEW FILES save money because of in¬ 
creased durability. 

At hardware wholesalers^ and mill supply 
dealers’. 

Nicholson File Co., Providence, R. L, U. S. A. 


A CLINCHING ARGUMENT! Urge your customers 
to test the NEW NICHOLSON, BLACK DIAMOND, 
McCaffrey files in their own plants or work shops. 
They will find that every selling point is a fact. 


NEW FIE.es Prodneed In 
NICHOLSON, BLACK DIAMOND, 
MeCAFFREY BRANDS 




Digitized by 


Google 







I IKE FENCE, the quality of roofing and siding sheets can’t be 
judged on the floor of a store. Appearance doesn’t mean 
a thing. Of two brands identical in appearance, one may 
last indefinitely—the other fizzle out in short order when the 
weather gets in its licks. 

That’s why it pays to stock the best sheets—American, 
Tennessee, or Columbia. These sheets are full gauge. They 
give the long life service that makes satisfied customers. 
Galvanizing is full weight, evenly coated. 

All types—rust-resisting Copper Steel, galvanized, black 
. . . flat, corrugated, or V-crimped. Write today for prices 
and complete information. 


. . . AND IT PAYS 
TO STOCK 
THE BEST IN 
STEEL SHEETS, 
TOO 




AMERIGAN-TENNESSEE-GOLUMBIA 

STEEL SHEETS 

American Sheet and Tin Plate Go., Pittsburgh, Penn. 

American Steel & Wire Company, Chicago, Ill. Tennessee Coal, Iron & R. R. Co., Birmingham, Ala. 


Columbia Steel Company, San Francisco, Cal. 


Export Distributors: United States Steel Products Co.,N.Y. 


UNITED ST A T E S S TEE L 
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TURNOVER is one of the most 

important requirements for making a profit. 
What sort of backing do you have to help you 
turn your stock quickly? What’s behind you 
when you hold a franchise to sell Pittsburgh 
Paint Products? Check the eight points 
listed here, and see how the Pittsburgh 
proposition is designed to help you make 
the Greatest orofit out of an aaencv: 




1 A COMPLETE LINE— A paint, a varnish, an enamel, 
a brush for every painting need. A complete service 
to every type of customer. But duplication is avoided. 

2 ADVERTISING— The most consistent advertising 
program in the industry. National radio, maga¬ 
zines, newspapers, direct mail. And a great selling idea 
in “One-Day Painting.” 

3 TIME-PAYMENT PLAN —America likes to buy out 
of income. Pittsburgh presents the first really sim¬ 
ple, red-tapeless plan in the industry. The Pittsburgh 
Time-Payment Plan — “Paint Today, Months to Pay.” 

4 AVAILABILITY— A vast network of 73 completely 
stocked warehouses, located so they can serve al¬ 
most any dealer in the country within 12 to 24 hours. 

5 MANUFACTURING FACILITIES— Ten modem fac¬ 
tories for making paint and brush products, located 
to service every part of the country quickly. 


6 RESEARCH— In one of the largest paint labora¬ 
tories in the country, chemists and engineers are 
never through with their job of improving Pittsburgh 
Paint Products. 


7 PROVED QUALITY — Three great “proving grounds” 
— located in spots subjected to climatic extremes. 
There Pittsburgh Paint Products are field-tested be¬ 
fore they are offered for sale. 


8 STABILITY — Eighty years of continuous and suc¬ 
cessful paint manufacturing—eighty years of steady 
growth and progress. 


^PITTSBURGH li // 

/plate glass company 

/ H PAINT DIVISION. PITTSBURGH. PA V / 

Makers of Wallhide Paint • Sun-Proof Paint • Florhide 
Waterspar Enamel and Varnish • Gold Stripe Brushes 
Polished Plate Glass • Duplate Safety Glass • Mirrors 
Pennvernon Window Glass • Carrara Structural Glass 


LISTEN TO 


ihe Music You Love, superbly rendered by the Pittsburgh Symphony Orchestra and distinguished guest 
artists, every Thursday at 8 P.M, Eastern Standard Time, over N,B,C. Blue Network and associated stations. 


MARCH 26, 1936 
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ANOTHER ATTENTION-GETTER! 


Peters’ Filivikote advertising is just as new and 
different as this great .22 is new and different. The 
advertisement reproduced here appears in a long list 
of outdoor, farm and technical magazines. And it’s 
stirring up interest—and Filivikote business for you. 
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gives this Fence 

Powerful Sales Appeal 


B ethanized Fence derives vastly increased 
resistance to weather from a remarkable 
new zinc-coating process known as Bethanizing. 

A Bethanized coating is inherently far more 
resistant to the elements than coatings applied 
by any other processes. It also possesses prop¬ 
erties that enable it to retain its full protective 
value through the bending and twisting en¬ 
countered in weaving into fence — another 
point where it scores heavily over other coatings. 

The characteristics of the Bethanized coating 
that bring a new era in fence protection are 


greater weight, tighter bonding to the wire, 
higher ductility, greater uniformity, and higher 
purity. The effect of each of these properties 
on fence life is explained on the next page. 

Sells at Regular Fence Prices 

There’s no extra charge for Bethanized Fence 
in spite of its qualities placing it far ahead of 
any other fence. Its super-values are all sales 
helps to the dealer — the key to an increased 
volume of business built on a solid foundation. 
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CABINET HINGES 


SCREEN HARDWARE 



For cupboard*, bookcaaea, and cabi* 
nets. Available in a wide variety of 
finishes to match any other hardware. 


ORNAMENTAL HINGES 
1431 


BLIND HARDWARE 
HOLD BACKS 


Hinge* 

948 


CLOSET HARDWARE 


SHELF BRACKETS 


AdJusUble Hanger Bars 



Adjnstable Shoe Racks 
7122 




Heavy gauge steel; cor* 
rugated cross brace adds 
extra strength. 


Designed for cabinets, cupboards, 
bookcases, china closets, medicine 
cabinet*, etc. 


SURFACE BOLTS 


Hat Holder* 
7121 



LITTLE PLACES' 

IN THE HOME 


Line Clamp 7070 


NEED 




SERVICE TOOl 


367—wrought brass 
381—wrought steel 


BARREL BOLTS 


Japanned finish with brass plated bolt 
packed with wood screws. 


A surprising number of profitable sales of Stanley Hardware are 
made for little places in the home where carefree service counts—fully 
as much as it counts in residence and garage door djperation! 

In popular magazines, people are reading about Stanley Hardware 
for Carefree service on these small jobs. The booklet *Tor Carefree 
Doors” covers them, too! Both will help to make your customers 
quality-minded when they buy hardware like that shown on this page. 
Is your stock of it complete? 

WRITE FOR BOOKLETS 

To over two million people, Stanley it advertising 
**Carefree Doors” this year. Architects, contractors and 
prospective home builders are sure to be influenced by 
this quality drive in their favorite magazine. 

The 32 page booklet **For Carefree Doors” ties your 

k store directly to all this advertising. It shows and describes A 

items like those in your stock. Write now for a supply of 
these booklets and let your store be known as headquarters 
for **Carefree Doors.” 

THE STANLEY WORKS, I^ew Britain, Conn. 
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If you don’t ask her, 
SOMEONE ELSE WILL 


Tell her that with Edison MAZDA lamps at new low 
prices, she ought to fill every empty socket w ith the 
right size bulb and keep plenty of spares on hand. 

Tell her the 100-watt size is just the tiling for single¬ 
socket reading lamps, kitchen or laundry ceiling. If 
you don’t ask her to buy, she can’t say, “"Yes!” 
General Electric Company,Nela Park,Cleveland,©. 



EDISON MAZDA LAMPS 

GENERAL ^ ELECTRIC 
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Dear Bill: 


Your letter sounds like you "is regusted," as Amosnandy 
say. I know just how you feel because I was in the same 
boat before I changed lines. 

I'll tell you in one word what you need. Bill — and 
that's SAPOLIN. I haven't suggested before that you cheinge 
over to Sapolin, but I'm doing that now! You know what a 
success the Sapolin line has been in my store. 

Bill, those Sapolin people are the kind you and I like 
to do business with. What I mean is they give a dealer a sure 
enough square deal. They have a minimum stock arrangement 
that's a corker. Their prices are maintained and you're 
sure of a full profit - what I mean. No retail stores of their 
own competing with you. They take a personal Interest in 
how you are doing with the line and work with you to put it over. 

As for Sapolin Products — well, paint doesn't come 
any better. Sapolin quality really means something, and it 
has since 1882. You make steady repeat customers with 
Sapolin. Sapolin house paint, wall finishes euid varnishes 
are top notch in quality, and Sapolin Speed Enamel euid all 
the Sapolin specialties are the best you can handle. They've 
a swell choice of colors - a clean, right, smart setup. 

Tell you what. Bill, drop a line to the Sapolin Company, 
229 East 42nd St., New York City, and tell them you want to 
talk things over. It won't obligate you and you will find 
Sapolin is just what you need to make you happy. 

Say* when are you coming over to see my new store layout? 
Use it as an excuse for us to go fishing - we can do both. 

I know a new lake - it' s a honey! 


As ever. 
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CHROMIUM-PLATED SCISSORS 


NEWI DIFFERENTI PROFITABLil 


Que6Ltlon4 

for 

HARDWARE 

MERCHANTS 


Q. What's new in scissors that will give me more business? 

A. Wiss Chromium-Plated Scissors. 

Note: Chromium-piatmg is the newest development in the scissors business. It is 
rust*resisting, keeps scissors new and shiny indefinitely, and mokes them 
remain sharp longer. 

Q. Why will Wiss Chromium-plated scissors give me more business? 

A. They are new and sound; hence interesting to the consumer. And they ena¬ 
ble your sales people to sell the most economical cutting satisfaction ever 
offered to the public. 

Note: Wiss chromium-plated scissors will be introduced nationally in the April issues 
of Woman's Home Companion and Ladies' Home Journal, on sale about March 
15th, to be followed by advertisements in Good Housekeeping, American Home, 
Pictorial Review and Better Homes and Gardens. 

Q. What shall I do to get this extra business? 

A. Order now one of the display units— tie-up with our advertising with counter 
display and newspaper advertising. 

Note: Walnut counter display 11" x 12" x 6" (back) x \ W (front) will be shipped with 
your initial order for one of the assortments. 

WRITS AT ONCI FOR RARTICUIARS OF OISFLAY UNIT 

SALES PROMOTION DEPT. 

J. WISS & SONS CO. - NEWARK, N. J. 



This Merchandising Unit 
FREE with initial order 
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Just 

Among 

Ourselves 

By CHARLES J. HEALE 

Editor, Hardware Age 


Sales Policies— 

More and more, distributors 
are thinking seriously about the 
sales policies of those who' sup< 
ply goods. A San Francisco de¬ 
partment store uses a sticker on 
all orders, wl lich reads as fol¬ 
lows: *‘If it is found that the 
wholesaler or manufacturer of the 
merchandise covered by this or¬ 
der is selling at retail, this order 
is inunediately canceled and the 
merchandise covered thereby is 
subject to return.” Manufactur¬ 
ers’ salesmen tell me that this 
store is very serious about this 
condition of sale and plans short¬ 
ly to spread the idea to all other 
interested retailers. 

Rejected Sales— 

A far-western wholesaler has 
solved the problem of saying “no” 
to industrial customers who try 
to buy guns, tires, bicycles, etc., 
at wholesale using the pressure 
of their industrial purchases as 
a leverage. He explains that such 
business belongs to a nearby re¬ 
tailer-customer of the house and 
that the firm’s main function is to 
protect as well as supply dealers. 
Hie applicant is also told that 


the wholesale firm cannot afford 
to handle accounts or transac¬ 
tion of retail sales and draws a 
related parallel which the appli¬ 
cant would understand in his own 
business. A complete record of 
all such rejected sales is main¬ 
tained and copies furnished the 
wholesaler’s salesmen twice a 
month. These lists are shown to 
dealers as evidence of the firm’s 
policy and as stimulation for 
greater selling effort, particular¬ 
ly outside effort on major items, 
which usually dominate the lists. 
I saw a few of these lists and 
noted that the sales volume rep¬ 
resented anywhere from $1,500 to 
$4,000 at retail. On occasions, 
with the permission of the pros¬ 
pect, the data is immediately fur¬ 
nished to the nearest retailer- 
customer of the jobber and often 
results in good sales on washers, 
guns, bicycles, refrigerators, etc. 
For the information of interested 
wholesalers and retailers, let it 
be said that the idea is not pat¬ 
ented. 

CommoH Problem— 

In fairness to wholesalers who 
do, at times, handle an odd re¬ 
tail sale at better than retail 


price it must be realized that such 
business is not sought nor desired 
by any wholesaler. It is obvious¬ 
ly costly business of a type not 
suited for the machinery of a 
wholesale house and only per¬ 
mitted under high pressure. Yet 
it is wrong and unfair. Carried 
to ultimate conclusion, everyone 
would somehow have an “in” to 
buy at wholesale and there would 
be no retail business which would 
mean elimination of retail outlets 
for the products made by the 
very firm whose employees ask 
for such consideration. Retailers 
face a related problem from near¬ 
by merchants in other lines who 
ask for some trade discount on 
goods purchased in hardware 
stores. When the butcher, baker 
and candlestick maker buy hard¬ 
ware, they do as consumers and 
should pay full r^ail price, just 
as the hardware man pays full 
price when he buys goods from 
his nearby retailers in other lines. 
Also the retailer of non-hardware 
lines buying for personal use, 
and not for resale, should not 
have wholesale prices and should 
be forced to buy from a retail 
hardware store and not from a 
wholesale house, even though on 
the books for other merchandise. 
In other words, goods for use 
represent consumer purdiases and 
goods for resale only are sub¬ 
jected properly to any trade dis¬ 
count. 

Newlyweds— 

W. S. McCune, well - known 
manufacturers’ salesman in Los 
Angeles area, tells me that 
women purchase, the first few 
years of their married life, ex¬ 
actly three to four times as much 
hardware store goods as they buy 
thereafter. He bases this estimate 
on some careful study of the sub¬ 
ject over a period of years and 
has ample justification for his 
findings. Therefore, it would pay 
every hardware merchant to give 
extra sales attention to every 
newly married couple, soliciting 
their hardware and related house- 
wares business. Here and there, 
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hardware dealers send a note of 
good wishes to the new bride and 
groom, and invite them to visit 
the store to receive a gift, usually 
an inexpensive yet useful item, 
such as a bathroom mat, door rug, 
or some item needed in every 
kitchen. This brings them into 
the store and exposes them to the 
display of the many items needed 
for keeping a happy home. 

Interior Displays— 

Too often the hardware store 
with splendid windows and efiB- 
cient interior display fixtures does 
not offer sufficiently frequent 
changes in merchandise arrange¬ 
ment. Even with good steady 
store traffic, the store that re¬ 
mains static loses much of its 
ability to create extra business. 
The Rompage Hardware &)., 
Hollywood, Calif., changes its 
complete arrangement once or 
twice a month, sometimes more 
frequently, and finds that the ef¬ 
fort and trouble is well worth 
while. Proprietor Paul Rompage 
was telling me how many women 
remark favorably upon the 
changes he makes and that it 
forces them to look around more 
than if goods were always in the 
same location. As he was explain¬ 
ing this idea, a woman came in 
for curtain rods, needing a few 
more than she obtained a few 
days previous. She went to the 
table where they were the pre¬ 
vious week, but found instead 
some very attractive colored glass¬ 
ware and pottery. Forgetting for 
the moment the curtain rods, she 
began examining the pottery and 
decided that two or three pieces 
were just what she required to 
brighten up a part of her home. 
Result, a sale of nearly $3, in ad¬ 
dition to the curtain rods, and 
the comment, “my goodness, this 
store is so changed every time 
I come in and so interesting I 
always buy something more than 
I come in to obtain. A hardware 
store is an interesting place any¬ 
way, but if it were not for the 
changes I would never see half of 
the goods you really have and 
you do have some splendid things 
I really want to buy.” Mr. Rom¬ 
page was naturally delighted to 
have this eloquent approval of 
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his ideas on this subject and so 
was I. A store where the arrange¬ 
ment of goods is changed fre¬ 
quently becomes a place of busi¬ 
ness that invites casual shoppers 
and helps build and maintain the 
store traffic sorely needed by 
every retail business. 

Chain Store Laws— 

Watching the progress of the 
proposed Patman-Robinson anti¬ 
chain store bill and the experi¬ 
ences of state retail groups spon¬ 
soring chain store laws, one is 
impressed with the potency of the 
chain store industry in regard to 
lobby activities. It is clear that 
the chain store industry fears both 
investigation and legislation and 
does not want to stand the scru¬ 
tiny which may develop further 
if continued legislative activity is 
forced by non-chain groups. 
From the standpoint of public 
opinion the wage angle has never 
been properly developed nor pub¬ 
licized. Here is a fine field for 
anti-chain activity. If chain store 
wages were more widely known 
and more openly attacked by or¬ 
ganized labor groups some good 
might develop. 

Bernstein’s— 

Bernstein’s Fish Grottos, in San 
Francisco and Los Angeles, offer 
all merchants a real inspiration. 
Specializing in the best and most 
varied of west coast sea food, these 
two dining places have character 
that is distinctive. Both are con¬ 
structed along nautical lines. 
Their store fronts are as the prow 
of a ship; their dining booths like 
ships’ cabins; their stairways like 
gangways, their windows as port¬ 
holes and even the sidewalk in 
front is planked like the deck of a 
ship. In other words these restau¬ 
rants are complete in their ship 
treatment. Too often such efforts 
are only partially completed due 
to laziness or indifference. But 
these places are unusual, largely 
because the illusion of being 
aboard ship is so complete. There 
is, of course, the novel touch which 
attracts but the people who run 
these places are smart enough to 
make their prices fair, their assort¬ 
ment varied and their service ef¬ 
ficient. So we find the novel idea 


bringing new customers and the 
treatment inside encouraging re¬ 
peat visits. In that simple formula 
is the moral or lesson for all mer¬ 
chants. Have character, not neces¬ 
sarily a novel touch, and keep the 
customers coming back for more 
because they get their money’s 
worth and find the service worthy 
of the selling appeal. 

Re: Legislation— 

Many organized groups within 
our hardware industry spend gen¬ 
erous effort and time seeking 1^- 
islative relief against unfair com¬ 
petitive situations. Personally, I 
have never had much faith in 
legislation as an aid, cure or 
help, being always somevdiat 
skeptical of the honest intent 
and/or understanding or sym¬ 
pathy of legislators. In this con¬ 
nection, an item in Life reads as 
follows: “A recent bill introduced 
by Senator Borah reads, ‘A bill 
to further extend the operation 
of the act entitled,’ ‘An act to fur¬ 
ther extend the operation of the 
act entitled,’ ‘An act to further ex¬ 
tend the operations of the act en¬ 
titled,’ ‘An act for the temporary 
relief of water users on irrigation 
projects constructed and operated 
under the reclamation laws’ !” 
Surely, the clarity or lack of it, 
suggests to us common citizens 
how much help to expect from 
legislative efforts. 

Price Cutters— 

Did you ever hear of a prayer 
or an ode to a price cutter, a 
predatory animal that seems to 
exist today in every field of busi¬ 
ness? I had not until I visited 
a certain southern wholesaler, 
who had an interesting letter from 
a rubber goods manufacturer to 
which was attached, under the 
heading of “A Father’s Advice to 
His Son,” the following: “My 
son, never speak unkindly of 
price-cutters. Never knock them. 
Because God made them the same 
as He made fleas, lice, bugs, 
wasps, snakes, skunks, and other 
unpleasant things. In His in¬ 
scrutable wisdom He made them. 
Why He made them only He 
knows. Some day He may en¬ 
lighten us, but up to now I’ll be 
d-d if I understand why.” 
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Jones Hardware 
Co,, Lima, Ohio 


PAUL B. SWEGER 


W ITH more than fifty per 
cent of its total purchases 
placed with one whole¬ 
saler the Jones Hardware Co., 
Lima, Ohio, is an active, modem, 
retail selling organization. Con¬ 
centration of its buying permits 
sufficient time, energy and think¬ 
ing to be directed toward the 
firm's selling job, where the 
money is made. Vice-president 
Paul Sweger is sales-minded. As 


the active manager of the business, 
he directs his talents toward in¬ 
creasing store traffic, increasing 
the average sale per customer and 
studying competitive situations. 
Were he buying from every Tom, 
Dick and Harry he would have 
neither the time nor the strength 
to devote his energies to the vital 
selling job he has been doing in 
recent years. Nor would he be in 
position to demand and obtain 


Concentration of buying 
permits Jones Hardware of 
Lima, Ohio, to give time and 
energy to selling job .... 
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come in again when goods adver¬ 
tised interest them. 

Another important factor in 
maintaining store traffic is con¬ 
trolled installment sales, even for 
small weekly payments on goods 
of medium price where credit is 
satisfactory. For example, the 
store has been featuring various 
china sets at attractive prices. One 
such set at $22.95 offered a com¬ 
plete outfit of glassware, china, 
silver service and console set— 
sufficient for service for eight. 
The entire set was featured in the 
advertising, not as so many piles 
of dishes or glassware and a box 
of silverware — but instead, a 
photograph showing the actual 
merchandise on a table set for 
eight just as it would be used in 


the home. In the store basement, 
where housewares are featured, 
the actual set-up was duplicated. 
The price included everything but 
the tablecloth and candles. It was 
of attractive patterns and was 
offered at $1 down and 50 cents 
per week. The first two weeks, 25 
sets were sold and only 10 per¬ 
sons were turned down for un¬ 
satisfactory credit arrangements. 
Of the 25 there were twelve sets 
sold to young married couples or 
couples about to be married. Since 
that time more than half of these 
newlyweds have become regular 
Jones Hardware customers for 
other goods. Coming back to the 
store every week for nearly a year 
brought these women in constant 
(Continued on page 74 ) 


from ms source of supply any 
special help in meeting competi¬ 
tive prices or conditions. As an 
important account, he is able to 
obtain such help as he needs it 
and is in a position to ^"write his 
own ticket” where necessary. 


Building Traffic 

The special help received from 
the principal source of supply is 
often in the nature of traffic build¬ 
ing items—^merchandise that can 
be offered as a special for two, 
three or four days to bring cus¬ 
tomers into the store. Mr. Sweger 
recognizes the need of more store 
traffic as the really vital problem 
in this store and bends all his 
energies in that direction. He has 
the store arranged to facilitate 
self service on incidental items, to 
encourage second and third sales 
of related items in the same de¬ 
partment and has sufficient aisle 
space to permit easy access of the 
entire store despite its narrow 
width. All goods are price 
marked. Color arrangements have 
been studied in the display of de¬ 
partments (and merchandise with¬ 
in departments) so that a most 
attractive general appearance is 
assured, for the entire store. 

Four times a week, Lima news¬ 
papers carry the advertising mes¬ 
sage of the Jones Hardware Co., 
which is backed up with a win¬ 
dow display featuring goods ad¬ 
vertised. Inside the store the same 
merchandise is again displayed 
and the selling staff completely 
informed of the advertising. This 
gives the store the maximum re¬ 
sults from its advertising invest¬ 
ment and encourages customers to 


Good advertising helps 
Jones to create store 
traffic. 
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Ideas for Window 



T hese window suggestions 
are self explanatory. They 
will, when installed, also ex¬ 
plain why good ideas help sell 
merchandise. The small illustra¬ 
tions show the set-up of the fix¬ 


tures— Hardware Age inler- 
changeables—the large ones show 
them arranged with merchandise. 
You can reproduce the background 
posters easily if you use the charts 
—and they will surprise you with 
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their good looks. The photo comes Michigan, where T. Jimmy Poitras 
from Morley Bros., Saginaw, is the competent window trimmer. 
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F or hardware store interiors, 
good lighting obviously is 
desirable to facilitate see¬ 
ing; yet other aspects, such as 
making the interior attractive to 
create an atmosphere which will 


stimulate sales, make good light¬ 
ing particularly valuable to the 
store owner. In lighting, the store¬ 
keeper has a versatile and flexible 
medium for advertising and dec¬ 
oration. Briefly, light attracts pros- 



A good example of effective general illumination supplied by attractive direct lighting units of the pendant type. The 
light-toned walls h4ip to reflect light from the units down to the open table displays. 
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Supplementary lighting units concealed behind the overhanging ledge^ extend* 
ing along the top of the racks. 



pective customers, which makes 
its use a factor of importance in 
meeting competition. 

Let us consider the essential 
characteristics of any good store 
lighting system. 

First of all, a good store light¬ 
ing system should supply ade¬ 
quate light. While a very few 


harmful if the light is strong or 
if eyes are subjected to it for long 
periods. Glare materially reduces 
the seeing ability of the eye, and 
hence a glaring lighting installa¬ 
tion delivers less effective light 
than a footcandle reading would 
seem to indicate. Exposed lamps 
are always sources of glare, as are 
excessively bright surfaces of 
lighting units. Glare is objection¬ 
able in a store not only because it 
is unpleasant for customers and 
reduces their ability to see, but 
also because it can impair the 
efficiency of the storekeeper and 
his salespeople by sapping energy, 
causing headaches, and ruining 
dispositions. 

It is important that the light 
be distributed evenly throughout 
the interior, for spotty lighting is 
not attractive. Furthermore, even¬ 
ly distributed light will help to 
keep shadows at a minimum. Any 
dealer who has seen customers 
leaning over counters or tables 
and casting dark shadows on the 


Center: A luminous niche for display* 
ing a featured article. The background 
is made of frosted translucent cane 
glass lighted from behind. The con* 
struction is shown in the accompany* 
ing sketch. 


Light tones predominate in the finish 
of ceiling, walls, and woodwork. Sup* 
plementary lighting in the display 
cabineU help improve visibility and 
attractiveness of the merchandise. 


footcandles suffice to enable cus¬ 
tomers to find their way about the 
store, illumination levels of the 
order of fifteen footcandles are 
about the minimum for quick and 
easy seeing. Higher levels help 
to create an atmosphere of cheer¬ 
fulness and brightness, and to 
make merchandise look attractive. 

Freedom from glare is of prime 
importance, and it is this char¬ 
acteristic which many otherwise 
satisfactory lighting installations 
lack. Glare is light that shines 
directly in the eyes. It is always 
unpleasant and may even be 

• General Electric Co., Nela Park 
Ehiaineeriner Dept., Cleveland, Ohio. 
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merchandise they are trying to 
examine will realize the advan¬ 
tage of eliminating shadows. A 
rough rule of thumb that will in¬ 
sure even distribution is that light¬ 
ing units should be spaced no 
■ farther apart than their mounting 
height above the floor. Good dif¬ 
fusion of the light, obtained by 
indirect lighting or by using good 
diffusing glassware on direct 
units, also helps greatly to soften 
shadows and thus make them less 
objectionable. 

Direct lighting, which may be 
provided in several ways, is 
always the most efficient type of 
lighting, and often the most in¬ 
expensive to install. This sys¬ 
tem of lighting derives its name 
from the fact that most of the 
light is transmitted directly from 
the source to the area where it 
is needed. Direct lighting units 
are sometimes glaring. This is so 
whenever the surface brightness 
of the unit is too high, a condition 
brought about when the luminaire 
is too small for the lamp used. 
This must be borne in mind when 
units are selected for a new in¬ 
stallation and also when the watt¬ 
age of an old installation is being 
increased. For a given lamp size, 
the larger the luminaire, the lower 
its surface brightness will be, and 
consequently the less glaring it 
will be. 

Indirect light 

Indirect units throw light up¬ 
ward so that the ceiling is illumi¬ 
nated and becomes, in effect, the 
light source. Therefore, since the 
light is spread over a considerable 
area, the surface brightness of the 
light source is relatively low. In¬ 
direct luminaires are often classi¬ 
fied as totally indirect or semi- 
indirect, depending on whether 
all the light or simply part of it 
is directed upward. These sys¬ 
tems of lighting give maximum 
diffusion of the light and the re¬ 
sult is a soft illumination of ex¬ 
cellent quality. Indirect lighting 
in modem stores is not always 
achieved by the pendant ceiling 
unit system. Built-in recesses and 
niches may be used to conceal in¬ 
direct lighting units for general 
illumination or for some particu¬ 
lar display. The indirect light 
box which is mounted on counters 
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or island display tables so that its 
open top is slightly above eye 
level is used to flood the ceiling 
with light. While light boxes are 
not to be recommended as the 
only system of illumination for 
the hardware store, they are use¬ 
ful for building up the illumi¬ 
nation provided by an inadequate 
lighting system. 

No matter how much is said 
about lighting equipments, no dis¬ 
cussion of lighting can be com¬ 
plete without some mention of 
the importance of ceilings and 
walls in contributing to satisfac¬ 
tory results. Light that is reflected 
from ceilings and walls helps to 
build up the level of illumination 
in the store; light that is absorbed 
is lost. Ceilings should be flat 
white, or, if the decorative scheme 
calls for some color, of very light 
tints. Walls should be somewhat 
darker in tone since they are 
more directly in the normal line 
of vision and therefore should not 
be uncomfortably bright, but still 
their tone should be definitely 
light. Light walls are particular¬ 
ly important in the small store 
because the smaller the store, the 
greater the proportion of the total 
amount of light that falls on them. 
Where most of the wall space 
is covered with wall cases or 
shelves, these should be finished 
in light rather than dark tones if 
maximum benefit from lighting is 
to be derived. Many merchants 
could materially raise the level 
of illumination in their stores sim¬ 
ply by refinishing the walls and 
ceilings in light tones and then 
seeing to it that they were kept 
clean. Proper treatment of the 
ceiling and walls is especially im¬ 
portant if indirect lighting is used, 
for the efficiency of any indirect 
system depends largely upon the 
reflection factors of the ceiling 
and walls. 

Flexibility 

In recognition of the fact that 
the lighting requirements of many 
merchants vary considerably from 
hour to hour, or perhaps from 
day to day as the volume of trade 
fluctuates, lighting engineers have 
developed a lamp designed to pro¬ 
vide the general lighting system 
with a high degree of flexibility. 
This lamp, known as the Three- 


Lite lamp, has two filaments of 
different wattages which may be 
burned separately or together, 
thus making available three watt- 
ages. When lighting units are 
equipped with these lamps it is 
possible to use a relatively low 
level of illumination when trade 
is slack to indicate that the store 
is open for business, and yet have 
much higher levels available at 
the touch of a switch for hours 
when trade is brisk. Ibus, whether 
the illumination is low or high, 
the distribution of light remains 
even. As an example of how the 
Three-Lite lamp can increase the 
flexibility of a lighting system, 
let us suppose that a hardware 
dealer uses regular 200 - watt 
Mazda lamps in his lighting 
units. If he turns off alternate 
units when business is slack the 
lighting will be spotty. However, 
suppose he replaces the 200-watt 
lamps with 100 - 200 - 300 - watt 
Three-Lite lamps. Then when he 
burns the 100-watt filaments he 
uses the same wattage that he 
used originally when half the 
units were off, but the distribution 
of light remains even. For nor¬ 
mal periods he can bum the 200- 
watt filaments and use the same 
wattage he had with all the reg¬ 
ular 200-watt lamps; and for 
busy periods he can bum both 
filaments and avail himself of 
50 per cent more light than he 
had with his original installation. 
Three-Lite lamps my be controlled 
by individual pull-cords hanging 
from each unit, or more con¬ 
veniently by a wall switch if a 
third wire is run to each outlet. 
Because the new lamps are com¬ 
parable in shape euid size to r^- 
ular lamps of corresponding 
wattage, their use in present con¬ 
ventional fixtures requires only 
minor changes. 

With an adequate system of 
general lighting, all the merchan¬ 
dise displayed should be plainly 
visible. However, merchandise 
that is plainly visible is not nec¬ 
essarily attention-compelling. It 
can be made so by being lighted 
to a level several times that of 
the level prevailing throu^out 
the store. This is done by means 
of supplementary lighting equip¬ 
ments of various kinds, usually 
{Continued on page 75 ) 
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Albuquerque, N. M., 
March 9, 1936. 

TELEGRAM at the station 
hotel brings this saddening 
message: ‘‘Gus Gladding 
Died Suddenly.” It cannot be 
true. I can hardly realize that 
this good friend is gone. Less 
than a week ago I shook his hand 
in a San Francisco hotel lobby 
and made an April dinner date 
to be observed in New York. He 
even picked the place and told 
me what he would eat. He was 
so well, so happy, his usual gen¬ 
erous self—^just a week ago. At 


this time I know no details of 
his passing, but know that L in 
common with a legion of hard¬ 
ware men, have lost a true friend 
whom all of us loved. Across 
my shocked mind flash memories 
of a hundred pleasant contacts 
with Gus Gladding, in a hundred 
different places. It seems that I’ve 
met him everywhere. And now 
he is gone. I think of the many 
happy visits I have made to his 
room at many conventions, where 
he and his life-long comrade. Col. 
Houston Dudley, acted jointly as 
hosts—^those little visits were an 
institution enjoyed for nearly 


twenty years-*-and I rebel at the 
thought of having to give them 
up. Many times I have taken his 
picture on the Atlantic City board¬ 
walk and at other convention 
places. Among these informal 
snapshots are true glimpses of this 
unusual friend expressing his 
radiant, loving personality as no 
studio portrait could ever hope 
to catch it. Such a picture will 
be used here. It will show Gus 
Gladding as hardware men knew 
him and will wish to remember 
him—a happy, laughing man and 
a true friend. 

Charles J. Heale. 



Our news pages present an outline of Mr. Gladdin^s business career and on the pages following Saunders Norvell pays 
tribute to Gus Gladding, the friend he has known for more than fifty years. 
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GUS GLADDING 


**Andm the years he reigned; through 
all the country unde. 

There uxis no cause for weeping, save 
when the good man died,** 

Beranger—Le Roi Yvetot. 

I HAVE just received a tele¬ 
gram from Mr. H. C. Atkins, 
president of E. C. Atkins & 
Co., saw manufacturers of Indian¬ 
apolis, Ind., telling me that Mr. 
N. A. Gladding, their vice-presi¬ 
dent in charge of sales, suddenly 
passed away from a heart attack, 
Sunday night, March 8, in Port¬ 
land, Ore. In the passing of Nel¬ 
son Augustus Gladding, the hard¬ 
ware trade of this country has 
suffered an irreparable loss. It 
has been said that every man’s 
place can be filled. I don’t be¬ 
lieve this to be true. I know it is 
true that no matter who dies, the 
world goes on, but the places of 
unusual men who die are not 
filled. The world goes on, but it 
is not the same. 

Gus Gladding and the writer 
were close personal friends for 
many years. We first met when 
we were both traveling salesmen. 
Since then we traveled together 
in almost every part of the United 
States, and even in foreign coun¬ 
tries. At the time of the great 
earthquake and fire in San Fran¬ 
cisco, I had a room in a small 
hotel at Oakland, just across the 
bay from San Francisco. The 
city was still burning. There were 
occasional tremors. Refugees were 
leaving the city dragging their 
belongings after them. Many 
people whose homes had been 
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destroyed were camping in the 
parks. Gus turned up in my room 
at Oakland. Rooms were scarce, 
and every bed was occupied. I 
shall never forget with what alac¬ 
rity he accepted my invitation to 
bunk with me, and how his face 
lit up when he spied the bathroom 
with an ample supply of bath 
towels. “Well,” he said, “as your 
guest, the first thing I will do will 
be to take a bath.” 

Another time I was walking 
along the Plaza in Havana when 
I heard ray name called. There 
was Gus. We discovered we were 
both stopping at the Hotel Angle- 
terra. Havana at that time was in 
charge of General Wood. The 
Spanish-American war was just 
over. Gus and I had a fine time 
studying old Spanish customs. 
What wonderful company he was! 
What a gift he had for story tell- 
ing! 

Mardi Gras 

Then time passed, and it hap¬ 
pened that I was in New Orleans 
at Mardi Gras time. I was on my 
way to Central America. Gus was 
there too. This time he had a 
suite de luxe at the hotel, and I 
was the outsider. So I was given 
a cot in his room. What a won¬ 
derful week we spent celebrating 
Mardi Gras. Gus seemed to know 
everybody in New Orleans. Every 
door was open to him. We had 
wonderful dinners at Antoine’s. 
Breakfast in the French market, 
cooling off after breakfast in the 
nearby cathedral. What a host 


of memories! It was in New 
Orleans that an aunt of mine on 
Prytannia Street first taught me 
how to eat an artichoke. New 
Orleans is one of the most roman¬ 
tic cities in this country, and not¬ 
withstanding the building of sky¬ 
scrapers, it still has it old quar¬ 
ters, with the grilled iron fronts, 
and the squares full of tropical 
plants, that remind one of Laf- 
cadio Hearn, Dr. Sevier, Cabell, 
and a host of others. Pardon my 
reviewing these memories. But 
they are all permeated with the 
friendship and cheerfulness of 
Gus Gladding. He was a perfect 
host and a perfect guest. Every¬ 
where he went there were bright 
eyes and smiles. At conventions 
he was welcomed by everybody 
and no party was complete with¬ 
out him. He was a member and 
at one time president of “The Old 
Guard,” that veteran corps of 
salesmen traveling in the South. 
The ranks of this organization 
have contained many great.sales 
managers, many men beloved in 
every part of the South. But of 
all these men, Gus Gladding stood 
out as the greatest sales manager 
of all, the most beloved, with the 
greatest number of friends. 

Gus Gladding was an unusual 
man. I don’t believe there is a 
man in the hardware industry who 
had a greater number of friends 
among hardware manufacturers, 
jobbers and retailers. For forty 
years he was a sales manager in 
the saddle. Of course, Indian¬ 
apolis was his home, and he had 

HARDWARE AGE 

by Google 



his headquarters in the factory 
there. But I am sure there has 
never been a sales manager in the 
hardware business who traveled 
as many miles as Gus Gladding. 
He was well known in San Fran¬ 
cisco, New Orleans, Los Angeles, 
St. Louis, Chicago, New York and 
in practically every part of the 
United States. And the curious 
thing about him was that his ac¬ 
quaintance was among all kinds 
and classes of people. He not 
only knew the presidents of all 
the corporations he visited, but he 
knew the buyers, the sales mana¬ 
gers, the salesmen, the stock clerks 
and even the office boys. When¬ 
ever he visited a hardware house 
it was like having one of the 
family drop in. 

Another curious thing about 
Gus that comes to me as I sit 
here in my office in a tall build¬ 
ing in New York, is the fact that 
with all these friends, knowing all 
these people of every degree, high 
and low, in the hardware business, 
I don’t remember his ever having 
anything to say of a disagreeable 
or unk&id nature about anyone. 
Even in discussing his competi¬ 
tors he was fair and just. He 
grasped their point of view, and 
always had something pleasant to 
say about them. 

Another thing occurs to me, and 
lhat is that in all these years of 
traveling, in all these human con¬ 
tacts, in all of the parties he at¬ 
tended where naturally in some 
cases there was a little too much 
enthusiasm, I never knew him to 
do or say a tactless thing. I have 
seen him placed in situations by 
the foolishness of others that 
might have been unpleasant, but 
Gus with his rare kindliness and 
the charm of his perfect manners 
always saved the situation. I have 
heard him make many addresses 
at conventions, at large dinners, 
at small parties, and all of these 
addresses were in good taste, fit¬ 
ting to the occasion. Men who 
sit at their desks, who seldom 
travel, who are not brought into 
contact with all kinds and condi¬ 
tions of men, hardly realize the 
great danger there is at some tim,e 
or in some place, of making a 
slip, of saying the wrong word, 
telling the wrong story, unwit¬ 
tingly hurting someone’s feelings. 


The sales manager who travels is 
always exposed to slips of this 
kind. Therefore, when one can 
say truthfully, as I can after know¬ 
ing Gus Gladding all these years, 
that I never knew him to say or 
do a tactless thing, it is saying 
something that marks a man of 
unusual character. It is so easy 
to carelessly wound others, that 
the art of being pleasant, friendly 
and agreeable on all occasions is 
hardly appreciated. 

Led a Strenuous Life 

Gus Gladding led a hard life. 
No one except those who travel 
constantly will realize just how 
hard his life was. He was a home 
loving man. He was devoted to 
his wife and children. His home 
was a happy one. No one enjoyed 
the delights of happy domestic 
life more than he. But for forty 
years, in the interest of his busi¬ 
ness, because he was the best man 
to do the job, he constantly 
traveled all over this wide coun¬ 
try of ours. He was in charge of 
sales. It was his duty to handle 
the salesmen of the house, to hold 
old customers, and to gain new 
ones. On account of changes in 
the lumber trade at times his 
duties were difficult and one might 
say almost thankless. But no one 
ever heard him complain. Many 
times I have sat with him in his 
hotel room when he was going 
through the very heavy mail that 
always followed him. I watched 
him work. He was careful and 
systematic. I have seen him send¬ 
ing telegrams to ail parts of the 
country, dictating letters to cus¬ 
tomers and salesmen everywhere. 
Literally, his office was in his 
hotel room. 

As I review his life, as I think 
of these things, as I desire to write 
about the man just as I knew him, 

Full particulars of Mr. 

Gladding^s passing will 

be found on page 48 of 
this issue 


first of all 1 am impressed with 
his absolute loyalty to the house 
he represented. It may seem a 
small matter for me to touch upon, 
but in these days when one often 
is compelled to listen to the dis¬ 
loyal complaints of officials and 
salesmen of different organiza¬ 
tions, it makes one who is loyal 
stand out from the crowd. An¬ 
other thing that I would stress in 
summing up his character, is his 
devotion to his friends. With him 
friendship might almost be called 
a religion. I know of cases where 
he has stood by his friends when 
he had to make great sacrifices to 
do so. I know of cases where he 
has stood by old salesmen and 
employees when the patience of 
any other man would have been 
completely worn out. Another of 
his memy virtues was the fact that 
when he told you anything you 
could always depend upon his 
accuracy. While he was a great 
story teller and enjoyed the 
dramatics of story telling, when 
it came to a business proposition 
I never knew a man who was 
more exact and precise in stating 
the proposition. He never took 
chances with the future. His idea 
of business was that everything 
in a business deal should be clean 
cut and well understood, and in 
his dealings with his customers I 
know that he went to extremes to 
prevent them from having any 
misunderstanding of agreements 
that were being made. This blunt 
truthfulness on his part some¬ 
times led to a temporary loss of 
business, but in the long run no 
one held his customers like he did. 
As Shakespeare expressed it in 
writing about friendship: 

“Those friends thou hast, and their 
adoption tried, 

Grapple them to thy soul with hoops 
of steel.** 

This article is written with a 
sad heart. It is too long. The life 
and character of Gus Gladding 
could be summed up in one para¬ 
graph. The keynote was loyalty 
to his friends. And all his cus¬ 
tomers were his friends. We shall 
not see his like again, and in his 
passing the hardware trade lost its 
greatest sales manager, and the 
nation one of its most perfect 
gentlemen. 
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Edward Murray 
and his original 
store at Hones- 
dale. Pa. 


H ardware and hardware 
stores have been closely 
identified with the growth 
of America, but few have a more 
interesting connection with it than 
the business conducted by the 
Murrays of Honesdale, Pa. The 
fuel shortage in 1814 and the sub¬ 
sequent discovery of rich deposits 
at Carbondale influenced Edward 
Murray to migrate from Ireland 
to that section of the country. 
Coming to Honesdale in 1827, he 
found work there with the Dela¬ 
ware and Hudson Canal Co. who 
were building a canal to facili¬ 
tate the movement of coal to tide¬ 
water. Soon after its opening. 
Mr. Murray began to sell and 
transport goods from Honesdale 
to New York, his packet, the 
E. Murray^ plying the canal wa¬ 
ters, 108 miles long, for 30 years. 
Captain Murray was an able and 
fair trader and his reputation as 
such spread throughout the entire 
route. 


Honesdale, a merger of two vil¬ 
lages at the confluence of the Dy- 
berry and Lackawaxen rivers, was 
the place selected by Captain 
Murray for his first store. Eleven 
other merchants were located there 
at that time but today, more than 
a century later, the Murray name 


is the only one remaining on the 
business roster. 

The advertisements of that time 
present an absorbing view of the 
business life of Honesdale and 
the country in general. Ads then 
were announcements of the arrival 
and offering for sale of certain 



The present Murray establishment is a modem one, 
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of Honesdale 



One of the large crowds that attend a Murray sales event. Streets 
are filled for blocks around with people and cars. 


merchandise, as, for instance, this 
from the 1834 “public prints”: 
“one ton of first-rate butter, 2000 
yards of unbleached sheeting, 
French Marinos, 100 tons of plas¬ 
ter, segars, etc.” 

As Honesdale grew, so did the 
business, for in 1833 the Murray 
store was one of the most pros¬ 
perous in the town, and in keeping 
pace with the rapid expansion of 
the times. Captain Murray ven¬ 
tured into other fields. Between 
1832 and 1864, he bought 23 par¬ 
cels of land in Honesdale and 
vicinity. His business establish¬ 
ments included uptown and down¬ 
town stores, a bakery, three canal 
outfitting stores, and a stage be¬ 
tween Honesdale and Middletown, 
N. Y. He also was an extensive 
shipper of grain, pork, etc., be¬ 
tween central New York state and 
this point. 


In the early ’sixties misfortune 
set in. The Murray home and 
store were both destroyed by fire 
but, undaunted. Captain Murray 
took his family to a farm on 
Cherry Ridge, where he built a 
store which he and his family op¬ 
erated for many years. The barns 
were used for storage. 

Upon the passing of Captain 
Murray in 1868, Philip Reilly 
Murray carried on his father’s 
business but meanwhile a fair ag¬ 
ricultural development had taken 
place in the country and farming 
and farm problems became a 
paramount objective in P. R. Mur¬ 
ray’s life. He made of his farm¬ 
ing a real business, carefully esti¬ 
mating the capital invested; the 
quality of his products, and the 
percentage of profit. He firmly 


believed that the land should 
“bring forth good fruit” and if 
properly treated, would do so. 

In 1^5 business was resumed 
in the old store, in the 500 block, 
and in 1893, the family moved 
back to Honesdale. At first only 
carriages, wagons and sleighs 
were sold in the store. The pro¬ 
cedure for making a sale was 
unique. Samples on hand were 
shown by a boy and customers 
were then asked to return when 
Mr. Murray was in. 

Although the stock was meager, 
it was increased when Mr. Mur¬ 
ray saw the advantages of large 
quantity buying. As he had felt 
the need for many things on the 
farm, his desire now was to estab¬ 
lish a well-stocked store with 
(Continued on page 84 ) 



The present Murray family: Front row (left to tight): Minnie Korb Murray; Robert J, Murray; Mrs, Philip R, Murray, 
Sr.; Philip R. Murray, Jr.; Margaret Rose Murray. 

Second row (left to right): Edward L. Murray; Margaret Ham Murray; J, A, Demer; Mrs. J. A. Dem»; Quintin J, 
Murray; Mrs. E. P. Keen; Eben P, Keen. 
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Hardware Age 
Fifty-Year Club 


M en who have given a half a century or 
more of service to the hardware business 
merit some special recognition, as well as 
the acclaim of the entire industry. The Hardware 
Age FIFTY-YEAR CLUB is dedicated to that 
purpose. There are no dues, obligations, rituals, 
conventions, or assessments, and men who entered 
the hardware business prior to 1885 are eligible. 
Hardware Age salutes these half-centuVy veterans 
and will welcome additional members: 


GEORGE E. GARLAND 

at 16 began his lifetime career 
in hardware at Carthage, Mo., 
where he was “handy man” in 
a store. That was in 1882. In 
1889 he obtained employment in 
Springfield, Mo., with the Me* 
Gregor Noe Hardware Co. 
In 1893 he went with the 
Turner Hardware Co., Musko¬ 
gee, Okla., which was then in 
Indian territory. In those days 
he traveled largely by horse and 
buggy supplemented with oc¬ 
casional trips on the railroad. 
His calls on the trade occupied 
three days of each week and the 
other three days were devoted to 
buying. The Turner Hardware Co. sold to stores both in the 
farming and coal districts and these stores were heavy buy¬ 
ers. Special attention was paid to both classes of trade in 
the staples they used. Then the Dawes commission came to 
take over the territory for statehood and to settle with the 
Indians and while this was going on Mr. Garland in 1901 
went to Kansas City as buyer of the hardware stock which 
was added by the Townley Metal Co. Previously, the com¬ 


pany’s stock had consisted of metal, stoves and sundries. 
The year 1901 also marked his first attendance at the na¬ 
tional hardware convention, which met in Cleveland. Fol¬ 
lowing the convention he visited the Buffalo Exposition, New 
York Gty, and the New England hardware factories. Of 
his 69 years years, Mr. Garland has devoted 53 to hard¬ 
ware. The last 34 years have been with the Townley Metal 
& Hardware Co., Kansas Gty, Mo., as buyer and secretary. 
For recreation he looks to fishing and flowers. 


REUBEN R CHERRY, of 
the sales division of Sargent & 
Co., New Haven, Conn., has seen 
56 years of hardware go by. In 
1879 as a lad of 18 he obtained 
his first job with the New York 
City store of Russell & EIrwin 
Mfg. Co., at 43-45-47 Chambers 
St. His work with that com¬ 
pany covered errand boy, order 
clerk, substitute shipping clerk 
and city buyer. In 1885 he left 
the employ of Russell & Erwin 
and secured a position with Sar¬ 
gent & Company then located 
at 35-37 Chambers St., New 
\ork City. At that time Sargent 
was just starting in the lock 
manufacturing business and until 1893 Mr. Cherry served 
as stenographer, for which position he had fitted himself 
by night study. He was then promoted to house salesman 
and later transferred to the force of traveling salesmen, 
covering western New York and western Pennsylvania. 
Later his territory was enlarged to include central New 
York and such Canadian cities as Montreal, Toronto. 
Hamilton and London, as well as Pittsburgh, Wilkes-Barre 
and Scranton, Pennsylvania. In 1909, Mr. Cherry was 
withdrawn from the road to serve until 1930 as contract 
sales manager. He is still active in the sales division. Al¬ 
though Mr. Cherry’s travels have taken him over a large 
section of this country, he finds relaxation in motoring, 
which he enjoys as a hobby. 
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SEVEN VETERANS BECOME 50 YEAR CLUB MEMBERS 



Left to right: Charles Ready, Albert Klotten, Charles (yLeary, John Conway, 
James Costello, Fred Wilkins and Arthur Stilson. 


SEVEN VETERAN EMPLOYEES of Wickwire Brothers 
manufacturers of wire cloth, nails, wire and netting, Cortland, 
N. Y., have qualified, through fifty years or more of service, 
for memberships in the Hardware Ace Fifty Year Club. The 
men and their records in brief are: 

FRED A. WILKINS* started working for the company as 
a bobbin boy in 1886. Since 1906 he has been foreman and 
superintendent of the wire mill, and from 1929 to 1933 he 
was mayor of Cortland. 

JAMES COSTELLO, began weaving wire cloth for the 
company in 1874 and with 62 years of service to his credit is 
the dean of this group of half-century veterans. He wove on the 
plant’s first loom, and is foreman of the poultry netting de¬ 
partment. 

ARTHUR F. STILSON, treasurer of the company, began 
drawing wire in the factory in 1883, and in 1895 became plant 
superintendent. 

JOHN CONWAY, started weaving wire cloth in the plant 
about 1882. Later, he became a fine wire drawer, and has 
drawn fine wire ever since. 

CHARLES READY’S first position in the mill was as a 


bobbin boy in 1886. He later became a weaver, and is now in 
charge of the spooling department. 

CHARLES O’LEARY, has been with the company since 
1885, and is now in charge of the department which fills drums 
for the looms. 

ALBERT KLOTTEN, has been engaged at drawing fine 
wire in the plant for fifty years. 

These seven employees and one other Lewis Sager, who 
was not present when the accompanying picture was taken, 
have rounded out a total of nearly 450 years in the plant. 
This group and other veteran employees were honored at a 
dinner given by the company at the Hotel Cortland on Feb. 8. 
The occasion marked the 50th anniversary of former mayor 
Wilkin’s career with the company. 

Following the dinner which was attended by 290 employees 
and guests, Charles C. Wickwire, president, paid high tribute 
to the eight veterans, and each of the honored men responded 
with short talks. Charles C. Wickwire, Jr., youngest member 
of the firm then presented suitably inscribed gifts to the 
veterans. George Kennedy, sales manager, was toastmaster 
at the event. 


C. C. CRUZE, vice-president 
of the Wright-Cruze Hardware 
Co., retail, 212 Gay St., Knox¬ 
ville, Tenn., began his hardware 
career in the same city in 1880. 

His first job was with the hard¬ 
ware store then operated by his 
brother, J. H. Cruze, and he 
continued with that firm and 
its successors until 1903, when 
he retired as president and 
buyer of McClung, Buffat & 

Buckwell. He then organized 
the Cruze, Sterling, Hayes Co., 
of which firm he was vice-presi¬ 
dent and buyer. In 1914 he dis¬ 
posed of his holdings in the 
latter company and purchased 
an interest in the Wright Hardware Co., which firm later 
became the present Wright-Cruze Hardware Co. Mr. Cruze 
is on active duty in the store every day. His success as a 
hardware merchant has been outstanding and he enjoys 
the high esteem of fellow citizens, patrons and competitors. 
While taking a keen interest in religious and civic affairs 
in the community, he radiates good cheer and always has 
a cordial greeting and the latest joke for his many friends. 


HERBERT A. WOOD¬ 
WARD was 15 years old when 
he joined the Spencer & Co. 
hardware business as a clerk. 

He later became a partner and 
then treasurer, an office which 
he still holds with the Spencer 
Hardware Co., at Keene, N. H. 

He entered the business in 
1872, and at 79 still emphasizes 
the company’s original slogan, 

“Quality for Over a Century,” 
as the business itself was es¬ 
tablished more than 100 years 
ago. He has been a director of 
the Keene National Bank for 
many years and for tfeee years ^ woodward 

was a director of the New Eng¬ 
land Hardware Dealers Assn. The business is one of the 
largest retail businesses in New England and has withstood 
every known kind of chain competition, as Keene has been 
a popular spot for chain store try-outs. Although Mr. 
Woodward says that his chief hobby is photography, he 
hasn’t any photographs of himself and we had a great deal 
of difficulty obtaining the one to use with this brief ac¬ 
count of his splendid career in the hardware business. 
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This Tackle Cabin 
Serves Rayl’s 
Customers... 

This cabin is featured in all 
Rayl fishing advertising matter, 
circulars or newspaper, and serves 
to identify the store as a fishing 
tackle headquarters, although it 
has long been known as such. A 
cut of the cabin heads the ad¬ 
vertising, as shown in the accom¬ 
panying reproduction of one of 
the' store’s ads. 

Free services are adequately 
played up, such as weekly reports 
of fishing conditions in the many 
lakes and rivers nearby, as well 
as all over the State. A movie- 
gram method teaches fly casting, 
and special fishing equipment 
catalogs, free issuance of fishing 
licenses, copies of State fish and 
game laws are provided. 
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I N Rayl’s hardware store, De¬ 
troit, Mich., near the fishing 
grounds of Michigan and 
Ontario, fishing tackle is dis¬ 
played in an unusually appeal¬ 
ing fashion. The sportsman, al¬ 
ready keenly interested in his fish¬ 
ing expedition, is stepped up sev¬ 
eral notches in enthusiasm by the 
'‘fishing cabin” pictured here. 
Rayl’s find that tfie cabin, is an 
especially effective means during 
the fishing season as soon as the 
trout and bass begin to call out 
the fishing enthusiasts. 

The name, incidentally, has 
been changed from “fishing 
shack” to “fishing cabin” because 
of its greater appeal locally and 
meets the special ideas of fish¬ 
ermen generally. 
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They're Telling Us 


What readers say about the 
Hardware Age Catalog and 
Directory Number 


Office Aid 

Auburn, Ind. —We find your 
splendid classification of manu¬ 
facturers and hardware merchan¬ 
dise is an indispensable aid to 
our ofiBce force. 

It is needed several times a 
week to secure such information 
as, proper addresses, trade names, 
articles manufactured by certain 
companies, and the names of firms 
who manufacture articles we de¬ 
sire to purchase. 

We feel it is a valuable book to 
have in our files. 

C. E. Frederick, 
Auburn Hardware 


To Be Commended 

Keokuk, Iowa — Your hard¬ 
ware directory has been of con¬ 
siderable assistance to us. The 
past few years we have referred 
to it very frequently. 



Quite often we have calls for 
items which we do not regularly 
stock and which are a little bit 
out of our line, and we have al¬ 
ways been able to obtain informa¬ 
tion by the use of your directory. 

We believe you are to be highly 
commended for bringing out this 
directory annually as we are sure 


that it is most useful to the entire 
hardware industry. 

A. J. Weber, 

A. Weber Company 


Bigger and Better 

Sheboygan, Wis. — Just re¬ 
ceived your Directory or “Who 
Makes It?” issue of Hardware 
Age of September, 1935. The book 
came through in fine condition. It 

SHE SUAE MeAS*UQCSUA 



seems each year the book takes on 
more size and we find it a very 
valuable book to have handy in 
our store. We turn to its pages 
many times in the year, and most 
of the time we find the needed in¬ 
formation; when we cannot find 
it, we write to “Who Makes It?” 
and have always received a 
prompt reply that gave us the 
answer to our question. 

We appreciate your efforts in 
giving the hardware dealer the 
“Who Makes It?” column and 
making Hardware Age a better 
and a more desirable paper for 
any hardware merchant. 

C. M. Hiers, 

Frank Geele Hardware Company 


Almost Indispensable 

Barberton, Ohio — We are 
pleased to acknowledge receipt of 


Hardware Age Directory Number 
and we assure you we appreciate 
it very much. 

We find this directory almost 
indispensable in our business. 

C. E. Saurer, 

C. E, Saurer Hardware Co. 


Used Several Times 
a Day 

Bloomington, III.—^We have 
just received the new Hardware 
Age Directory. We wish to com¬ 
pliment you on it as it is more 
complete than ever before. We 
use it at least several times a day 
and it saves us a great deal of 
time and correspondence. It is 
the most valuable book of its 
kind that we have ever had in our 
office. 

We thank you very kindly for 
sending it to us and trust you 
will continue its publication each 
year. 

Wm. S. Read, 

G. H. Read & Bro. 


A Humdinger 

Hartford, Conn. —^Your new 
Directory is a humdinger and a 
big help to hardware jobbers. 

We deplore the fact that so 
many factories will sell direct to 
retail stores, but the book itself 



has nothing to do with that and 
is a good help to buyers of all 
kinds. 

It arrived in perfect condition 
and we shall use it a lot during 
the year. 

G. G. Knoek, President, 
G. G. Knoek, Inc. 
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Most Useful 

Des Moines, Iowa —We are in 
receipt of the Hardware Ace Di¬ 
rectory. 

We are pleased to state that the 
same is most useful in our buying 
department. The Directory was 
received in good condition. 

W. T. McNerney, 

Vice-pres. & Gen. Mgr., 
Brown-Camp Hardware Company 

Must Have It 

Cleburne, Texas. — We are 
much pleased with your “Who 
Makes It?” Book. We use it often 
to advantage and couldn’t sug¬ 
gest improvements—couldn’t do 
without it. 

F. D. Dickson, 

Dickson Hdwe, & Furn, Company 

Need It Badly 

Chicaco, III.—Copy received 
O.K. When we need it we need 
it badly. 

Ace Stores, 

Park Hardware Company 

Very Fine 

PiTTSBURCH, Pa. — Wish to 
thank you very kindly for the 
very fine copy of Hardware Ace 
Directory “\^^o Makes It?” We 
are sure we will find this very 
useful, as we have found in the 
past that your directories are very 
fine. 

S. E. Dollison, 

The L. H, Smith Company 

Used Almost DaOy 

Gainesville, Fla. —We beg to 
advise that the director, “Who 
Makes It?” was received by us 
two days ago in good order and 
we want to express our sincere 
thanks for same. 

This directory will be most 
helpful and we will use it almost 
daily in our business. 

Clayton T. Tulus, Secretary, 

Baird Hardware Company 

Lots of Help 

Shreveport, La. — Copy of 
“Who Makes It?” issue of Hard¬ 
ware Ace, of September 26th, 
came promptly. 
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Its contents and arrangement 
thereof have been carefully stud¬ 
ied. You are to be congratulated 
and in this we assure you this 
issue contains lots of help to all 
making use of some of its unique 
features. 

R. J. Ocilvie, President, 

Ogilvie Hardware Company, Inc. 

Used DaUy 

Sturgeon Bay, Wis. —We are 
in receipt of your Directory “Who 
Makes It?” issue of Hardware 
Ace of Sept. 26, 1935. 



I daresay that there is not a day 
that passes that we do not refer 
to this book several times 
for addresses for our own busi¬ 
ness purposes and also addresses 
of companies requested by our 
customers. We find it up-to-date 
as to addresses which aids us in 
sending our mail to the proper 
places. Also, many times we are 
at a loss to know where to write 
for repairs on certain items and 
this has helped us to find the man¬ 
ufacturer in a great many in¬ 
stances. 

Scofield Company, 

(0. H. Hanson, Secy, and Mgr.) 

Saves Time 

Charleston, S. C.—May we 
say that the directory which you 
send every year is extremely use- 

CUT_YOyR CORP€$- 



ful to US, in fact it has helped us 
on two or three occasions to locate 
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in a few minutes material that 
would have taken considerable 
correspondence to have located. 

We do not know of any par¬ 
ticular improvement that could be 
made, and thank you very much 
for the issue. 

W. D. Luhn, 

Thompson-Miler Hardware Corp. 

A Great Help 

Honesdale, Pa. —“Who Makes 
It?” just received and we are sure 
it is going to be of great help to us. 

We are using the old copy almost 
every week and appreciate the new 
copy very much. It is a real help 
to us country boys. 

Robert J. Murray, 
Murray Company. 

Great in Every Way 

Nebraska City, Neb.— Received 
the Directory. I use it often. I think 
it great in every way, and I ap¬ 
preciate it very much. 

Henry F. Meyer 

Always Mentioned 

Franklin, Pa. — Mention of 
your Hardware Ace Directory 
service is made on each inquiry 
from this source and the book is 
used often. 

This much we think of your 
buyers’ service. 

H. C. King, 

Franklin Hdwe. & Plbg. Co. 

Complete 

Davenport, Iowa — We were 
pleased to get the Hardware Ace 
Directory. It is a great help in 
locating addresses of certain mak¬ 
ers of items in the hardware line 
and find same as complete as any 
we have seen so far. We thank 
you. 

H. & H. Rohlff 

Glad to Get It 

Eugene, Ore. —^The Directory 
of “Who Makes It?” came yester¬ 
day in good shape. 

This is something that we are 
very glad to receive and to which 
we refer many times during the 
year. We appreciate it very much. 

Arthur R. Quackenbush, 

/. W. Quackenbush & Son 
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ROSE BUSHES IN A HARDWARE STORE 


T he Maxwell Hardware Co., 
Oakland, California, sell 
rose bushes with success, 
and devote an entire window to 
their display in season. Instead 


A Maxwell Hardware Store window 
in Oakland, Calif, 


of a Profit Line 


of placing them just inside the 
door where the customer could 
plink down his money and walk 
out with a rose bush, they dis¬ 
play them on a counter at the 
back of the store where people 
must come in contact, in passing 


through, with garden tools and 
other necessary implements. 

Mr. Brodie of the Maxwell store 
says they sold more than four 
thousands rose bushes from the 
middle of February, until the first 
{Continued on page 80) 
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READ IT IN HARDWARE 


News of Retailers, Jobbers 
and Manufacturers and 
Salesmen 


NEWS OF 


HARDWARE AGE FOI 


280 ATTEND THE NUT- 
MEGGERS* ANNUAL 
PARTY, MARCH 4 

Held in conjunction with the 
33rd annual convention of the 
Connecticut Hardware Associa¬ 
tion, at the Hotel Bond, Hartford, 
Conn., the annual dinner and 
party of The Nutmeggers at¬ 
tracted 280 hardware dealers and 



CHAS. F. GALLAGER 


salesmen. Presided over by 
Charles F. Gallager, the new 
president, the party, which was 
held Wednesday, March 4, was 
considered to be the most success¬ 
ful event ever held in the history 
of the club. All records for at¬ 
tendance were smashed. 

After the dinner, a very fine 
floor show was presented, fol¬ 
lowed by the popular raffle and 
winning of the door prizes, all 
donated by well-known manufac¬ 
turers in the industry. Howard 
Knapp of the Corbin Screw Co., 
New Britain, Conn., was chairman 
of the entertainment committee. 
Other members of the committee 
were: Roland H. Osgood, Pitts¬ 
burgh Plate Glass Co., Hartford, 
Conn.; Earl J. Hopwood, Olds & 
Whipple, Inc., Hartford; Simon 
C. Lott, Botfield Refractories Co., 
Philadelphia, Pa.; and A. D. 
Morgan. 

The retiring president, Elliot 
Paddock, Greenfield Tap and Die 
Co., Greenfield, Mass., was pre¬ 
sented with a very finely fitted 
traveling case. Gordon Marvin, 
Jackson-Marvin Hardware Co., 
Westville, Conn., president of the 
state association, was guest of 
honor as were other trade repre¬ 
sentatives. All Nutmeggers, who 


could do so, were invited by the 
dealers to attend the noon lunch¬ 
eon, which was held the follow¬ 
ing day. 


3,000 ATTEND BELCHER 
AND LOOMIS SHOW 

Belcher and Loomis Hardware 
Co., Providence, R. L, held a 
three-day “Open House Show,” 
Feb. 29 to March 2, which was 
attended by approximately 3000 
persons. A large number of the 
leading manufacturers displayed 
their products in attractively ar¬ 
ranged booths, and the lines were 
so arranged as to be of interest 
to the industrial, automotive and 
retail hardware customers. 

Great interest was shown in a 
number of new lines, which have 
been added during the past year, 
and which were especially dis¬ 
played for the occasion. Peter 
McLaren, a champion wood chop¬ 
per, gave interesting demonstra¬ 
tions of his ability. Parking facil¬ 
ities were provided and food 
and refreshments were served 
throughout the show. 

Paul J. Polke, vice-president, 
expressed his gratification with 
the results and his appreciation 
for the support given by manu¬ 
facturers and those who attended. 


BROOKLYN ASSOCIATION 
ELECTS OFFICERS 

At the March 12 meeting of 
the Brooklyn Hardware Associa¬ 
tion, Sidney Atkinson, R. J. 
Atkinson, 403 Ralph Ave., Brook¬ 
lyn, New York, was elected 
president; A. W. Dow, Baldwin, 
L. L, first vice-president; Arthur 
Herman, Herman & Son, second 
vice-president; Ralph S. Allen, 
Diamond Expansion Bolt Co., re¬ 
elected secretary; and Henry F. 
Bond, reelected treasurer. Martin 
Tarzian and 1. B. Goldberg were 
elected directors for a term of 
two years. 

August Flamman, member of 
the law firm of Brennan, Flam- 
man & Simpson, discussed rackets 
in the collection agency business 
and warned of dealings with un¬ 
known collection agencies. He 
stated that it was better to place 
accounts with reputable attorneys. 
A film, “Jewels of Industry,” was 
shown under the sponsorship of 


the Carborundum Co., which de¬ 
picted the manufacture of car¬ 
borundum. The meeting then ad¬ 
journed to Joe’s Restaurant, 
where dinner was served. 


WESTINGHOUSE CREATES 
NEW DISTRICT IN SOUTH 

Merchandising division officials 
of the Westinghouse Electric & 
Mfg. Co., Mansfield, Ohio, have 
announced the establishment of a 
South Central District to serve 
Alabama, Tennessee, northwest¬ 
ern Florida, Mississippi, and 
Louisiana. 

Harold W. Brown, well known 
in electrical merchandising and 
utility circles throughout the 
South, has been named district 
merchandising manager, and has 
established office in Birmingham, 
Ala. S. M. Davison, formerly 
refrigeration manager of the com¬ 
pany’s middle Atlantic District, 
with headquarters at Phila¬ 
delphia, takes over the South¬ 
eastern district as merchandising 
manager, with headquarters at 
Atlanta, Ga. 

The former district, known as 
the Southeastern District, em¬ 
bracing nine states, will now cen¬ 
tralize its efforts and direct mer¬ 
chandising activities of North 
Carolina, South Carolina, Georgia, 
and Florida. Eight other West¬ 
inghouse districts are located in 
New York, Pittsburgh, Atlanta, 
San Francisco, Chicago, Boston 
and St. Louis. 


GEIS TO COVER CENTRAL 
SALES FOR CORBIN LOCK 

R. J. Geis will cover the cen¬ 
tral western states for the sales 
department of the Corbin Cabinet 
Lock Co., New Britain, Conn. 
Mr. Geis, who has been associ¬ 
ated with the company for a 
number of years, succeeds Walter 
J. Higgins. 


AMERICAN CHAIN CO. 
NAMES SALES ENGINEER 

R. J. Southwell, who was 
for many years associated with 
Wickwire-Spencer Steel Co., is 
now associated with the Ameri¬ 
can Chain Co., Inc., and Associ¬ 
ate Companies, as sales engineer. 
His headquarters will be at 
Bridgeport, Conn. 


TRYON ADDS BAKER, JR^ 
TO SALES STAFF 

W. A. Baker, Jr., has been ap¬ 
pointed to the sales force of the 
E. K. Tryon Co., wholesale hard¬ 
ware and sporting goods firm of 
Philadelphia, Pa. He is the son 
of W. A. Baker, who has been 
associated with the company for 
35 years, covering western Penn¬ 
sylvania. Mr. Baker, Jr., will 



W. A. BAKER, JR. 

cover territory in addition to that 
now covered by his father. It 
will consist of northwestern and 
southwestern Pennsylvania. Mr. 
Baker, Sr., will cover Pittsburgh 
and the immediate surrounding 
territories. 

Previous to his association with 
E. K. Tryon Co., Mr. Baker, Jr., 
was connected with a large chain 
where he studied retail selling, 
merchandising, and stock control, 
and prior to his recent appoint¬ 
ment, was employed in the Phila¬ 
delphia warehouse of Tryon Co. 
Mr. Baker will make his head¬ 
quarters in Pittsburgh, and may 
be reached there at his father'* 
address, 415 Zara St. 


OLSON REPRESENTS 
OSTER MFG. CO. 

In our announcement that A. J. 
Woodland, of St. Paul, Minn., has 
become associated with George 
R. Olson, 4612 Casco Ave., Min¬ 
neapolis, Minn., as manufacturers’ 
representative, appearing on page 
47 of the Feb. 27 issue of Hard¬ 
ware Ace, we neglected to state 
that Mr. Olson also represents 
the John Oster Manufacturing 
Co., 16th & Ann Sts., Racine, 
Wis. 
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N. A. GLADDING DIES SUDDENLY 

AT PORTLAND, ORE.—WAS 73 


Beloved and prominent Atkins vice-president and 
sales executive suffered faUd heart Attack on Sun¬ 
day 9 March 8, 1936. Held unique place in hard¬ 
ware industry affairs for half a century and was wM 
known and admired among all hardware men^ 
everywhere. 


On March 8, 1936, Nelson 
Augustus Gladding suffered a 
fatal heart attack which took 
from the hardware industry and 
from the very hearts of those 
in it a beloved friend and re¬ 
spected sales executive. At 73, 
he looked back on a successful 
and colorful career of more than 
half a century. It was an active 
career, terminated suddenly at 
Portland, Ore., in the middle of 
a regular business trip, covering 
the PaciBc Coast. A scant week 
before his sudden passing, Mr. 
Gladding had met with groups 
of hardware friends in Los An¬ 
geles, San Francisco and other 
west coast points. He seemed 
in his usual good health, with 
plenty of that vigorous energy 
and kindness which his friends 
knew so well. 

The passing of N. A. Gladding 
takes from the hardware indus¬ 
try a unique figure for he was 
much at home among all his 
fellow manufacturers, all whole¬ 
salers and retailers — whether 
they were competitors, contem¬ 
poraries, customers, prospects or 
the other fellow’s customers. 
They were hardware men, all of 
them, and therefore his friends 
and they knew it. 

Future gatherings of hardware 
men will long sense the loss of 
N. A. Gladding’s happy pres¬ 
ence, for wherever hardware men 
have met he was always to be 
counted upon—a genial host con¬ 
tributing richly to the enjoyment 
and the benefits of convention 
contacts. His hospitality, his 
gracious sociability and his val¬ 
uable advice on business matters 
stamped him indelibly in the 
minds of aU the many hundreds 
who have known and loved him. 

As vice-president in charge of 
sales for £. C. Atkins & Co., Inc., 
Indianapolis, Ind., his selling 
activities took him to all parts of 


this country and to many foreign 
lands. Wherever he had been, 
there are good friends who will 
mourn his passing as a distinct 
personal loss. 

Mr. Gladding was born July 8, 
1863, at Providence, R. I. He 
received his education in the 



N. A. GLADDING 


public schools at Providence and 
Champaign, Ill., and later grad¬ 
uated from the Bryant and Strat¬ 
ton Business College, Indian¬ 
apolis. His long business career, 
which started as a clerk in small 
retail stores in Paxton, Ill., and 
Indianapolis, was signalized by 
many successes. In 1881, he was 
appointed secretary to the secre¬ 
tary-treasurer of the Missouri 
and Kansas Telephone Company 
at Kansas City, Mo., and later 
was traveling auditor for that 
company. 

In 1883 he returned to Provi¬ 
dence, and for two years was 
connected with Brown Brothers 
and Company, mill supply deal¬ 
ers. In 1885 he established his 
home in Indianapolis, and be¬ 
came connected with E. C. 
Atkins and Company. After a 
few months as a traveling sales¬ 


man, he was appointed manager 
of the Atkins Branch House at 
Memphis, Tenn., remaining there 
12 years. In 1898 he was pro¬ 
moted to secretary and sales 
manager of the Company, and 
in 1901 was elected vice-presi¬ 
dent, which position he held up 
to the time of his death. 

Mr. Gladding served as Com¬ 
missioner from the Seventh Dis¬ 
trict of Indiana to the Louisiana 
Purchase Exposition held at St. 
Louis, 1903-1904. He was a 
member of the Inter-American 
High Commission Group Commit¬ 
tee for Panama and has been 
prominently identified in many 
civic and welfare movements in 
Indianapolis. 

Mr. Gladding was a member 
of the Columbia, Athletic, Uni¬ 
versity, Country and Dramatic 
Clubs of Indianapolis, Union In- 
ter-Alliee’ Club, Paris, France; 


dent. Gray & Dudley, Nashville, 
Tcnn, 

In the passing of Nelson Au¬ 
gustus Gladding, Sunday night, 
March 8, in Portland, Ore., the 
hardware and mill supply trade 
lost its most popular and best 
known member and I lost my 
most intimate friend. 

For more than a third of a 
century “Gus” and I have been 
quite intimate friends. 

Many are the happy dinner 
parties that we have enjoyed to¬ 
gether. Many are the times that 
Mrs. Dudley entertained “Gus” 
in our home during her lifetime. 
In fact “Gus” was never allowed 
to come to Nashville without a 
visit in our home. 

For the past seven years my 
daughter who has always ad¬ 
dressed him as “Uncle Gus” 
has served as hostess. 

“Gus” was at home and had 
many friends in Nashville. Not 
only in Nashville but also in a 
greater number of cities than any 
other person I have ever known: 
New Orleans, Mobile, Memphis, 


Lotos, Strollers and Hardware 
Clubs, New York City; Louisi¬ 
ana Club, New Orleans, Louisi¬ 
ana. The Shrine, Consistory and 
Mystic Tie F. & A.M., also the 
Concatenated Order of the Hoo- 
Hoo, a prominent lumber fra¬ 
ternity, serving as Head Snark 
during 1898 and 1899; Indiana 
Chapter Sons of the American 
Revolution. He served as presi¬ 
dent of the American Supply and 
Machinery Association in 1914 
and again in 1918 and was a 
past president of the Old Guard, 
the Southern Hardware Sales¬ 
man’s Association in 1929 and 
1930. He was also an honorary 
life member of the Hardware 
Boosters, New York City and a 
member of the Hardware Ace 
Fifty-Year Qub. 

Survivors of Mr. Gladding are: 
two daughters; Mrs. Noble Dean 
and Mrs. Sylvester Johnson, Jr., 
grandchildren: Sylvester John¬ 
son, III, Nelson Gladding John¬ 
son, Noble Dean, Jr., John Dean, 
and a brother, George W. Glad¬ 
ding, of Chicago. 


Louisville, New York, Baltimore, 
Chicago, St. Louis, St. Joe, 
Cleveland, Texarkana, Los An¬ 
geles, San Francisco, Portland 
and Seattle. 

Yes, he was at home in too 
many cities for me to have under¬ 
taken to mention them. I really 
should not have mentioned any 
of them. I have, however, only 
made mention of a few cities 
where I know of my own per¬ 
sonal knowledge of “Gus” hav¬ 
ing friends that share with his 
many Indianapolis friends and 
his family in this great loss and 
grief that has come to them. 

“Gus” had a host of good 
friends on the Pacific Coast. He 
died among his friends out there. 
I received a letter from him writ¬ 
ten in San Francisco in which 
he wrote, “I am leaving tonight 
for Portland.” This letter ar¬ 
rived the day before I received 
the telegram announcing his 
death. This last letter was typi¬ 
cal of “Gus”—^reprimanding me 
for not making the Pacific Coast 
trip with him this year as here¬ 
tofore. 

“Gus” wrote, “Houston, these 


Comments by Hardware Industry Lieaders 

On the Passing of N. A. Gladding 

HOUSTON DUDLEY, presi- 
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Pacific Coast hardware men are 
the salt of the earth and our 
friends, we must come out here 
every year in the future.” 

Dear old “Gus,” he was the 
real salt of the earth to all men 
who really knew him. I know 
I am a better man by reason of 
my having enjoyed his friend¬ 
ship. He loved people, he liked 
to tell stories for the purpose of 
making his friends laugh He 
never told a story that any 
gentleman or lady could not and 
would not be glad to hear. 

He was a clean man. He 
thought of clean things. Every¬ 
body loved “Gus.” He was the 
most popular man engaged in the 
hardware trade or that contacted 
the hardware or mill supply 
trade. 

“Gus” was one of the world’s 
best salesmen. Not a high- 
powered salesman, a man that 
made friends and kept them. So 
it was also with his customers. 

“Gus’s” last trip was somewhat 
of a say hello trip. This trip, 
however, turned out to be to 
say “Good-bye.” 

A day each in Memphis, Bir¬ 
mingham and Mobile. A week in 
New Orleans attending Mardi 
Gras. “Gus” possibly has a 
greater number of good friends 
in New Orleans than any other 
city, other than Indianapolis. 
“Gus” belonged to their clubs in¬ 
cluding the Boston Club and the 
several men’s clubs that really 
give Mardi Gras every year. I 
think last year was the first 
Mardi Gras “Gus” has missed 
in many a year. This year he 
was there and enjoyed it. 

At Portland on Saturday, 
March 7, “Gus” was with his 
branch manager in their Port¬ 
land store as usual. After din¬ 
ner Saturday night in his hotel 
room with his manager, reading, 
writing and talking. “Gus” de¬ 
cided he would go downstairs 
and take a Russian bath. About 
thirty minutes later he was un¬ 
conscious in the bath house and 
was taken to the hospital where 
it was found a complication of 
his heart and pneumonia was his 
trouble. He passed away about 
8.30 Sunday night, only a few 
hours before his daughter Mary, 
Mrs. Sylvester Johnson, and his 
nephew, Pat Atkins, arrived. 

“Gus” is gone. We shall, how¬ 
ever, have to carry on as best we 
can without him until it comes 
our time to go. 

I am quite sure none of us will 
go out more quietly and peace¬ 
fully than “Gus.” He looked to 
me as though he was asleep sur¬ 
rounded by those most beautiful, 
I might say gorgeous, flowers 
sent by his many friends. 

“He sleepeth. We shall be 
content to await the awakening.” 


ROBERT G. THOMPSON, 
vice-president, Lufkin Rule Co, 
and president, American Hard¬ 
ware Mfrs, Associatioru 

The tragic passing of Mr. N. A. 
Gladding so far distant from his 
home came to me as a great 
shock. 

Perhaps no individual in the 
hardware or mill supply indus¬ 
try was more generally known, 
beloved, and respected than Gus 
Gladding, nor had a wider circle 
of friends. As young in spirit 
as the youngest, with ever-ready 
wit and pleasing personality, his 
presence in any group was al¬ 
ways welcome, his capacity as a 
host unexcelled. I will long 
treasure the pleasant memory of 
a few days spent with him in 
California just before his sudden 
and unexpected passing. 

Always with the welfare of the 
industry at heart Mr. Gladding 
was a leader in the affairs of 
the American Hardware Manu¬ 
facturers’ Association from its 
organization, and, after service 
on the executive committee, be¬ 
came president in 1913 and sub¬ 
sequently was a valued member 
of the advisory board until his 
death. Our people, and the in¬ 
dustry at large, will miss him 
greatly. 


CHARLES F. ROCKWELL, 
secretary - treasurer, American 
Hardware Manufacturers Associ¬ 
ation. 

As long as I have been familiar 
vrith the major conventions of 
the hardware industry, “Gus” 
Gladding has played a promi¬ 
nent part. Efficient in business, 
genial in personality, a host of 
friends was inevitable. 

As a member of the executive 
committee, president, and then 
for years as a member of the 
advisory board, Mr. Gladding 
rendered services to this asso¬ 
ciation which will be greatly 
missed. His memory will long 
be cherished by his associates in 
our offical family. 


J. E. STONE, vice-president in 
charge of sales, Stanley Works. 

No one in the hardware busi¬ 
ness will be missed quite as 
much as Gus Gladding. He was 
undoubtedly the best known and 
knew more people than anybody 
traveling in hardware circles. He 
was also actively interested in 
many endeavors outside of hard¬ 
ware fields. To enumerate his 
many high qualities would be im¬ 
possible; his kindly disposition 
and happy nature made him an 
emissary of good will and he 
will never be forgotten by those 
with whom he came in contact. 


L. M. KNOUSE, president of 
the American Supply & Machin¬ 
ery Manufacturers* Association, 

l nc, 

It is with genuine sorrow that 
note is made herewith of the 
sudden passing away of N. A. 
Gladding, first vice-president and 
sales manager of the E. C. At¬ 
kins & Company, Indianapolis, 

l nd. , in Portland, Ore., on Sun¬ 
day, March 8. 

Mr. Gladding, or “Gus” as we 
all familiarly knew him, has been 
a real force in our industry, 
lending constantly of his services 
to our association as one of the 
founders, then as president, ad¬ 
visory board member, committee¬ 
man and counsellor at all times, 
serving unstintingly and to good 
effect for our association and in 
dustry at large. 

We shall miss his wise advice 
and good judgment, and business 
gatherings will miss his helpful¬ 
ness and cheer, as well as his 
personal friendship which we all 
valued so highly, and so regret¬ 
fully and sorrowfully lose at his 
untimely death. 


SWEDISH STUDENT HERE 
TO STUDY TRADE 

Ove Persson of Sweden, who 
received a scholarship from 
Swedish Universities to visit the 
United States to study the retail 
hardware trade, has recently been 
a frequent visitor at the New 
York City editorial offices of 
Hardware Ace. He plans to 
spend eight or ten months here 
and intends to visit outstanding 
hardware stores throughout the 
country. During his stay in New 
York City, he is residing at the 
International House, 500 River¬ 
side Drive. 

Mr. Persson is a graduate of 
the University of Commerce, 
Stockholm, and is a son of Olaf 
Persson, a prominent member of 
The Swedish Association of Iron¬ 
mongers, who for 20 years has 
been managing director of the 
retail hardware firm of A. W. 
Angel, Inc., Halmstad, Sweden. 
The scholarship has been awarded 
for a number of years, but this 
is believed to be the first time it 
has been bestowed for a study 
of any branch of the hardware in¬ 
dustry. While here Mr. Persson 
will also contribute his impres¬ 
sions on the retail hardware busi¬ 
ness in the United States, to the 
business paper Jamhandlaren, 
Stockholm, which is widely read 
by Swedish hardware dealers. 


GEORGE A. FERNLEY, sec¬ 
retary-treasurer, Nadorud Whole¬ 
sale Hardware Association. 

In the death of Nelson Augus¬ 
tus Gladding (familiarly known 
as “Gus” to hundreds—^I mighi 
even with accuracy say thou¬ 
sands of hardware men) the en¬ 
tire industry has suffered a ven 
severe loss. 

It was a real pleasure and priv¬ 
ilege to know Mr. Gladding. He 
was a fine high-grade gentlenuD 
—always pleasant—always good- 
natured—and always able to add 
sparks of wit and humor to th^ 
common-sense opinions which he 
presented at various meetings in 
the hardware industry. 

In my opinion there is not aoy 
man in the industry at the pres¬ 
ent time who has a wider ac¬ 
quaintance. 

Only two weeks ago it was my 
privilege to spend an hour with 
Mr. Gladding at the Dd Monte 
conference in California where 
he had floum from New Orleansu 
At that time he was the same 
Gus Gladding that I knew when 
I was a boy thirty years ago— 
cheerful kindly considerate and 
well informed. 

He will be greatly missed. 


ESTABUSH G-E RADIO 
SALES BRANCH IN N. Y. 

The (^eral Electric Radio 
Division, Bridgeport, Conn., has 
established a radio factory sales 
and service branch at the Gen¬ 
eral Electric warehouse, 585 Hud¬ 
son St, New York City. It will 
serve as the G-E radio distribut¬ 
ing agency for the Metropolitan 
New York area, including West¬ 
chester, Nassau and Suffolk codb- 
ties. 

Inventories will be maintained 
there, and sales, billing oedit 
and service departments will be 
established. Direction of sales 
will be under Earle Poorman. 
district manager of appliance 
sales, and D. W. May, district 
radio sales manager, who wiD 
continue in their present loca¬ 
tion, 570 Lexington Ave. 

This arrangement is predicated 
upon a recognition of the ex¬ 
traordinary competitive condi¬ 
tions prevailing in metropolitan 
New York, and the ne^ for 
extraordinary measures to meet 
them. It is in no way indicative 
of a nation-wide policy. 


LOUISIANA ASSN. TO 
MEET, JUNE 15-17 

The Louisiana Retail Hardware 
& Implement Association will 
hold its annual convention a: 
New Orleans, La., June 15, 16 
and 17, 1936. A. H. Aucoin, 336 
South Rampart St., New Orleans, 
is executive secretary. 
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I Mm mm ■■ Theatre FREE with SPONGE 
VND CHAMOIS ASST. (Ret. $20.25); with 
:HAM0IS asst. (Ret. $17.25); with SPONGE 
tSST. fRet. $15.35). Use coupon for your order. 


AMERICAN SPONGE AND CHAMOIS CO., Inc. 

NIW YORK a SAN FRANCISCO 


AMERICAN SPONGE & CHAMOIS CO.. INC. \ 

47 Ann StreGt, New York. '\y 

Please ship through my jobber: Write in his name ami addre.>s. 

(Name) . 

□ Sponge Sc Chamois Asst. $20.25 (Retail Value) 

□ Chamois Asst. $17.25 (Retail Value) 

□ Sponge Asst. $1535 (Retail Value) 

□ Send me the 4-WAYS LEAFLET.Rush it! 


PASTE THIS COUPON ON YOUR LETTERHEAD, BILL 
HEAD OR POSTCARD. MAIL TODAY! SHIPMENT WILL 
BE MADE BY YOUR JOBBER. 
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MASBACK HARDWARE 
NOW IN NEW QUARTERS 

Extensive alterations having 
been completed at its new build¬ 
ing, 326-328-330 Hudson St., cor¬ 
ner of Van Dam St., New York 
City, and stocks having been 
transferred from its buildings at 
74-84 Warren St., the Masback 
Hardware Co. began operations 
at its new location, March 9. The 
building, which was described 
and pictured on page 48 of the 
Jan. 16 issue of Hardware Age, 
is owned by the Trinity Church 
Corp., and occupies a plot of 
11,500 sq. ft. It was taken for 
a period of 21 years, with re¬ 
newals by the company, one of 
the largest wholesale hardware 
firms in the country. The Trinity 
Church Corp. has purchased from 
the Masback Hardware Co. the 
Warren St. properties and a two- 
story garage at Leonard St. 

Masback Hardware Co. had oc¬ 
cupied the quarters on Warren 
St., which has been recognized as 
the hardware center of the New 
York Metropolitan area, for more 
than 30 years. The present new 
quarters were chosen primarily 
because of the transportation 
facilities and the space accom¬ 
modations in the nine-story fire¬ 
proof building. The executive 
offices are on the second floor and 
have been handsomely appointed. 
An illustration and description 
of the building appears on page 
48 of the Jan. 16 issue of Hard¬ 
ware Ace. 


POT AND KETTLE NEWS 

At the Feb. 18 meeting of the 
Los Angeles Pot and Kettle Club, 
C. H. Dye and 0. K. Buck of the 
Bureau of Power & Light, de¬ 
livered an interesting address on 
Boulder Dam. At the Feb. 25 
meeting of the club. Captain 
C. B. Horroll of the Los Angeles 
Police Dep’t., spoke on “Stopping 
the Undesirables at the Border.” 
Charles J. Heale, editor of Hard¬ 
ware Ace, gave some pertinent 
facts regarding the distribution 
and sale of merchandise at the 
March 3 meeting. 

The San Francisco Pot and 
Kettle Club will hold its conven¬ 
tion at the Wawona Hotel, Yose- 
mite Park, June 26 to 28. An 
interesting program is planned. 


NORGE DISTRIBUTOR 
EXPANDS ITS BUSINESS 

Moser & Suor, Inc., Kansas 
City, Mo., distributor in Missouri 
and Kansas for Norge refriger¬ 
ators, washers, ranges, ironers, 
aerolators, fine air furnaces, and 
commercial refrigeration equip¬ 
ment, has made preparations for 
1936, which, it believes, promises 
to be the biggest year for Norge 
sales. The sales force was in- 
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creased 50 per cent. A new mer¬ 
chandising, promotional and ad¬ 
vertising program was arranged 
and the company salesmen and 
dealer salesmen were supplied 
with complete data about the 
Norge line. 

The firm’s salesmen received 
an intensive sales training course 
from Dec. 20 to Jan. 6. Follow¬ 
ing this meeting held at the 
Ambassador Hotel, Kansas City, 
they moved to the Hotel Belle- 
rive, where for a week they ac¬ 
quainted the dealers in the Kan¬ 
sas City locality with the 1936 
Norge line, and merchandising 
program. From Kansas City the 
show was moved to the Connor in 
Joplin, Mo.; then to Wichita, 
Kan., to the Hotel Allis, and then 
to Hays, Kan., for the western 
Kansas dealers. 


SHELTON, N. Y. MGR. OF 
CORBIN SCREW AND LOCK 

J. T. Shelton, who has been 
manager of The Corbin Screw 
Division in New York City for 
a number of years, has also been 
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J. T. SHELTON 


appointed manager of The Cor¬ 
bin Cabinet Lock Division, and 
will now supervise'both divisions 
in the New York territory. 

Mr. Shelton has been with the 
company since 1899, starting as 
stock clerk. He was formerly 
salesman for P. & F. Corbin Divi¬ 
sion and later salesman for the 
screw division. He has also served 
in other varied positions. 


TEND FAREWELL DINNER 
TO J. A. LOSEE, JR. 

John Allen Losee, Jr., trea¬ 
surer and assistant manager of 
the Buchanan Hardware Co. 
stores at Richfield Springs and 
Norvrich, New York, was given a 
farewell dinner at the Richfield 
Hotel, Sunday afternoon, March 
1, on the eve of his departure for 
Utica, where he is now assistant 
manager of one of the Utica 
Knitting Co.’s yam mills. 

Seventy-five attended, and Mr. 


Losee, Jr., received many tributes 
from his friends and business as¬ 
sociates. John A. Losee, Sr., em¬ 
phasized the harmonious business 
relations that had existed be¬ 
tween father and son in the 
operation of the Buchanan Hard¬ 
ware Co. A traveling bag, a gift 
from those present, was presented 
to Mr. Losee, Jr. 


RUSSELL ELECTRIC CO. 
NAMES REPRESEN- 
TATIVES 

Russell Electric Co., 340 W. 
Huron St., Chicago, manufacturer 
of controls, fans, and motors, has 
appointed Melchior, Armstrong, 
Dessau Co., 300 Fourth Ave., 
New York City, with service 
branches and warehouses in 
Boston, Philadelphia, Baltimore, 
Brooklyn, N. Y., and Rochester, 
N. Y., as exclusive sales repre¬ 
sentatives for the East and South¬ 
east. Kelly-How-Thompson Co., 
309 South Fifth Ave. W., Duluth, 
Minn., with branch warehouses 
in Billings, Mont., and St. Paul, 
Minn., has been appointed ex¬ 
clusive sales representatives for 
the Northwest. Montgomery 
Brothers, 61 Fremont St., San 
Francisco, with service ware¬ 
houses in Los Angeles, Portland, 
and Seattle, have been appointed 
exclusive sales representatives for 
the seven West Coast states. 

Special air conditioning divi¬ 
sions are being established by aU 
of these sales organizations to in¬ 
sure full promotion of air condi¬ 
tioning equipment that has been 
developed by Russell. 


ROCHESTER ASSN. HEARS 
TALK ON SALESMANSHIP 

At the March 11 meeting of 
the Rochester Hardware Associa¬ 
tion at the Hotel Rochester, Gor¬ 
don W. Ivison, local sales repre¬ 
sentative of the National Cash 
Register Co., discussed proper 
salesmanship in his address, 
“Streamline Your Selling.” He 
mentioned six vital steps in 
retail salesmanship which in¬ 
clude, proper greeting, learning 
what the customer wants, pre¬ 
senting merchandise, making 
suggestions, closing the sales, 
speeding up the service. About 
65 attended the meeting which 
was presided over by President 
Cliff Wilson. 


PERMUnT CO. ADDS TO 
DOMESTIC SALES DEPT. 

K E. Kresge has been ap¬ 
pointed representative of the 
domestic sales department of 
The Permutit Co., 330 W. 42 
St,, New York City. His head¬ 
quarters will be at Madison, 
Wis., from which point he will 
cover the states of Wisconsin and 
upper Illinois. 
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HOUSE FURNISHING 
MFRS. ELECT OFFICERS 

W. H. Doherty, president of 
the Queen Mfg. Co., of Chicago, 
was elected president of the Na¬ 
tional House Furnishing Manu¬ 
facturers Association, 228 N. La 
Salle St., Chicago, at its recent 
annual meeting. He had been 
treasurer of the association since 
1928, and has been closely identi¬ 
fied with the association and its 
work in building up the national 
exhibit. He is also one of its 
charter members. Mr. Doherty 
succeeds E. J. Tate, of Master 
Metal Products, Inc., Buffalo, 
N. Y., who has been president 
for the last year and who re¬ 
mains on the board of directors. 

Other officers elected for the 
ensuing year were: E. E. Eng- 
strom. National Can Co., New 
York City, J. J. Downs, Clements 
Mfg. Co., Chicago, vice-presi¬ 
dents; A. W. Buddenberg, Lidc 
Mfg. Co., Canandaigua, N. Y^ 
treasurer; and Warren Edwards, 
secretary. 

The new board of directon 
chosen include the officers named, 
and Mr. Tate Md Ely Griswold, 
Griswold Mfg. Co., Erie, Pa. Re¬ 
ports submitted by the officers 
showed that the 1936 Ninth An- 
nual Exhibit was the most gio- 
cessful that has been held. It 
was the unanimous opinion that 
the 1937 Tenth Annual FThiKit 
which will be held at the Stevens 
Hotel, Chicago, Jan. 10 to 16, 
will establish a new record. 


DAYTON ASSOCIATION 
HOLDS MEETING 

J. J. Schad presided at the 
March 2 meeting of the Dayton 
Retail Hardware Association, at 
the YMCA, which was given 
over entirely to business. Ralph 
Kimmel spoke on the selling of 
^ass seeds. H. A. Ralph de¬ 
livered an address on insurance, 
touching upon fire insurance 
rates, care of premises, etc. 
Luncheon and refreshments were 
then served. 


NEW ENGLAND CLUBS 
HOLD JOINT MEETINGS 

On invitation of the New Eng¬ 
land Paint and Varnish Produc¬ 
tion Club of New England, the 
Paint Trade Salesmen’s Club 
and the Paint and Oil Qub of 
New England met as guests of 
the Production Club at their r^- 
ular meeting at the Hotel Pniitan, 
Boston, Mass., March 12, with 
135 present. President Henry 
Twombley presided. Dr. Wil¬ 
liam Krambhaar, Beck-KoOer 
Co., spoke and showed a talking 
film on the subject of “By Gum,” 
portraying the processes used in 
making synthetic resins. 

HARDWARE AGE 

ogle 




SELL 

THE ONLY COMPLETE 
NATIONALLY ADVERTISED LINE 


Y OU can fit the need and purse of 
every customer with the Goodyear 
line of Lawn and Garden Hose. 

For the man who wants the hest there^s 
Goodyear Emerald Cord, the hand¬ 
somest, sturdiest, longest-wearing hose 
on earth. 

For the man who counts his 
pennies there’s Goodyear 
Oak, priced competitively 
with lowest-cost brands, yet 
possessing up to 40 times 
longer life at 100 pounds 
pressure! 


All six brands are built with Good¬ 
year’s exclusive ’’anti-ox” compound 
that prevents sun-cracking—and 
reenforced with braided cotton cord* 
carcass that insures longer life and 
satisfied customers. 

And all six are nationally advertised 
to create demand that keeps 
stocks moving, money turning 
over, profits piling up. Better 
order now from Goodyear, 
Akron, Ohio, or Los Angeles, 
California—or your Goodyear 
Mechanical Rubber Goods 
Distributor. 




MADE BY THE MAKERS OF GOODYEAR TIRES 
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FOLEY WILL REPRESENT 
ALABASTINE IN OHIO 

J. R. Foley has become asso¬ 
ciated with the Alabastine Co., 
Grand Rapids, Mich., as sales 
representative in charge of sales 
for Ohio. His headquarters have 
been established in Youngstown. 

Previously, Mr. Foley was con¬ 
nected for several years with the 
paint division of the DuPont Co., 
and later with James Sipe and 
Co., paint manufacturers and en¬ 
gineers. The Alabastine Co. re¬ 
cently supplemented its original 
line of water paints and acces¬ 
sory decorative products with a 
full new line of oil paints, enam¬ 
els, varnish, and matched 
brushes. Enlarging of the sales 
staff under the direction of 
W. H. Hall, sales manager, is 
also a part of the expansion pro¬ 
gram. 


EASTERN HORSE NAIL 
FIRMS TO MERGE 

Stockholders of the Capewell 
Horse Nail Co., Hartford, Conn., 
have voted to merge with the 
Fowler and Union Horse Nail 
Co., Buffalo, N. Y. The stock¬ 
holders of the Buffalo firm have 
also voted for the consolidation. 
The new firm will be known as 
the Capewell Mfg. Co. 

Officers are: Staunton Williams, 
president and treasurer; Carl A. 
Gray, L. L. Gaylord, and C. H. 
French, vice-president; Arthur L. 
Shipman, secretary; and H. T. 
Huffield, assistant treasurer. For 
the present factories in both cities 
will continue in operation, pend¬ 
ing a decision of elimination of 
one of them. 


WOOSTER BRUSH CO. 
ADDS TO SALES DEPT. 

The Wooster Brush Co., Woos¬ 
ter, Ohio, has appointed W. R. 
Russell, whom we are informed 
is an experienced sales promo¬ 
tion and merchandising expert, 
to its sales department. He has 
spent some years in the develop¬ 
ment of brush sales for some of 
the large paint manufacturers. 
Mr. Russell will assist and co¬ 
operate with Wooster distribu¬ 
tors and dealers in their sales of 
Wooster brushes, with emphasis 
on effective merchandising. He 
will spend most of his time in the 
field in direct contact with the 
trade. 


HONOR MISS TOKONAUER 
OF STANLEY WORKS 

Miss S. E. Tokonauer, secre¬ 
tary to E. H. Hart, export man¬ 
ager of The Stanley Works, New 
York office, was honored with a 
dinner, Tuesday, March 10, at 


Hurley’s Restaurant, 144 Fulton 
St. The affair, which was at¬ 
tended by 35 employees of the 
New York office, marked her 30th 
year of association with the com¬ 
pany and in tribute, she was 
presented with a diamond studded 
gold bracelet. 


D. S. WARANCH IN 
MARYLAND HOSPITAL 

D. S. Waranch, president of 
the Waranch Hardware & Paint 
Co., Inc., wholesale and retail 
firm of Norfolk, Va., is a patient 
at Mount Pleasant Hospital in 
Reisterstown, Md., a half hour’s 
drive from downtown Baltimore. 
He is anxious to see his many 
friends and although regular 
visiting days are Wednesday and 
Sunday, out of town visitors may 
see him any time. 


WRIGHT STEEL & WIRE 
OPENS NEW WAREHOUSE 

The G. F. Wright Steel & Wire 
Co., Worcester, Mass., has opened 
a new Chicago warehouse at 
19-21 N. Jefferson St., the former 
location, 22 W. Austin Ave., hav¬ 
ing recently been destroyed by 
fire. The Chicago manager, James 
J. Collins, has already installed 
a complete stock of Wright prod¬ 
ucts in the warehouse which con¬ 
tains three stories and basement, 
with ample facilities for street 
window display. 


PARKER TO REPRESENT 
ATLAS TACK CORP. 

Samuel F. Parker, for the past 
20 years contacting the hardware 
trade, has been appointed a sales 
representative of the Atlas Tack 
Corp., Fairhaven, Mass. Mr. 
Parker for a number of years has 
covered the New England and 
Middle Western territory for 
Landers, Frary & Clark, New 
Britain, Conn. He has also 
traveled in that territory for the 
Mark Cross Co. 


NORTH JERSEY ASSN. 
HEARS TALK ON SEEDS 

Thomas Wood, Woodgro Co., 
Montclair, N. J., spoke before the 
North Jersey Hardware and Sup¬ 
ply Association, at its March 10 
meeting, on the quality of seeds 
and fertilizer. He enumerated 
the various cheap seeds being 
sold and showed the inferior 
grades used in the poorer mix¬ 
tures. He also described the dif¬ 
ference between organic and 
chemical fertilizers, stating that 
organic fertilizer was superior 
because it took longer to decom¬ 
pose with the result of a longer 
effective life. Mr. Wood pointed 
out that cheap seeds vritfa little 
germinating qualities and cheap 
fertilizers produce poor lawns 


and result in a loss of customers 
who sell these products. 

Thirty-one members attended 
this meeting at the Hotel Plaza, 
Jersey City, which was presided 
over by President George Force. 


43 G-E EMPLOYEES 
WIN COFFIN AWARD 

Among 43 employees of the 
General Electric Co. to win the 
Charles A. Coffin Foundation 
award is C. O. Hamlin, of the 



C. O. HAMLIN 


company’s appliance and mer¬ 
chandise department, Nela Park, 
Cleveland. The Coffin citations, 
each consisting of a certificate 
and a cash award, are for con¬ 
tribution by the recipients during 
1935, to the progress and prestige 
of the General Electric Co., and 
to the advance of the electrical 
art. Mr. Hamlin was cited for 
the creation of display material, 
especially the “General Electric 
Talking Kitchen.” 


THE CHI-NAMEL CO. 
EXPANDS SALES FORCE 
The Chi-Namel Co., 9101 Kins¬ 
man Ave., Cleveland, has ap¬ 
pointed J. R. Barnes, formerly 
sales manager for Valentine & 
Co., New York City, as sales 
manager. F. H. GaUup has been 
engaged for the Philadelphia 
territory; S. B. Evans for east¬ 
ern Kansas; F. W. Long for the 
central Ohio district, and C. T. 
LeViness for metropolitan New 
York. Plans have been made for 
still further expansion in the im¬ 
mediate future. 


NAT. PRESSURE COOKER 
OPENS OREGON OFFICE 
National Pressure Cooker Co., 
Eau Claire, Wis., has opened an 
office at 1132 N. W. Glisan St., 
Portland, Ore., with C. S. Alex¬ 
ander in charge. This office will 
serve the entire West Coast from 
Washington to California. Pre¬ 
viously the company had a man¬ 
ufacturer’s representative for 
this territory, but this arrange¬ 
ment was discontinued Jan. 1. 


FAIRBANKS-MORSE 
NAMES DISTRIBUTORS 

Fairbanks-Morse Home Appli¬ 
ances, Inc., 430 South Green 
St., Chicago, has appointed the 
Doubleday-Hill Electric Co., with 
offices in Washington, D. C, and 
branch headquarters at Balti¬ 
more, Md., as distributor for 
Fairbanks - Morse Conservador 
Refrigerators. This company 
will serve its dealers in the Db- 
trict of Columbia, Maryland, Vir¬ 
ginia, and part of West Virginia. 

Two Tennessee distributors for 
Conservador Refrigerators, re¬ 
cently appointed, are: Keith Sim¬ 
mons Co., Nashville, and the 
Mississippi Valley Furniture Co., 
Memphis. The former will cover 
central Tennessee and the bor¬ 
dering counties in Kentucky. The 
latter will cover western Tennes¬ 
see and part of Arkansas and 
Missouri. 


WROUGHT WASHER 
NAMES SALES 
REPRESENTATIVE 

The Wrought Washer Mfg. Co., 
Milwaukee, Wis., manufacturer of 
washers and machinery bushings, 
has appointed Walter Borges as 



WALTER BORGES 


special sales representative. He 
will be headquartered at the 
firm’s Milwaukee office, covering 
special territories from that point. 
Mr. Borges was formerly general 
manager of a manufacturing 
plant in Milwaukee. 

The purpose of Mr. Borges’ 
appointment, according to the 
company, is to enlarge its field 
of customer service by providing 
this added contact for the hard¬ 
ware trade, assisting wholesalers 
in developing added turnover of 
the firm’s products. Mr. Borges 
will work under the direction of 
W. F. Disch, general sales nun- 
ager of the concern. 
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gCOPPERLITE- 


batteries. Focus- 
ing type, 500 
foot range. Deal 
includes 6 ^No. 
6 CS 2 2 y Copper- 
lites, 48 Ray-O- 
Vac cells, in dis¬ 
play shown at 
right. Retail val¬ 
ue $ 9 . 60 , cost 
to you $ 6 . 40 — 
PROFIT $ 3 . 20 . 


$ 1.25 Seller 
with batteries. 
Deal includes 6 
fNo. 6 R 22 } Ro- 
tomatic spot¬ 
lights and 48 
Ray-O-Vac unit 
cells, complete 
indisplay. Retail 
value $ I I. I o. 
you pay $ 7 . 40 — 
PROFIT $ 3 . 70 . 


StUtA^hxomjL 








rhe “2 in i” spotlight and 
ioodlight combined. Silver- 
hrome finish. Dual switch. 
in all-purpose light with a 
iniversal appeal. $ 1.25 Re¬ 
ader with batteries. Deal 
ncludes 6 (No. DL 22 } DU- 
^LITES, 48 Ray-O-Vac cells 
n attraaive display at left, 
letail value $ 11 . 10 , you pay 
^7.40— PROFIT $ 3 . 70 . 

A Flashlight for 
Every Purpose 


Here’s the flashlight that 
meets all price competition 
and licks it. Genuine focusing 
nickel finish flashlight to re¬ 
tail at 65 c, complete with 
batteries. Deal includes 6 
/^No. N 22 y flashlights, 48 
Ray-O-Vac unit cells, com¬ 
plete with display. Retail 
value $ 7 . 50 , you pay $ 5 . 00 — 
PROFIT $ 2 . 50 . 

A Flashlight for 
Every Purse 


l/TL 


WroTOMATIC 

There’s only one ROTOMATIC spotlight made— 
and that’s a RAY-O-VAC—with a fool-proof, ever¬ 
lasting switch. 


roul* Fastest 

’^MO/VEY MAKERS 

FlashlSqht Historq 


w 


COPPERLITE 


The “flashiest” flashlight ever shown—solid copper 
COPPERLITE. Special locking switch, heavy le n s 
$ I Retailer with 


RAY-O-VAC COMPANY 

Formerly FRENCH BATTERY COMPANY 

RAY-O-VAC FLASHLIGHTS « » RAY-O-VAC PHIX « • RAY-O-VAC BATTERIE 

MAIN OFFICES AND P L A N T — M A D I S O N , WISCONSIN 

Additional Factories at Clinton. Massachusetts and Lancaster. Ohio 
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BORST AND EDWARDS 
WIN BRIDGE 
CHAMPIONSHIP 

At the Duplicate Contract 
Bridge Tournament of the Hard¬ 
ware Square Qub, No. 675, held 
in the Masonic Temple, 23rd St. 
and 6th Ave., New York City, 
Feb. 18, George Borst, president 
of the Franklin Hardware Co. 
and Wm. Edwards of the Federal 
Hardware Co. were winners. Play¬ 
ing with Mr. Borst as South was 
Wm. Hendrick also of the Frank¬ 
lin Hardware Co. and with Mr. 
Edwards was Pete Bongert, Atlas 
Printing Co., as West. Chas. 
Samolinski, Mill Factor Products 
Co., and A1 Sitterlie, Franklin 
Hardware Co., took the boobie 
prize. The team of Fred Scholl, 
Long Island Hardware Co., and 
Ed Norvell, E. C. Atkins Co., 
was a close second. 

The eight annual Gala Night 
of the club will be held May 21 
in the grand ballroom of the 
Half-Moon Hotel, Coney Island, 
Brooklyn, N. Y. The affair will 
also be held in celebration of the 
75th anniversary of Frederick 
Pfeifer, The Payson Co., who is a 
past president of the club and 
also a member of the Hardware 
Ace Fifty Year Club. The enter¬ 
tainment committee consists of 
Mr. Scholl and Ralph Allen, Dia¬ 
mond Expansion Bolt Co. I 


ALUED HDWE. STORES 
ELECT 1936 OFFICERS 

Allied Hardware Stores, Inc., 
Akron, Ohio, at its Feb. 25 meet¬ 
ing at the Akron Beacon Journal 
oflBces elected the following of¬ 
ficers: William Stenacker, Com- 
m u n i t y Hardware, president; 
Paul R. Schlichte, Five Points 
Hardware, vice-president, and G. 
V. Britton, The Kenmore Supply 
Co., secretary - treasurer. Presi¬ 
dent Stenacker presided over the 
meeting which was attended by 
18 of the 19 stores in the group. 


NESCO ESTABLISHES A 
HOME TEST KITCHEN 
National Enameling and 
Stamping Co., Milwaukee, Wis., 
is constructing at its factory a 
Home Economics Kitchen, which 
will be equipped with every 
modem culinary device and ac¬ 
cessory. A nationally known 
home economist will be in com¬ 
plete charge of daily operations 
and will devote her entire time 
to practical kitchen operations, 
the testing of recipes and the 
creation of many new dishes, 
especially for automatic electric 
roaster cooking and for use in 
connection with Nesco Kerosene 
Stoves and Ranges. It is felt 
that the kitchen will suggest 
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many improvements in construc¬ 
tion and design of the company’s 
lines and it will be operated 
under the supervision of Herbert 
J. Moon, chief chemical engineer 
and head of Nesco’s Home Re¬ 
search Laboratory. 



Thomas L. Willis, whose elec¬ 
tion as president of the Northern 
Wholesale Hardware Co., dealer- 
owned firm of Portland, Ore., at 
the 12th annual stockholders’ 
meeting and convention held at 
the warehouse, Feb. 17 and 18, 
was announced on page 72, of the 
March 12 issue of Hardware 
Ace. 


SARGENT & COMPANY 
ELECTS OFFICERS 

At the annual meeting of the 
stockholders of Sargent & Co., 
hardware manufacturer of New 
Haven, Conn., held March 13, 
oflScers were reelected as fol¬ 
lows: President and general 
manager, Phillip E. Barth; vice- 
president, secretary and trea¬ 
surer, Ziegler Sargent; vice-pres¬ 
idents, Bruce Fenn and George 
F. Wiepert; directors as follows: 
B. W. Burtsell, Samuel H. 
Fisher, R. J. E. Graham, E. R. 
Sargent, G. L. Sargent, John Sar¬ 
gent, J. D. Sargent, Murray Sar¬ 
gent. 


SOUTHINGTON HDWE. CO. 
APPOINTS J. A. BUTLER 

John A. Butler has been ap¬ 
pointed factory superintendent of 
the Southington Hardware Co., 
Southington, Conn., succeeding 
Edward L. Baker. Mr. Butler’s 
appointment becomes effective 
April 1. He has been associated 
with the firm for the past 48 
years. 


ST. LOUIS CLEAN-UP 
WEEK, APRIL 12.MAY 2 

The 1936 Gean-Up and Paint- 
Up Campaign, sponsored by the 
St. Louis Chamber of Commerce, 


will be held from April 12 to 
May 2, in cooperation with the 
public. Catholic and Lutheran 
schools, the city administration, 
merchants and various civic 
groups. 

Arthur A. Blumeyer, president 
of the Industrial Bank of St. 
Louis and a member of the school 
board, is chairman of the Cham¬ 
ber’s committee in charge of the 
campaign. 


VOGEL, SALES MANAGER 
OF G-E RADIO DIVISION 

Ernest H. Vogel has been ap¬ 
pointed sales manager of the 
General Electric Co.’s Radio Di¬ 
vision, Bridgeport, Conn. For the 



E. H. VOGEL 


past six years Mr. Vogel was as¬ 
sociated with the RCA Mfg. Co., 
Camden, N. J., having joined 
that organization as advertising 
manager. He later was appointed 
radio sales manager, and was en¬ 
gaged in RCA sales activities 
until his recent appointment. 


HUMPHREY AGAIN HEADS 
MOREHOUSE & WELLS 

At the annual meeting of stock¬ 
holders and directors of the 
Morehouse & Wells Co., Citizens 
Bldg., Decatur, Ill., March 10, the 
following were elected officers of 
the firm, which conducts a whole¬ 
sale and retail hardware busi¬ 
ness: Wilbur Humphrey, reelected 
president and treasurer; Dean 
Johnson, vice-president; Robert 
Humphrey, secretary; Herman 
Walker, assistant treasurer. Di¬ 
rectors: Wilbur Humphrey, Ralph 
J. Monroe, Charles H. Ruedi, 
Robert Humphrey and Leslie E. 
Dillehunt. 

The new mill supply depart¬ 
ment, under the direction of 
H. W. Eckland, will service ter¬ 
ritory within a 100 mile radius of 
Decatur, handling a full line of 
factory maintenance equipment 
and supplies. 


Digitized by 


ANNOUNCE WINNERS OF 
WOLF PACKAGING 
AWARDS 

TJie Five Star Anti-Freeze con 
tainer entered and used by £. 1. 
duPont de Nemours & Co., Inc., 
Wilmington, Del., and designed 
by Jim Nash took first honors in 
the 1935-36 Irwin D. Wolf 
Awards Competition for distinc¬ 
tive merit in packaging, it is an¬ 
nounced by the American Man¬ 
agement Association, sponsoring 
organization for the annual com¬ 
petition. 

Johnson’s Furniture Polish en¬ 
tered by S. C. Johnson ft Son, 
Inc., Racine, Wis., and Owens- 
Illinois Glass Co., was voted the 
winning package under the ^ossi¬ 
fication, the most effective use of 
more than one color. Hercnles 
steam-distilled wood turpentine 
entered and used by Hercules 
Powder Co., Inc., Wilmington, 
Del., won honorable mention for 
the most effective redesigned 
package (based on comparison of 
old and new). The brush display 
of The Sherwin-Williams Co., 
Geveland, won honorable men¬ 
tion for the most effective use 
of merchandising ingenuity re¬ 
gardless of artistic qualities. 

Under the classification the 
most effective use of layout and/or 
decorative design, with particular 
emphasis on both merp hnnHiMwi^ 
value and beauty, DuPont Five 
Star Anti-freeze was considered 
the winning package. S- C- John¬ 
son & Co., Inc., furniture polish 
and Semdac Liquid Gloss used 
by the Standard Oil Co. of In¬ 
diana, received honorable men¬ 
tion. 

Channel-Vent chick box used 
by Hoeft & Co., Inc., North Chi¬ 
cago, m., received honorable men¬ 
tion for the most effective shipping 
container from the standpoint of 
merchandising and construction 
ingenuity. Sell-A-Set deal, en¬ 
tered and used by the Washburn 
(Zo., Worcester, Mass., won an 
award for the counter display 
piece that most effectivdy con¬ 
tributed to the selling of a 
package. 


SEEKS HDWE. CATALOGS 
AND PRICE USTS 

Manufacturers* Sales ft Dis¬ 
tributing Co., 1190 East St. 
George Ave., Linden, N. J., is ex¬ 
tending iu mill and factory busi¬ 
ness to include selling to the re¬ 
tail trade in its vicinity. The firm 
would like to receive catalogs, 
price fists, discounts, etc., from 
manufacturers of builders and 
heavy hardware, bolts, nuts, ropes 
sash cord, and a limited line of 
housefumishing items. 
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CONVENTION PROGRAM FOR SOUTHERN HDWE. 

JOBBERS AND AMERICAN HDWE. MFRS.* ASSNS. 


A definite program has been 
arranged for the joint conven¬ 
tion of the Southern Jobbers’ 
Assn, and the American Hard¬ 
ware Manufacturers* Assn., which 
will be held at Memphis, Tenn., 
April 20 to 23 inclusive. Wal¬ 
ter M. Bonham, president, C. M. 
McGung & Co., Knoxville, Tenn., 
president of the Jobbers* Assn.; 
and R. G. Thompson, vice-presi¬ 
dent, Lufkin Rule Co., New 
York City, president of the Man¬ 
ufacturers* Assn., will preside at 
their own sessions and jointly at 
the joint sessions. 

At the Monday evening, April 
20, opening joint session, Charles 
Evans, Little Rock, Ark., will 
speak on “That’s My Story.” 

At the Tuesday morning joint 
session at 9.30, John E. Edger- 
ton, president, Lebanon Woolen 
Mills, Lebanon, Tenn., president. 
Southern States Industrial Coun¬ 
cil, and past president. National 
Association of Manufacturers 
will deliver an address entitled, 
“At the Forks of the Road.” 
Flint Garrison, director-general. 
Wholesale Dry Goods Institute, 
will discuss, “Distributing 
Through the Wholesaler.” 

The jobber session will be held 
Tuesday morning at 11, at 
which Ralph W. Carney, The 
Coleman Lamp and Stove Co., 
Wichita, Kan., will speak on 
“Net Profit for the Jobber.” Sub¬ 
jects for general discussion will 
be: Stimulating Salesmen to 
Push New Lines and Special¬ 
ties; The Small Order Problem; 
Analysis of Lines; Differentials 
on Broken Packages; Analysis of 
Customer Accounts; Departmen¬ 
talized Buying; Are Advance 
Notices of Price Changes De¬ 
sirable; Cooperation with the 
Retailer; Controlling the Ex¬ 
pense Account; and Educating 
Salesmen on Lines Handled. 

At the Wednesday morning 
open joint session, Fitzgerald 
Hall, president, Nashville, Chat¬ 
tanooga and St. Louis Railroad, 
will talk on “Taxes—Amount, 
Purpose, Payment”; James E. 
Edmonds, editor. Cotton Trade 
Journal, New Orleans, and au¬ 
thor of a series of articles in the 
Saturday Evening Post last year, 
following trips abroad to study 
cotton production, will discuss 
“The Cotton Situation.” Gen¬ 
eral discussion on “Our Indus¬ 
try’s Problems” will be led by 
L. M. Stratton, president. Na¬ 
tional Wholesale Retail Hard¬ 
ware Assn, and by George H. 
Halpin, general sales manager, 
Minnesota, Mining and Mfg. Co., 
St. Paul, Minn. The closing 


joint session will be held Thurs¬ 
day morning. 

The entertainment committee, 
headed by Edmund Orgill, Orgill 
Brothers & Co., Memphis, Tenn., 
has not made definite announce¬ 
ment of the entertainment pro¬ 
gram. However, there will be 
informal dancing after the Mon¬ 
day evening session; a special 
feature for Tuesday evening; fol¬ 
lowed by informal dancing and 
a formal ball and golf tourna¬ 
ment on Wednesday evening and 
morning respectively. Entertain¬ 
ment for the ladies will also be 
provided. 

Registrations have already 
reached the 900 mark and it is 
expected that this joint conven¬ 
tion will smash all attendance 
records in the history of the as¬ 
sociation. 


ANNUAL MEETING OF OLD 
GUARD SET FOR APR. 21 

The annual meeting of the 
Old Guard, Southern Hardware 
Salesmen’s Assn., will be held 


Approximately 250 dealers and 
their clerks, representing 219 re¬ 
tail hardware and furniture deal¬ 
ers from 32 states, attended the 
National Coleman Dealer Sales 
Congress of The Coleman Lamp 
and Stove Co., held at Wichita, 
Kan., on March 3 to 7 inclusive. 
As the attendance was larger 
than expected, two sessions of 
three days each were held. 

Each session consisted of lec¬ 
tures and class-work on mer¬ 
chandising, advertising, and re¬ 
tail selling and in checking the 
actual performance of Coleman 
products. The dealers learned 
how to install correctly and in¬ 
sure the proper operations of 
the merchandise that they sell 
by actually working at those 
things at the sessions. The idea 


April 21, at the Peabody Hotel, 
Memphis, Tenn., it was an¬ 
nounced by secretary-treasurer 
R. P. Boyd. President Haviland 
has appointed the following as a 
dinner committee: George H. 
Harper, chairman; James 
Hutchinson and F. Herbert 
Smith. Every effort is being 
made to make the meeting a 
gala affair. The date of the meet¬ 
ing coincides with the joint con¬ 
vention of the Southern Hard¬ 
ware Jobbers’ Assn, and the 
American Hardware Manufac¬ 
turers’ Association, which will 
be held there April 20-23 in¬ 
clusive. 


“CLEAN UP” CAMPAIGNS 

Suggestions for inspiring 
Gean Up—Paint Up—Fix Up 
campaigns in home communities, 
through the cooperation of the 
civic agencies, the city adminis¬ 
tration, Chamber of Commerce, 
or other suitable non-commercial 
organization, are available free 
of charge from the National 
Clean Up and Paint Up Cant' 
paign Bureau, 2201 New York 
Ave., N.W., Washington, D. C. 


of a special Coleman department 
in the dealers’ stores for the dis¬ 
play and sale of different Cole¬ 
man household appliances was 
discussed. 

At the conclusion of each ses¬ 
sion, each attending member was 
issued a Membership Certificate 
in the National Coleman Deal¬ 
ers’ Gub. This certificate was 
also an award of merit as evi¬ 
dence of the aggressive merchan¬ 
dising and selling methods of 
the member’s firm and also of 
the fact that the member attend¬ 
ing had successfully passed a 
special factory and training 
course in the installation, opera¬ 
tion, and servicing of Coleman 
products. 

The invitation extended to 
dealers to attend the congress 



Charles W. Nelsen. Froid, 
Mont., who was elected president 
of the Montana Implement and 
Hardware Assn., at the recent 
Butte convention of the organ¬ 
ization. Due to mistaken identity, 
the picture of L. E. Nelson. 
Omaha, Neb., vice-president of 
the Nebraska Retail Hardware 
Assn., was reproduced with the 
report of the Montana meeting, 
as published on page 90 of the 
March 12 issue of Hardware 
Ace. 


was based on each firm’s out¬ 
standing record of advertising, 
merchandising, and selling of 
Coleman products daring the pre¬ 
ceding year, and may be con¬ 
sidered as an award of merit 
based on actual sales perform¬ 
ance. 

The school was conducted by 
R. W. Carney, field promotional 
manager; Charles E. Parr, vice- 
president and general manager; 
R. R. Sterling, sales manager; 
A. W. Boyer, advertising man¬ 
ager; L. F. Rosenberger, assis¬ 
tant sales manager and the fol¬ 
lowing salesmen: Ralph Barnes, 
Harry Zimmerman, Ernie Sell, 
A. 0. Beyer, L. G. Ingram, H. H. 
Pike, R. A. Bullard, Pierce 
Hauser, Charles R. Conn and 
E. E. Wegley. 



250 HARDWARE AND FURNITURE DEALERS ATTEND 

NATIONAL COLEMAN SALES CONGRESS 
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LAWN FENCES CELLAR WINDOWS SCREEN DOORS TENNIS COURTS TRELLISES POULTRY YARDS 



LOOK FOR THIS TAG 
ON THE BALE! 


HOW IT IS MADE 

Gray-Diamond Welded Fabric 
is made from Copper Alloy 
Open Hearth Steel Wire ... a 
special alloy which due to Hs 
copper content provides rust- 
resisting tendencies. FnnilslMd 
hot galvanized or green 
painted. 


After two years of research and experimentation Wickwire Brothers have 
developed this new fabric for our many users of Wire products. By our 
special process of welding, this fabric becomes much stiffer and stronger 
than twisted netting or woven wire cloth. Each mesh is unrform and firm. 
No slipping or sagging • • . will withstand terrific strains, knocks and 
hard usage. 

GRAY-DIAMOND WELDED FABRIC HAS MANY USES 

It is much more attractive than twisted or woven meshes. It has greater 
strength than other types of fabric. Some ideal uses are: 

FLOORING in CHICKEN COOPS 

DOS KENNELS 

FLOWER BED GUARDS 

MACHINERY and BELT GUARDS 

REINFORCEMENT of 
CEMENT FLOORING and 
STUCCO WALLS 


TRELLISES 

REINFORCEMENT for CELLAR 
WINDOWS and SCREEN 
DOORS 

ORNAMENTAL ENCLOSURES 
for TENNIS COURTS 
KENNELS 
LOCKER FRONTS 
POULTRY YARDS 


FURNISHED IN THE FOLLOWING SIZES AND WEIGHTS 

HEAVY 150 lineal feet bales; 2 feet, 3 feet or 4 feet wide. 18 gauge wire 
I inch mesh. LIGHT 150 lineal feet bales, 2 feet, 3 feet and 4 fert wide, 
20 gauge wire, I inch mesh. Furnished also in 2 inch mesh same widths— 


WICKWIRE BROTHERS 


SAFETY GUARDS 


FLOWER GUARDS 


CEMENT AND STUCCO REINFORCEMENTS 


DOG KENNELS 


FRONTS 





































































B I T U A R Y 


BURTON W. CROBAUGH 

Burton W. Crobaugh, 80, pres¬ 
ident of the Crobaugh Hardware 
Co., TiflBn, Ohio, one of the old¬ 
est retail establishments there, 
died at his home recently. 

He entered the hardware trade 
there in 1874 as a bookkeeper 
and salesman for John N. Tay¬ 
lor who had founded the store 
in 1847. In 1892 Mr. Crobaugh 
was admitted to a partnership in 
the business and in 1898 he as¬ 
sumed the management in the 
firm which was then known as 
Crobaugh & Dahm. Following 
Mr. Dahm’s death the store was 
reorganized as the Crobaugh 
Hardware Co. He was also one 
of the organizers of the Citizen’s 
Building Assn. Co., which he 
served as secretary and manager 
and had been a director and vice- 
president of the Tiffin National 
Bank. 

GEORGE H. HEGNER 

George H. Hegner, associated 
in the Hegner Hardware Co., 
Sewickley, Pa., passed away re¬ 
cently. Upon graduation from 
Duffs College in Pittsburgh, he 
entered the general store of his 
father and was a potential fac¬ 
tor in the store’s development 
into a general hardware and 
housefurnishings business. Upon 
the death of Mr. Hegner, Sr., his 
three sons, George H., A. J., and 
Frank A. Hegner, succeed^ to 
the business and subsequently 
added such lines as housewares, 
electrical appliances, farm imple¬ 
ments, seeds and roofing. Mr. 
Hegner, until his recent death, 
continued in the store and played 
an important part in its develop¬ 
ment. He was a well-known fig¬ 
ure at the PASHA conventions 
and he took an active part in all 
the affairs of his community. 

He leaves his widow, a daugh¬ 
ter and a son and several 
brothers and sisters. His broth¬ 
ers, A. J. and Frank A. Hegner, 
will continue to carry on the 
business. 

HAROLD F. ZIPFEL 

Harold F. Zipfel, 34, president 
of the South End Hardware Co., 
7717 Broadway Ave., Cleveland, 
died recently at his home there. 
His widow and a daughter sur¬ 
vive. 

C. N. VEEZE 

C. N. Veeze, 82, veteran hard¬ 
ware merchant of Sutherland 
Springs, Tex., died recently fol¬ 
lowing a brief illness. His 


widow, a daughter and two 
grandchildren survive. 

W. C. THOMAS 

W. C. Thomas, 63, retired 
hardware merchant, died recently 
at Chattahoochee, Fla., after a 
long illness. Mr. Thomas opened 
a hardware store in Tampa, that 
state, in 1900. The business de¬ 
veloped into the Tampa Hard¬ 
ware Co., which at one time was 
one of the largest wholesale con¬ 
cerns in the South. He was a 
past president of the Southern 
Hardware Jobbers Assn., and of 
the Tampa Credit Men’s Assn. 
He leaves his widow and three 
sons. 

HOMER GRADY CHAPMAN 

Homer Grady Chapman, 40, 
passed away recently at his home 
in Atlanta, Ga. He was a mem¬ 
ber of the Old Guard of South¬ 
ern Hardware Salesmen’s Asso¬ 
ciation. 

GEORGE B. ALVORD 

George B. Alvord, prominent 
Connecticut industrialist, died 
March 1, in Nassau, Bahama Is., 
where he was spending a vaca¬ 
tion. He was a director in the 
Union Hardware Co., the Pro¬ 
gressive Mfg. Co., Magma Cop¬ 
per Co., New York, the Torring- 
ton Printing Co., Torrington 
Company, the Torrington Na¬ 
tional Bank and Trust Co., the 
Torrington Electric Light Co., 
and the Torrington Water Co. 
He leaves his widow, a daughter 
and a son. 

W. L. DEMING 

William Lloyd Deming, 84, 
president of the Deming Co., 
Salem, Ohio, died March 10, at 
his home there, after a three 
months’ illness. 

A graduate of Cornell Uni¬ 
versity, he became associated 
with the Silver & Deming Mfg. 
Co. The Deming Co. was or¬ 
ganized in 1890 to take over the 
pump business of the Silver & 
Deming Co., and he was made 
its secretary. In 1895 he was 
elected vice-president and secre¬ 
tary, and in 1921 president. He 
was interested not only in indus¬ 
trial circles but also was keenly 
interested in civic affairs. 

His widow and a daughter, 
Susan B. Deming, survive. 

WALTER K. KUNKEL 

Walter K. Kunkel, 58, mem¬ 
ber of the hardware firm of 
M. Kunkel & Sons, Davenport, 


Iowa, died recently after an ill¬ 
ness of three months. Ha was a 
former director of the Scott 
County Sportsmen’s Assn, and a 
member of several gun clubs. 

JONATHAN HARALSON 

Jonathan Haralson, 67, a hard¬ 
ware merchant in Augusta, Ark., 
for 40 years, passed away March 
13. He had been a president of 
the Arkansas Retail Hardware 
Association. His widow and two 
daughters survive. 

FREDERICK R. HANSE 

Frederick R. Hanse, 48, for 
almost a decade in the hardware 
business in Babylon, L. 1., passed 
away recently. 

CHARLES S. MENAGH 

Charles S. Menagh, 79, who 
conducted a hardware business 
for nearly 40 years in East 
Orange, N. J., di^ March 10, at 
his home there. He retired from 
active business several years ago. 

MARTIN T. HAGERTY 

Martin T. Hagerty, 74, who 
had conducted a hardware store 
in Phillipsburg, N. J., died 
March 13. He was prominent in 
the affairs of Warren County. 

FRANK P. ADAMS 

Frank P. Adams, 83, retired 
hardware merchant, died March 
12, at his home in Sussex, N. J. 
He founded a hardware business 
there in 1882 which is now op¬ 
erated by his son, Ralph P. 
Adams. 

CLYDE A. HAEFNER 

Clyde A. Haefner, 41, vice- 
president of The Detroit Har¬ 
vester Co., Detroit, Mich., died 
recently in the Henry Ford Hos¬ 
pital, after an illness of two 
months. He leaves his widow, 
and a son and daughter. 

JAMES L. JOHNSON 

James L. Johnson, 72, for 10 
years associated with the John- 
son-Lally Hardware Co., Green 
Bay, Wis., died recently at the 
home of his daughter in Adrian, 
Minn. He retired from active 
business several years ago. Two 
daughters survive. 

J. H. SHIER 

J. H. Shier, 73, founder of 
Amlin, Ohio, and proprietor of 
a hardware store there, died 
March 9, after an operation. Two 
sons survive. 


J. JEROME BYRUM 

J. Jerome Byrum, 55, vice- 
president of the Byrum Hard¬ 
ware Co., Ensley, Ala., died re¬ 
cently in a Birmingham, Ala., 
hospital. He is survived by two 
brothers. 

CARY L. FERRELL 

Cary L. Ferrell, 40, weR-knows 
hardware merchant of Buna. 
Tex., died March 1. He was for¬ 
merly with the Wilson Hardware 
Co. of Beaumont. A widow, a 
son and a daughter sorvive. 

HERMAN FORG 

Herman Forg, 82, president 
and treasurer of the Peter Forg 
Manufacturing Co., SomerviRe, 
Mass., died recently in a hospital 
there. His firm specialized in 
sheet metal stampings. He leaves 
his widow and a son who is as¬ 
sociated in the business. 


WALTER J. ZILL 

Walter J. Zill, 66, store man¬ 
ager for tbe Badger Paint & 
Hardware Stores, Inc.., died 
March 1 at a Milwaukee, Wis., 
hospital. He is survived, by a 
daughter, four sisters and two 
brothers. 

JAMES MERTON CHASE 

James Merton Chase, 60, as¬ 
sociated for many years with 
hardware firms in Ithaca and El¬ 
mira, N. Y., passed away March 
10. He was formerly connected 
with Barr Brothers, and with the 
retail and wholesale department 
of Treman, King & Co., Ithaca, 
and during the past four years 
vrith Barker, Rose and Kimble, 
Inc., wholesale firm of ERmira. 
He is survived by his widow, a 
son and three* daughters. 


JAMES F. FARQUHAR 

James F. Farquhar, veteran 
hardware merchant and member 
of Farquhar Brothers, Fort 
Covington, N. Y., died suddenly 
of a heart attack while walking 
from his home to the store, on 
March 5. 

WILUAM G. LUCAS 

WiRiam G. Lucas, 53, generil 
manager of the Palmetto Hard¬ 
ware Co., Dillon, S, C, died 
March 11 after a brief iRiiesa 
He had been engaged in 
hardware business for 25 years. 
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Good April Lood«rs:—Brootf Chains, Tie Outs, Repair Link Assortments, Lap Unks 


• Springtime is the time to 
display your ACCO Chain 
assortments. 

Here is a timely sugges¬ 
tion for increasing sales and 
profits this spring: Make a 
display of ACCO Chains in 
your window—and have an¬ 
other display on a counter, 
nearthecash register. Often 
customers need only to be 


reminded of their chain re¬ 
quirements to start a sale. 

Remember, every sale of 
ACCO Chain is a clean and 
profitable transaction. There 
are no finer chain special¬ 
ties than those made by 
American Chain. And 
every buyer of ACCO Chain 
products means another 
satisfied customer for you. 


AMERICAN CHAIN COMPANY, Inc. 
BRIDGEPORT, CONNECTICUT 
In Business for Your Safety 

World’s Largest Manufacturers of Welded and Weldless Chain 


ACCO 


ACCO CHAINS 

For Every Purpose 

EL-WEL-TRA TRACE CHAINS 
HEEL AND BUTT CHAINS 
WAGON CHAINS 
BREAST CHAINS 
HALTER CHAINS 
DOG CHAINS 
PLUMBER AND SAFETY 
CHAINS 
TIRE CHAINS 
TOWING CHAINS 
COIL CHAINS 

GENERAL PURPOSE CHAINS 
REPAIR AND LAP LINKS 
SASH CHAINS 
WELL CHAINS 
HOOKS, COLD-SHUTS 
TIE OUTS 
COW TIES 

STEEL LOADING CHAIN 
LOG OR BINDING CHAINS 
PORCH SWING CHAINS 
HAMMOCK CHAINS 

• 

WEED 

Bull Farm Tractor Chains 
For Low Pressure Tires 
KEEP TRACTORS MOVING 


CHAIN 


er Spring Profits 
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What’s NeJv 


for Ketail 
Ward'ware Stores 


New and Improved Merchandise^^ 
Display Helps—Sales Literature’^- 
Window Trims—New PackageiQ 
—New Colors—New Deals—^ 
Catalogs . . . . .^ 


Horton Washers 



Nos. 19 and 20 have redesigned mod¬ 
em octagonal cabinets. Are identical 
except in the wringer, No. 20 having 
the Horton four-roll wringer with 
automatic safety feature. Both models 
have inbuilt electric light, illuminating 
interior of tub and serving as a pilot 
light. Horton Manufacturing Co,, Fort 
Wayne, Ind. 


Checking Door Closers 



Type 25—suitable for screen, com¬ 
bination and light interior doors; type 
125, with cushion shock absorber, for 
combination screen and storm doors. 
Features: pneumatic check control; 
heavy duty spring; adjustable spring 
tension; concealed spring; adjustable 
checking valve. Checking cylinder is 
of brass, other parts iron and steel. 

62 


Exposed parts finished in colored lac¬ 
quer. Chicago Spring Hinge Co,, 1500 
Carroll Ave., Chicago. 


Sealeiine 

Sealerine is a reinforcing oil, which 
the maker states, makes painting 
easier, paint dry harder, cover more 
surface and wear longer. When used 
according to directions it is said to 
completely kill alkali or hot spots in 
plaster surfaces and to seal the pores 
in one coat. May be used for exterior 
wood priming, painting brick and 
stucco; priming and painting plaster 
walls and wall board; and priming 
under kalsomine. Sealerine Products 
Co.y 432 E. Lafayette St., Detroit, Mich. 


Pocket Armor Cutter 



Drop-forged from Alloy steel. Back? 
of blades rounded to protect insulation. 
Makes clean cut. May be used for 
connecting up cab. boxes, switches, 
base plugs, splitting loom, cutting away 
metal lath, or any light flat metal. 
Weighs 8 oz. List price, $2.00. Dealer 
discount, 331/3 per cent. Utica Drop 
Forge & Tool Co., Utica, N. Y. 


Metal Signs 



Metal Plate—5x8 inches. Black 
lacquer background—white letters and 
border, stake attached. Types include, 
“Please Keep Off The Grass,” “No 
Parking,” “Office,” etc. Suggested re¬ 
tail selling price, 15c. Dealer cost: 6c 
ea. in two doz. lots; 5c ea. in gross 
lots—F.O.B. Clouser Bros,. 100 Trans¬ 
portation Bldg., Indianapolis, Ind. 


Digitized 


Tool Display Stand 



Available to dealers cooperating in 
the sale of Tiue Temper Tools of the 
Month for 1936. Of steel construction 
equipped with ballbearing caster—it is 
lightweight and has a broad base to 
prevent tipping. Requires about 21x21 
in. floor space. Holds from 10 to 12 
tools. Finished in black and gold and 
suitable for floor, window or sidewalk 
display. Price, $1.00. The American 
Fork & Hoe Co,, Keith Bldg., Qeve- 
land. 


1936 Fishing Laws 

Twelve pages covering fishing laws 
in the 48 states, 9 Canadian provinces, 
Alaska and New Foundland. Gives sea¬ 
sons, size and catch limits, and license 
fees. Price Ic each, minimum order 
100 copies. Outdoor Life, 353 Fourth 
Ave., New York City. 
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Nowin all three types 


Proved by Experience 


the one important feature among all electric refrigerators 
—most important both to the user AND TO THE DEALER! 


♦ In 1927, after fifteen years of re¬ 
search, General Electric introduced 
the first sealed-in-steel refrigerator 
mechanism. General Electric 
engineers claimed it would revolu¬ 
tionize operating and maintenance 
costs of household electric refrig¬ 
erators. It didl Its 8 year record for 
dependable year after year per¬ 
formance at low cost is unparal¬ 


leled. It has saved refrigerator 
users hundreds of thousands of 
dollars. ♦ Basically unchanged, 
this famous G-E sealed - in - steel 
mechanism, product of the world s 
greatest storehouse of electrical 
knowledge, now has double the 
"cold" producing capacity and 
uses 40% less current! General 
Electric Refrigerators, of course. 


have all the modem convenience 
features,but General Electric never 
forgets that dependable service 
and low operating cost, day after 
day, year after year, are what 
both user and dealer really wont 
General Electric dealers experi¬ 
ence greater net profits through 
customer satisfaction and the elim¬ 
ination of costly service problems. 
General Electric Co., Appliance and 
Merchandise Department, Section 
HAS, Nela Park, Qevelond, Ohio. 


GENERAL % ELECTRIC 
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MOST BEAUTIFUL STOVE 



l> PERFECIION 

UHjOW a(^!l^J MODERN dzii/^n! 



T he sturdy construction and 
dependable performance of the 
Perfection line are known wherever 
oil stoves are sold. Now, Perfection 
adds modern beauty. Dealers and 
consumers, alike, acclaim this new 
range the world’s most beautiful 
stove. Read these brief comments 
representing hundreds: 

FLORIDA: ''The new range stole the whole 
show and everyone acclaimed it the most 
beautiful they had ever seen regardless 
of gas, electric or what not." 

MICHIGAN: "Wonderful... beautiful... 
away ahead of competition." 

NEW YORK: "The range is far finer than 
pictures would indicate. It would be im¬ 
possible to get into any picture of the 
range its many fine points." 

S. CAROLINA: "The No. 879 is the finest 
range we have ever seen and it will sell 
as well as the old No. 559." 

NEBRASKA: "The'sensation'of the show 
was the new cabinet range. The comments 
were largely on its beauty, ease of keep¬ 


ing clean, the large, convenient oven, the 
door for concealing burners, and the* 
easy way to refuel the reservoir. The city 
women stated it was better looking than 
the natural gas stoves." 

MISSOURI: "I’ve never had a Perfection 
yet I couldn't sell and this range is th*e 
best looking stove I’ve ever seen." 

INDIAN A :"The stove is a wonderful piece 
of workmanship." 

TEXAS: "The most beautiful range of any 
type we have ever seen. It is a masterpiece." 

OHIO: "Now you are going places. Send 
me one of those ranges quick I" 

• Some stoves ore good-looking 
only until you try to demonstrate 
them. Not so, these new Perfections. 
They are as modern in convenience 
as in appearance. A recent con¬ 
sumer survey confirms Perfection’s 
established policy of placing all 
ovens at convenient elbow height. 

Send for catalog showing the com¬ 
plete Perfection line. 


PERFECTION STOVE COMPANY* 7736-A Platt Ave., Cleveland, Ohio 


POWER OIL STOVES <> 
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Ritz Kitchen Utensil Line 


Wati^h Holder 



Chromed with contrasting black 
Bakelite “Skyline” handle, tipped with 
polished aluminum, moulded into han¬ 
dle itself. Heavily plated to prevent 
rust and to facilitate cleaning. Maker 
states handles cannot come off, heat, 
break, chip or scar in ordinary wear; 
no paint nor enamel to come off: water 
cannot swell nor crack them. Has cir¬ 
cular ridge on handle to insure firm 
grip. Also complete line of strainers 
in 14 sizes with same type handle con¬ 
struction. A & J Kitchen Tool Co., 
1949 North Cicero Ave., Chicago. 


1936 Roadmaster Bicycles 



The new line offers a variety of 
ultra-modern, streamlined bicycles. The 
frame tubing is one inch in diameter 
high carbon steel, having flush joints 
throughout. The welding process used 
in the construction, the maker states, 
is the strongest yet developed, and adds 
strength to the frame and insures 
longer life. The Cleveland Welding 
Co., Cleveland, Ohio. 


Ingersoll Alarm Clocks 

Ingersoll “Petile”-T-in either ivory 
and brass •.»r black and chromium— 
easily read dial and hands. Has quiet 
movement; clear alarm bell; top shut¬ 



off. “Daybreak”—black and chromium 
case—easily read dial and attractive 
hands. Bell-tone alarm. Suggested 
retail selling price of both models, 
$2.25. “Call” — green curved hack 
case with chromium trim, and hlack 
base. Two-tone dial. Pierced hands. 
Suggested retail selling price, $1.25. 
Individual display cards furnished. If two 
or more of each style are ordered (not 
less than six clocks in all) the display 
(illustrated) is furnished free. The 
Ingersoll-Waterbary Co., 30 Irving 
Place, New York City. 


Cream Separator 



Operates in milk bottle. Rubber 
disc seals the neck of the bottle, .per¬ 
mitting the cream to be poured off 
the top without loss of milk. Sepa¬ 
rator consists of the disc and a wire 
handle. Quickly and easily inserted. 
Suggested retail selling price, 15c. The 
Kreme-Pour Separator Co., Superior, 
Wis. 



Has a variety of uses, is of steel 
construction, deep blue gun metal fin¬ 
ish. Can be made to fit any watch 
by bending top prongs. Holder at¬ 
taches to object by means of specially 
designed heavy steel clip. Retail sell¬ 
ing price, 15^ ea. As an introductory 
offer, 10 holders free with each 100 
lot. Cobb's Watch Holder Co., 1203 
Boylston St., Boston, Mass. 


Model Airplane Kits 



The “Mr. Mulligan,” Hawk P6-E. 
and Folder D-7, are 20 in. modela of 
the easy to huild and easy to fl^ type. 
Complete but for cement and coloring. 
List price 50c. Cleveland Model Supply 
Co., 1866 W. 57th St., Cleveland. 


Sanette Deluxe 


Of streamlined design—turret top 
and chromium-plated bevelled foot 
pedal. Has enamel finish; ballooa- 
type rubber silencer. Operating medi- 
anism is concealed. Available in 10, 
12, 14, and 20 qt. size and also widi 
chromium-plated covers. An all¬ 
chromium cover furnished in 14-qt. 
size only. Colors are: green, ivory, 
white, red, and black. Waste paper 
basket to match Sanette in finish, color 
and design, also available. Master 
Metal Products, Inc., Buffalo, N. Y. 
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Oulizk-Blskoi? 

**MASTER SAW MAKERS SINCE 1652** 

CCLUIviliUSOUlO 

FOUR STAR SAWS 


OUAlirv SAWS *< • CICATCI riO’ITI 


-K3ua 


.mS OMiiM.ntMoa 


THE OHLEN-BISHOP CO., Columbus. Ohio 

□ Send, at no obligation to me, the "Cost and 
Profit Indicator." 

Ship immediately, through my jobber named 
below, the display stock of 12 Hand Saws— 
Price $14.53. 

Name . 

Address . 

Jobber . 

Address . 


MARCH 26, 1936 


Digitized by i^ooQle 


67 
































half turn. Twin generators make it 
possible to operate the oven and sur¬ 
face burners independently. Concealed 
fuel tank is of Everdur metal which is 
nist-proof. Oven is insulated with 




GRASS 


Loma 


1 cardboard counter easel 


Rock Wool. Has drawer-type broiler. 
Closed cooking top conceals the mani¬ 
fold. Porcelain enamel finish. Valve 
handles are colorful and modem in de¬ 
sign* Coleman Lamp and Stot^e Co^ 
Wichita, Kan. 

Nu-Way Mouse Trap 

Is made with a safety trigger to pre¬ 
vent trap from going off in hand. Sug¬ 
gested retail selling price is 3 for 10c. 
Handy Mouse Trap, without safety- 
trigger, retails at 2 for 5c. Both are 
set automatically. Booth Mfg. Co., 
Cainsville, Mo. 


Loma Display Material 

The illustration suggests a possible 
window arranged with free Loma plant 
food display material, consisting of 3 
large window stickers, lithographed in 
vivid colors; 5 colorful reversible store 


1 price card with complete instruc¬ 
tions for using; 3 small window price 
cards; quantity of leaflets. Also sheet 
showing available mats and electros. 
Loma, 61 Broadway, New York City. 

Display Rark A^Bortmerit 
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Features KVP household papers. 
Each assortment contains the 12 rolls, 
illustrated, and at no extra cost, in¬ 
cludes 6 boxes and 12 sample bands 
of pie tape; 12 Boilproof Paper Dish- 
rags; 3 show cards, and an assortment 
of colored circulars for distribution. 
Kalamazoo Vegetable Parchment Co., 
Parchment, Mich. 

Coleman Safely Ranges 

1936 line is distinctive in style, line 
and coloring. Maker states features 
are; improved Band-A-Blu Burners— 
clear and smokeless flame; wider range 
of cooking heat which can be instantly 
regulated as desired; positive quick ac¬ 
tion valves which open or close with a 


Stainless Enameled Ware 

Features are: acid-resisting white 
linings; stainless steel **flavor-sear* 
covers and modernistic bails; style- 
molded knobs and handles; flaring 
bottoms. The 6,000 series has ivory- 
white lined stainless steel covers; 7,000, 
has white and white stainless steel 
covers; 8,000, has white and white 




enameled covers. Six opting itiSK 
deals available. Dealer's diaosfil^ 
331/3 per cent. New line has buia 
intioduced with a “Select-a-Pdoi^ 
merchandising plan and, as a kkeiaa 
ensemble, matched with a new saair 
white and black trim combination In 
the Garden Girl Japanned ware, at 
illustrated. National Enameling and 
Stamping Co., Milwaukee, Wis. 
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Screw Driver AMoitment 


Bicyde L4>ck 

Cyclelock — Locks front 
wheel and fork securely at an 
angle, which prevents the bi¬ 
cycle from being ridden or 
wheeled. Yale lock actuates 
the locking bolt. Housed in 
front fork crown and base 
of fork stem, where metal is 
heaviest and strongest. Bolt 
projects into lower frame. 
Key plate is visible only when 
fork is turned at a sharp 
angle. May be fitted to all 
new series Schwinn bicycles 
and also to older models. 
Arnold Schwinn & Co,, 1718 
N. Kildaire St., Chicago. 


W2X—2 each of 18 sizes of Nu-Gtip 
“two-handed” screw drivers packed at 
this display, free with an order for 
one complete assortmenL Device in 
front of display enables customer to 
test the turning power. Blades are of 
molybdenum alloy steel, polished— 
held in handle 4 in. with cormcaled 
fins to prevent turning or loosening hi 
handle — polished drawn steel te- 
rules. Handles of northern birch, nat¬ 
ural finish, six coats of transparenl 
lacquer. List price of assortment, 
$17.70; dealer cost, $11B0. The /rmht 
Auger Bit Co,, Wilmington, Ohio. 


Pipe Manufacture 

Bethlehem Folder No. 345— illna- 
trated—covers the subject of pipe man¬ 
ufacture from the standpoint of qual¬ 
ity. Bethlehem Steel Co,, Bethldieni, 
Pa. 


Rubber Novelties 

Catalog on rubber balls, inflated toys 
and novelties. Illustrated in odor. 
Miller Rubher-Toy Division of The JB. 
F, Goodrich Co., Akron, Ohio. 


Lady Dover Iron 


with four screws. It is said that half 
turn of handle will lock and hold work 
securely. According to the manufac¬ 
turer the jaws are machined horn fin¬ 
est gray iron and steel castings; has 
steel screws and guides; has un¬ 
breakable malleable handle heavy and 
strong enough to stand any use. Jaws, 
7x4 inches — open to 4% inches. 
Weight, 6 lbs. Holes drilled for at¬ 
taching of wood faces when desired. 
Lindsley Mfg. Co., 718 Crescent Ave.. 
Bridgeport, Conn. 


Has open-end handle, said to be spe¬ 
cially designed to fit the curve of the 
hand. Allows full length of iron to 
operate inside of sleeves and other hard- 
to-reach places. Has super-speed heat, 
temperature control, large-sized ironing 
surface and is hermetically sealed. The 
Dover Mfg. Co., Dover, Ohio.. 


Quick-Acting 
Workshop Vise 


Locker Catalog 

Contains complete locker information 
showing all standard styles and sizes. 
Illustrates and describes new line of 
lockers. Sixteen pages, printed in 
three colors. All-Steel Equip. Co., 
Aurora, 111. 


Winchester Skates 

No. 3735—Girder frame construction; 
double-row ball bearing rolls, combining 
free wheeling and long wear. Toe plate 



This wood vise, it is stated, has an 
entirely new principle of operation, in¬ 
corporating a direct mechanical pro¬ 
gression, producing a positive and im¬ 
mediate grip on stock placed in jaws. 



Handle is parallel to floor and out of 
way, when in use. Attaches to bench 


is built with extension riveted to the 
plate and has foot-fitting curve. Heel 
plate is one piece of steel with high, 
flared back. Full nickel plate finish. 
Tan leather straps and sheepskin ankle 
pads. Extends from 8 to 10^ in.; 
clamp extends from 2 5/16 to 3V^ in. 
Packed in carton. No. 3535 has modi¬ 
fied girder type frame with bridge con¬ 


struction; foot plate reenforced whh 
sturdy flange; live-rubber shock abaovb- 
ers; split-back heel plate design; aiii- 
gle-row ball-bearing rolls with double 
tread for long wear. Extensions same 
as No. 3735. Bright finish. Tan leadi- 
er straps. Packed in anti-tamish, anti- 
rust paper. Winchester Repeating Arms 
Co., New Haven, Conn. 
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GLIDDEN for Sales Building Ideas! 


• Making money in the paint 
business is largely a matter of 
using plain, everyday horse sense. 

The first and most obvious thing 
is to pick a line of unquestioned 
Quality—a line that has proved it¬ 
self over a long period of years — 
a line with a reputation. 

Then look into what you get in 
addition. 

That plus thing — that extra some¬ 
thing— must be more than a big 
national advertising campaign, more 
than a cut service and some mats 
for your local paper. 

That extra something is what I got 
in the Glidden proposition. 


Glidden came to me with a real 
merchandising plan that would not 
only bring people into my store — 
but would also bring them hack 
again. And Glidden was absolutely 
confident their plan would increase 
my paint sales! 

All I had to do was try it out. That 
would positively give me the an¬ 
swer—and boy, I Sure Found Out! 

I wouldn’t swap my Glidden line 
and my Glidden business for any 
other line that’s going—and I mean 
just that. Fm making money—have 
been every year since I started with 
Glidden. And you can, too, if you’ll 
give the Glidden proposition a 
fair trial! 


THE GLIDDEN COMPANY • Cleveland, Ohio 




Paints 


Varnishes 
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Disston Saw Dinphiy 


Cupboard Push Catch 




This Fusil Catch for cupboard doors 
is of heavy construction; outside parts 
of heavy pressed brass. Furnished is 
nickel plate, dull nickel plate, sand 
blast, brushed brass, antique copper 
and electro bower hard finish. Length 
overall, in., diameter of escut., 

1 7/16 in. Packed in boxes of 1 doz. 
with screws. Wayne Mfg. Co^ 5247 
Vi estern Avc., Detroit. 


Router Overarm 


blades, 12 and 14 in., to sell at 22c and 
24c each; doz. each of two Quaker 
City Compass saws, 12 and 14 in., to 
sell at 33c each; 1/3 doz. Nest Saws, 
two at $1.25 each and two at 66c each. 
Total consumer value, $16.72; dealer’s 
cost, $11.20. Henry Disston & Sons, 
Inc., Philadelphia, Pa. 


Crystolon Oilstones 

This new line of Silicon Carbide oil¬ 
stones has been added to the line of 
Norton Abrasives. Crystolon is supplied 
in all standard sizes of bench stones, 
combination stones and round edge 
slips. Oil saturated at the factory. 
May be used either dry or with addi¬ 
tional moderate applications of oil. 
Attractively labeled and boxed—identi¬ 
fied by scarlet lettering against a pearl 
grey background. Behr-Manning Corp., 
Troy, New York. 


Converts a homeworkshop drill pres?, 
into a high-speed wood router. Can be 
fastened to any such press to hold the 
Stanley 18,000 r.p.m. router-shaper mo¬ 
tor. Attachment is easily made. One- 
hand control lever allows several opera¬ 
tions to be performed, using only one 
hand. The Stanley Electric Tool Divi¬ 
sion, New Britain, Conn. 


Key Making Machine 


Lithographed in yellow and black 
and supported by back easel. Contains 
one item each of ten, comprising Diss¬ 
ton Unit No. 236, which contains % 
doz. each of four Keystone Compass 
saws, 12 and 14 in., to sell at 49c and 
54c each; % doz. each of two Keystone 


Equipped with micrometer for cut¬ 
ting code keys as well as duplicate keys. 
Said to assure precision cutting. Simple 
to operate. Guaranteed. Dealer’s cost, 
$35 f.o.b., and includes one gross as¬ 
sorted keys, one set guide keys, one 
complete code book, one cutting wheel 
and one saw slotter. The Kline-United 
Corp., 1223 W. 6th St., Cleveland. 


Mirrored Containers 

Offered in a variety of sizes that may 
be used either for artificial or cut 
flowers or for miniature gardens or 
plants. Outside is of grooved metal, 


platinum finish with removable bottom. 
Metal water-tight, removable insert is 
provided. Available in plain, blue and 
etched glass. F. & F. Novelty Co., 116 
W. 28th St., New York City. 
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GOOD HOUSEKEEPING...BETTER HOMES 
AND GARDENS...FARMER'S WIFE... 
AND NATIONAL PAINTERS MAGAZINE 


SEASON your Golden 

Profit Opportunity ... is here! 


DIC-A-DOO Paint 
Brush Bath 

Keeps brushes new. 
Restores old "hard” 
brushes. Quick 5c 
seller; now also in 
large 10c size. 

2 doz. packages in 
self-selling display 
container. 


Dic-A-Doo Paint Cleaner 


A modern household necessity . . . used by many 
painters, too. Big, non-competitive seller. 1 lb. pkgs., 
5 lb. bags. 20 lb. pails, 25 lb. bags. 


MAIL THE COUPON TODAY 


PATENT CEREALS CO. Dept. H-21 GENEVA. N.Y. 1 

Send supply: free give-away samples Dic-A-Doo, 9 

Circulars and displays. (Check here Q if you also N 

want Brush Bath Display.) ji 

NAME. 5 

ADDRESS. J 

CITY.... 3 

JOBBER'S NAME. 8 


Rex Wall Size 


Highest grade and best known. Cold water 
size. Convenient, attractive 1 lb. packages, 
and bulk. 


Rex Dry Paste for Wallpaper 

Pure white. Easiest and quickest to mix in 
cold water. Sure to stick. Leading seller for 
20 years. 


Spring Cleaning calls for new methods. Modern 
homes (and painters, too) demand DIC-A-DOO 
Paint Cleaner. *'No Rubbing — No Scrubbing. 
Just put it on — then wipe it off.’* 

No wonder it’s a fast growing seller. The new 
attractive package at the new 25c price will 
bump sales all the more. Also National Adver¬ 
tising now both Spring anc/ Fall. It carries a long 
profit — brings women into your store. Stock up 
now, have it on display — be all set for a bigger 
Spring Cleaning Season. 

Ask your jobber about the Special 
Assortment offer that gives you a 
50% mark-up. 
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Selling Is the Thing 

(Continued from page 31) 


contact with the store and its wide 
selection of goods needed in every 
home. All payments are made at 
the rear of the store which re¬ 
quires passing the entire main 
floor display and the wide open 
stairway leading to the house- 
wares basement, brilliantly lighted. 

Other specials on china sets in¬ 
clude a 76 piece set at $12.95 
(95 cents down and 50 cents a 
week); and cash price offers of 
sets at $1.98 for 22 pieces; $3.48 
for 32 pieces; $3.98 for 32 pieces 
and $45.00 for a better grade 95 
piece set. In the medium and bet¬ 
ter grade sets, open stock patterns 
are featured but not in the lower 
priced groups. 

Until 1930, the basement had 
been an auxiliary stockroom used 
for emergency warehousing. That 
year a stairway was built up front 
and a complete and efficient light¬ 
ing system installed. The base¬ 
ment was converted into a display 


and salesroom for a really com¬ 
plete stock of housefurnishing 
items. One girl and the man in 
charge of this department are kept 
busy all day. On Saturdays or 
during a special promotion one 
or two extra girls are hired, as 
the basement has been very popu¬ 
lar with Lima women to the ex¬ 
tent that at least 30 per cent of 
the store’s entire volume comes 
from sales made in the basement 
department. Whereas previously 
it was a rent liability, it is now 
a sales asset, giving more and 
badly needed room for the dis¬ 
play of hardware, paints, etc. 

The success of the basement 
experiment led to the develop¬ 
ment of the second floor as a sales 
room for wheel goods, stoves, 
ranges, refrigerators, and many 
heavy or bulky items for which 
there is not room in the basement 
or the main floor. An elevator 
(or convenient staircase) takes 


customers to that upper floor. 
While it is not as active as the 
basement or main floor it accounts 
for about 20 per cent of the store’s 
total volume in dollars and cents, 
due partly to the fact that most 
of the items on display there run 
into a little more money per item 
than do the goods on the other 
two selling floors. A mezzanine 
features a skeleton line of these 
heavy and bulky items sold on 
the second floor which is also used 
for an all year toy department. 

The Jones Hardware Co. is not 
a price cutting store, but it will 
either meet local competition or 
stop handling the goods involved. 
The store will absorb part of its 
normal margin to meet a price, 
considering it good business and 
good advertising to do so. But if 
the price to be met is so low that 
it represents a net loss, the goods 
are discontinued. Occasionally 
Mr. Sweger has gotten into a com¬ 
petitive fight with drug store and 
grocery store chains by retali¬ 
ating with a special sale on drug 
store and/or grocery store items. 
Usually he makes them squeal and 
this leads to having them stop 
using regular hardware lines as 
bait or loss leaders. For example, 
he offered popular brands of pipe 
tobacco and soap at prices well 
below the current local chain 
store offers in retaliation for 
similar treatment on staple hard¬ 
ware lines. As a result, the local 
chain managers have a wholesome 
respect for Mr. Sweger and the 
Jones Hardware Co. 

As a result of these concen¬ 
trated buying practices and active 
selling methods, the Jones Hard¬ 
ware Co. in 1935 sales were only 
3 per cent below the 1929 total. 

The Jones Hardware Co. has 
fifteen employees, of whom ten 
are actively selling at all times. 
R. P. Jones, president of the firm, 
also take an active hand in selling. 

Last year Mr. Sweger was presi¬ 
dent of the Ohio Hardware Asso¬ 
ciation. During his term of office 
in that trade body, he stressed in 
all of his official talks, the vital 
need of hardware dealers concen¬ 
trating their buying and devoting 
the major part of their time,, 
talents > and energies toward the 
selling job where the money is 
made. 





//THE policy of your company, we feel, de- 
I serves the support of the hardware jobbers, 
and we are glad to lend what support we can 
toward making it a success." 

Star "Moly" hack saw blades are sold only 
through established distributors. 

6S42 


CLEMSON BROS., INC., MIDDLETOWN, N. Y. 
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Modern Lighting 

{Continued from page 36) 

mounted above the merchandise 
and concealed. Merchandise in 
wall cases or on open display 
racks or shelves on the walls can 
be shown to best advantage when 
additional light is thrown on it. 
This may be supplied by tubular 
or regular lamps mounted at the 
top of each shelf or set of racks 
and concealed from view by an 
overhanging ledge. Best results 
will be secured if small angle 
reflectors are used, because these 
direct the light where it is needed. 
Another method of lighting shelves 
is to mount a projecting light 
trough at the top of the highest 
shelf so that the light is directed 
downward and in toward the mer¬ 
chandise displayed. 

A special display on a counter 
or island table may be lighted 
by spotlight or floodlight, usually 
mounted above the display and 
partially concealed, if possible, 
by a column, rafter, or perhaps 
by the end of a wall case. Care 
should be taken that the beam of 
light is so directed that it will 
not shine in the eyes of cus¬ 
tomers. 


Maintenance 

The proper maintenance of 
lighting equipment is a matter 
that is often neglected. Perhaps 
it is not universally understood 
that dust and dirt on lighting 
units materially reduce the light 
output. This means that many 
store owners are not getting the 
full benefit of the light they are 
paying for. A regular schedule 
of cleaning should be established 
if best results are to be obtained. 
Local conditions will determine 
the frequency with which equip¬ 
ments should be cleaned—where 
there is a great deal of soot or 
dust in the, air cleaning will be 
necessary more often than in lo¬ 
calities where the air is relatively 
clean. 

The day when the merchant 
could think of lighting as a non¬ 
productive expense is passed—at 
the very least, good lighting is 
a service to the customer; at the 
best, it is a positive selling force 
of as much importance as sales¬ 
men and saleswomen. 
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PROFIT iM 1936 


Here Are the Facts • • • Briefly Told • • • 
About ""Extra Profit"" for You in 1936: 

•.. o market that's a "natural." Right in your 
own territory there are hundreds of farm women 
who want a power washer. The need exists •. • 
as increasing sales of gasoline-powered washers 
prove ... a need that you can fill profitably in 
your commimity. 

• • • o product that's accepted. Farm women are 
''sold" on the power washer idea when they see a 
washer equipped with a Briggs & Stratton 4-cycle 
Gasoline Motor. More than 500,000 already in use 
prove their acceptance in the farm fielcL Washer 
builders, too, recognize the rugged construction and 
mechanical excellence of the Briggs & Stratton motor. 
...regular helps to more sales. Leading national and 
state farm papers each month carry Briggs & Stratton 
advertising; and convincing sales literature helps 
you to develop prospects and make sales. 

...backed by a nationally known organization. The 
Briggs & Stratton 4-cycle Gasoline Motor is the fin¬ 
ished, fully-perfected product of the Briggs & Stratton 
Corporation, a nationally known, substantial, long- 
established manufacturing company. 

There's "extra profit" for you in these facts — money 
to be made just by making sure that the farm washers 
you sell are powered by Briggs 
& Stratton Gasoline Motors. 

Write your washer man¬ 
ufacturer for details. 


BRIGGS & STRATTON 
CORP. 

Milwaukee, Wis. 
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Connecticut Dealers Oppose 
Thirty Hour Week: Additional Taxes 



H. W. MORSE 
Treasurer 






G. H. MARVIN 
Re-elected President 



CHAS. F. FREEMAN 
Secretary 


C OSTS, merchandising, retail 
and wholesale prices, the re¬ 
lation of the retailer to the 
wholesaler and of both to the manu¬ 
facturer, the advantages of adver¬ 
tising, and the problems of competi¬ 
tion were discussed at the 33rd an¬ 
nual convention of the Connecticut 
Hardware Association held March 
3 and 4 at the Hotel Bond in Hart¬ 
ford. 

Opposition to the 30-hour work 
week bill and to any other laws 
which may add to taxation, and a 
suggestion that government expendi¬ 
ture be curtailed, were expressed as 
the spirit of the convention in the 
resolution adopted. Other resolu¬ 
tions declared that the government 
should not enter further into com- 
{ietition with private business, and 
that disapproval should be expressed 
toward those manufacturers who use 
retail outlets. 

The convention was enlivened by 
a banquet Wednesday evening and 
a luncheon Thursday. 

Gordon H. Marvin, New Haven, 
was re-elected president for the com¬ 
ing year—the first man to held that 
position for two consecutive years. 
Other officers were: George W. 
Stuart, Thompsonville, first vice- 
president; Charles G. Lindquist, 
Bridgeport, second vice-president; 
Charles F. Freeman, Branford, re¬ 
elected secretary; and Herman W. 
Morse, Meriden, was re-elected trea¬ 
surer for the tenth consecutive time. 

Directors for one year are: Fred 
T. Bish, Jr., South Manchester; 
Henry Mark, Ansonia; Carl Raven, 
Meriden, and Clinton Welch, West- 
port. Those named for two years 
are: L. E. Wheeler, Seymour; J. L. 
Palmer, Wallingford; Fred Wilcox, 
New Haven; and Lester Ha 3 rward, 
Middletown. Those for three years 
are: S. Howard Hascall and Wil¬ 
liam B. Welden, Simsbury; Charles 
F. Sanders, Norwich, and Charles 
Tenstedt, Rockville. 

The convention opened Wednes¬ 
day at 1 o’clock, with singing led by 
George Phelps, followed by the 
president’s message, reports, and 
committee appointments. During the 
afternoon there were speeches by: 


H. M. Swain, vice-president, Irwin 
Auger Bit Company, Wilmington, 
Ohio; Rivers Peterson, editor, 
Hardware Retailer^, Indianapolis, 
Ind.; William G. Steltz, president, 
Supplee - Biddle Hardware Co., 
wholesale, Philadelphia, and D, W. 
Northup, president, Henry G. 
Thompson and Sons Company, New 
Haven. 

Mr. Swain, with “The American 
Institute of Fair Competition” as 
his topic, emphasized the impor¬ 
tance of that organization, and said 
that the unethical practices of some 
manufacturers make it difficult for 
hardware dealers to meet competi¬ 
tion. 

Mr. Peterson declared that we 
never shall reach a time when chain 
stores and mailing houses will pay 
the same price as the retailer, and 
expressed his opinion that eventu¬ 
ally the retailer will select whole¬ 
salers whose requirements for their 
dealer patrons are strictest, inas¬ 
much as this will mean that the 
wholesaler will be able to operate 
more economically. 

Speaking on “The Wholesaler’s 
Viewpoint,” Mr. Steltz urged retail¬ 
ers to meet the challenge before 
them, and pointed out that the 
wholesaler should help the retailer 
to sell, rather than to load him up 
with excessive stock. 

The manufacturer’s point of view 
was taken by Mr. Northup who 
agreed with Mr. Swain that unfair 
competition comes when the manu¬ 
facturer gives chain and catalog 
houses secret rebates. 


Speaking on “Competition of 
Methods” at the Thursday session. 
Rivers Peterson said, “Although 
we can meet a product of chain 
stores or catalog houses quality 
for quality and price for price, they 
can still outsell us because they have 
a program for making it more ap¬ 
pealing than we, who are not dis¬ 
play experts, have.” 

Frank Watts, New York City, 
vice-president, Bennett, Watts, Hay¬ 
wood Co., publishers of Electrical 
Dealer, spoke briefly on the impor¬ 
tance of carrying a line of major 
electrical utility appliances in hard¬ 
ware stores, and suggested methods 
of merchandising. 

The program was brought to a 
close by Joseph M. Kennedy, sales 
manager, Bigelow & Dowse Co., 
wholesale hardware, Boston, who 
stressed the need for cooperation 
between wholesaler and dealer in 
an attempt to build the business up 
to the status it held 15 years ago. 

Committees appointed for the en¬ 
suing year were: Resolutions, E. M. 
Walsh, New Haven; Allyn Fuller, 
Canaan, and Charles Lindquist, 
Bridgeport; auditing, Harry Mark, 
Ansonia; Gordon W. Marvin, New 
Haven; George W. Stuart, Thomp¬ 
sonville, and J. R. Burghoff, Wal¬ 
lingford ; legislative, Robert Sea¬ 
man, South Manchester, and Walter 
R. King, Willimantic; suggestions. 
David Blumenthal, Danielson, and 
Burton Morrison, Torrington; nom¬ 
inating, Charles Young, Windsor 
Locks; Charles F. Sanders, Nor¬ 
wich, and Fred Wilcox, New Haven. 
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RENTED ONE SPEED 0 LITE 
FLOOR SANDER 135 TIMES 
AT AN AVERAGE RENTAL OF 
^Coo, INCLUDING SANDPAPER 


Read this interesting letter: 

t “In May, we purchased a Speed-O-Lite Floor Sander 
* for rental purposes. Up to the date of writing, this 
machine has been rented approximately 135 times 
with an average rental, including sand paper, of $5.00. 
The only replacement part necessary in that time was 
a fan, broken through careless¬ 
ness. |M| 

“This rental service, in addition 

to bringing new and more cus- 

tomers to the store, resulted in ^ 

sales of finishing materials that m 

have exceeded the rental return. Ik m 

“We are enthusiastic as to the I ■ 
rental possibilities of the Speed- IB B 

O-Lite machine and have ac- B B 

cordingly purchased B W 

another which is well 
on its way to a similar 
or even better show- 

Complete 

Very truly yours, and 

CANBY C. MAMMELE, INC. 

13 & 15 E. 4th St.. 

Wilmington, Delaware. 

(Signed) R. H. Peoples. 

Start Your Rental Profits NOW 

Right now while people are considering cleaning and beau¬ 
tifying their homes and floors is the time to rent sanders. 
Join the rapidly growing army of happy dealers who never 
thought there was so much money in sander rentals. The 
quicker you get your sander the quicker your profits will 
start. We supply you with Special Sales Helps and co¬ 
operate with you in every way. Our machine costs less than 
most dealers suppose and our terms are easy. Mail the handy 
coupon now —lull details will be sent immediately. 

Note These Special Feotures: 



Guaranteed 
For One Year 
Including 
Motor 


1 EFFICIENT. PuU a ball¬ 
room flnlah on floors no 
matter how badly they are worn, 
warped or marred. 

2 LISHT WEISHT. Easlb 
carried by one man—may 
be operated suecessfiilly by any 
Inexperienced person. 


9 SURFACE—right up to the 
^ quarter-round, a feature not 
found In other machines, mini¬ 
mising hand work. 

^ MOTOR. Constant speed. 

high torque, ball-bearing. 
Guaranteed against burn-outs. 


DeeUr's 
Sales Helps 
FREE 


S BUILT—with ball-bearings 
throughout, eliminating In¬ 
ternal friction and wear, adding 
years of life to the machine. 


We Cooperate 
With Every 
DEALER 


LINCOLN-SCHLUETER FLOOR MACH. CO.. 

212 W. Grand Avs.. Chicago. III. 

Please send us full informaflon covering the new SPEED-O- 
LITE SANDER. Q Interested In time payment plan. 




PioKtSe^s Agaiia 


X ROM the very start of 
the Buckeye business more 
than a third of a century 
ago we have pioneered in 
improvements on alumi¬ 
num cooking utensils. 
Buckeye was a pioneer in 
the use of the square bead 
and now this popular 
feature is a part of the Buck¬ 
eye “Real Solid” line. 


OUCKEYE “ Real Solid” utensils are 
easy to selL Consider the advantages 
of the line—substantial, 20 gauge weight 
stamped on the bottom of every utensil; 
pure sheet aluminum; guaranteed 
workmanship and material; the Good 
Housekeeping Seal of Approval—and 
now the square bead. 

Ask about our interesting dealer plan. 



Address 
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New England Convention 
Attracted Crowd of 1200 


D iscussion of chain store 

competition was a prominent 
feature of the forty-third an¬ 
nual convention of the New England 
Hardware Dealers Association, held 
at the Hotel Statler, Boston, Mass., 
March 11 to 13. The attendance, 
estimated at 1200, was large, with 
an o£Bcial registration of well over 
600. “Causes and Cures of Today’s 
Competition” was the convention 
theme. 

Oflficers elected at the closing ses¬ 
sion were: Frank M. Peterson, Wor¬ 
cester, Mass., president; Arthur W. 
MacFarland, Wollaston, Mass., first 
vice-president; W. A. Thompson, 
Lowell, Mass., second vice-presi¬ 
dent; Miss Calvina Nichols, Dor¬ 
chester, Mass., treasurer. G. C. 
Small was reappointed secretary. 
The following board of directors 
was also elected: For three years— 
John T. Skolfield, Gardiner Me.; 
Lincoln King, Portland, Me.; John 
Swanson, Portsmouth, N. H., and 
G. Ernest Bell, Stoneham, Mass. 
For one year, Lucius Chandler, 
Newton Centre, Mass. 

A question box period began each 
session, with Past President Robert 
Russell, J. Russell & Co., Holyoke, 
Mass., usually conducting this fea¬ 
ture. 

“Preferential Prices” was the 
theme at the opening session 
Wednesday morning, with President 
H. S. Chadbourne, Milford, Mass., 
in the chair. Singing was followed 
by invocation offered by Rev. L. W. 
West, of the South Baptist Church, 
South Boston. Included in the presi¬ 
dent’s message was the suggestion 
to “Get Out and Mix.” His message 
also advised fighting to preserve 
business, and touched on the organ¬ 
ization of cooperative dealer groups. 
He closed with a suggestion to fol¬ 
low the Golden Rule. 

Twenty-five Year Club certificates 
and badges were presented, to which 
77 members were eligible. 

Daniel W. Northup, president, 
Henry G. Thompson & Sons, New 
Haven, Conn., spoke on the prefer¬ 
ential price situation, and he em¬ 
phasized the importance of the 
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F. M. PETERSON G. C. SMALL H. S. CHADBOURNE 

New President Secretary Retiring President 


American Institute of Fair Compe¬ 
tition as a means for solving the 
problem of unfair price advantages. 
A definite, published sales policy on 
the part of manufacturers was advo¬ 
cated, and dealers were urged to 
stand by manufacturers who do not 
discriminate against them. 

William Thompson, Thompson 
Hardware Co., Lowell, Mass., in 
discussing “A Policy for Hardware 
Dealers,” noted the need for spe¬ 
cific knowledge, and referred to the 
extension of preferential prices with 
which the hardware dealers cannot 
compete. In closing, he read the 
merchandising policies for hardware 
dealers, as adopted by the N.R.H.A. 
board of governors. 

Joseph Plumb, of Fayette R. 
Plumb, Inc., Philadelphia, in speak¬ 
ing on “Manufacturers’ Discounts, 
Rebates and Allowances,” also noted 
the preferential prices to chain 
stores and mail order houses. To 
meet competition, Mr. Plumb sug¬ 
gested shopping the chain and mail 
order stores and checking their 
prices. “Equalize your margin so 
that the loss leaders and the others 
will make a profit.” The speaker 
praised the American Institute of 
Fair Competition. 

At the Wednesday afternoon ses¬ 
sion, during the question box period, 
it was suggested that the American 
Institute of fair Competition pre¬ 
pare a card, listing the members, on 
which the retailer might have printed 
that he believes in the sales policies 


Digitized 


of the institute. A number favored 
doing this. “Syndicates and Inde¬ 
pendent Distributing Costs” was the 
session theme. 

Rivers Peterson, editor. Hardware 
Retailer, Indianapolis, made “A 
Comparison of Operating Elxpenses,” 
using charts in connection with his 
talk. He admonished members to 
write their Congressmen and Sen¬ 
ators in favor of passing the Pat- 
man-Robinson Bill. 

Harold Cross, president, C. A. 
Cross & Co., Inc., Fitchburg, Mass., 
which company controls the Red & 
White Food Stores in New England, 
spoke on “What Another Industry 
Is Doing,” describing the work of 
the voluntary chain plan and its 
growth. He said, “We call our 
method the ^golden rule’ plan.” 
The speaker visualized the “struc¬ 
ture that real cooperation has built, 
to help both wholesalers and re¬ 
tailers cut comers in many ways, 
for mutual self-preservation.” 

“Merchandising Methods” was 
the theme of the Thursday morning 
session, with Vice-president Frank 
Peterson presiding. H. H. Qeve- 
land, general sales manager, Bill¬ 
ings & Spencer Co., Hartford, Conn., 
spoke on “Sales Promotion by Syndi¬ 
cates,” describing their methods in 
some detail, and showing slides, in¬ 
cluding store window displa 3 rs. 

Thursday evening was Retail 
Salesmen’s Night, with Ralph Car- 
iCcntinued on page 80) 
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MOTHER'S DAY 

selections 

—each packed in an attractive gift box (illus¬ 
trated with Group No. 54 below). Special 
Mother's Day display furnished with each 
minimum order. Both Silver-Sheen and Satin- 
Ray finishes are represented in these care¬ 
fully selected utensil groups. 

Group these items with some of the handsome 
West Bend giftware items (write for giftware 
catalog if you do not have one) and you will 
have an outstanding display for the period 
preceding Mother's Day. West Bend ware with 
its modem designs and beautiful finish has the 
appeal you need to take advantage of this sea¬ 
sonal sales opportunity. » » Write for details, 

* No. G4-S2 (not illvitrot^d) 

No. 541Percolator (6 cw) 

No. 703 Whistling Tea Kettle (2 qt.) 

No. 105 Meas\iring Spoon 


^ ^ MAY lO 








* No. G4.S1 

No. 566 Drip Cofiee Maker (6 cup) 
No. 703. Whistling Tea KetUe (2 qt.) 
No. 105 Measuring Spoon 


* No. GS-40 


No. 1544 Percolator (8 cup) 
No. 702 WhisUing Tea KMle 
No. 105 Measuring Spoon 
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The fact that Greenlee Spiral Screw 
Drivers are different would not be of 
much importance, if these differences did 
not make them better—^better to use and 
easier to selL But they do, as can 
readily be proved by triaL You will find 
that the spiral is fully enclosed to ex¬ 
clude dirt and provide for complete lu¬ 
brication; that all adjustments are made 
without moving the hands; that a full 
grip is provided for the guiding hand; 
and that they present a most attractive 
and well-balanced appearance. 

These features make Greenlee Screw 
Drivers easy to sell. But, best of all, 
they stay sold, because of these features 
and because they give dependable service 
and have long life. Just order one now 
and try it out, or let us send additional 
information. 


GREENLEE TOOL CO. 

1715 Columbia Ave. Rockford, Illinois 
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Spring Song 

(Coniinued from page 47) 

of April, about a month and a 
half. At the tag end of the season, 
one year, the Maxwell Hardware 
Co. advertised a special sale of 
rose bushes at seventeen cents 
apiece and sold a thousand in one 
day. 

At first glance a doubting hard¬ 
ware man may say: “We are not 
running a florist shop or a nurs¬ 
ery. We can’t clutter up our nice 
neat hardware store with a lot of 
rose bushes.” But nothing is 
dearer to the heart of a home 
owner than greenery, and the first 
thought of the aggressive hardware 
n>erchant concerning the plant¬ 
ing and digging season is to sell 
the homeowner tools and equip¬ 
ment—spading forks, shovels, 
hoes, rakes, shears, garden hose, 
accessories, fertilizers, sprays, in¬ 
secticides and the like. 

It is an opportunity to move a 
lot of merchandise quickly and at 
the same time increase store trafiBc. 
Chain organizations do not hesi¬ 
tate to put in a line of potted 
plants, slips or any other nursery 
or florist item that they can pick 
up and move quickly. 

In the final analysis rose bushes 
are responsible for the sale of 
many and varied items in the 
hardware store. They will help 
to play a sweet spring song on 
the cash register. 


New England 
Convention 

(Continued from page 78) 

ney, of Coleman Lamp & Stove Co- 
Wichita, Kan., giving “A Lesson in 
Selling.” Mr. Carney demonstrated 
with various articles, including elec¬ 
tric irons, emphasizing their various 
selling points. 

At the Friday morning session, 
with Second Vice-president Arthur 
MacFarland presiding, “Retail 
Store Management” was the theme. 
G. W. SuUey, Natonal Cash Register 
Co,, Dayton, Ohio, discussed “Profit 
Planning,” including accounting, 
business analysis and business con¬ 
trol, stressing an education on im¬ 
proved accounting systems. 

Ackley R. Slee, assistant service 
superintendent, Wm. Filene’s Sons 
Co., Boston, talked on “Retail Sell¬ 
ing and Training,” giving an out- 


GET IN ON THIS 
SHOWEXOF 

PROFITS 



Pcp-Up 


MOVABLE INDOOR-OUTDOOR 
HOSE CONNECTION 

fHOUIER. 


O foolin’ • • . Pep-Up 
Shower sales have increased 
200% every year for the past 
three. Display it, show it and 
it sells itself . . . with a neat 
profit for you. 



Join the parade of profit-makers. 
A $1 retailer that sells and s^ls 
sells. Beautifully nickeled on bram. 
Advertising and sales pronuition 
material bigger and better few 1936 
than ever before. That means more 
sales and profits for you. Ask your 
jobber or write. 

The Schaible Foundry & 
Brass Works Compony 

1090 Smmmt StrM* 
CINCINNATI. OHIO 
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PROTECTIVE 
FENCE 


Non-ClimliaU^ 

KEYSTONE 


Here’s the fabric that places you in a positicm 
to sell a real protective fence at a price that 
attracts buyers. KEYSTONE NON-CLIMB- 
ABLE does a good job of safeguarding property 
and keeping out trespassers, at lowest cost. 

Its 2-inch by 4-inch mesh affords no foothold. 

The “knot” holds line and stays in a vise-like 
grip. Resists shocks and strains. Easily erected. 
Made of heavy-gauge No. 11 wire, also in 12^^ 
gauge. Heights: 36', 40', 48', 60', 72', and 84'. 

Qmper-Bearing steel provides inner protection 
and patented “Galvannealed” zinc coating pro¬ 
vides outer protection. That’s why KEY¬ 
STONE NON-CLIMBABLE wards off rust 
and corrosion years longer. 

A strong, safe, good looking, protective fence 
that sells at a worth-while profit to: Factor¬ 
ies, airports, estates, cemeteries, schools, parks, 
yards, orchards, and for window guards, par¬ 
titions, trellises, etc. 

Get our prices on fobric alone, or estimates on 
complete jobs, including po^, braces, top rails, 
sentry arms, etc. Send blue print or measurements. 

KEYSTONE STEEL & WIRE COMPANY 


Dept. P 
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OPEN QUESTIONS TO 
THE HARDWARE MERCHANT 


No. 3 



Jfs a swell book . . . 
if it covers your NEEDS! 

And what are “your needs”? 

Here’s one answer .. . 

Quality merchandise, that you can sell with confi¬ 
dence at prices that make profitable selling easy. 
Collins Edged Tools give the answer in every detail. 

Since 1826 Collins has made quality tools that give 
your customers service and make real profits for 
you. Collins Axes, Hatchets, Bush Hooks, Hoes, 
Picks and Mattocks—every Collins Tool has the 
benefit of 110 years of manufacturing experience be¬ 
hind it. 

Our consistent policy of selling through recog¬ 
nized wholesalers makes Collins Tools available to 
you. 

If your jobber’s catalog does not list the Collins 
line, write us at once. 





Mr. Jobber 
Isn’t This Worth 
Your While? 


Western 
Double Bit 


THE COLLINS CO 


Jk 


COLLINSVILLE. CONN. 

AXES • HATCHETS • BUSH HOOKS 
HOES • PICKS • MATTOCKS 
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Every 

DEALER 
Can Sell 

KLEINS 


Electricians and good mechanics 
everywhere know that good work¬ 
manship depends on good tools. In 
pliers Kleins are recognised as the 
standard of quality by which all 
others are judged. **Since 1857** the 
name Klein has 
been the standard 
in the electrical 
held. This reputa¬ 
tion for the hnest 
will helpsell pliers 
for you and in¬ 
crease your tool 
prohts. Be sure to 
stock and push 
Kleins. 

Distributed 
through 
jobbers 



Attractively mounted on brilllont dis¬ 
play cards, wrapped in ceilophone, 
Klein Pliers kelp sell themselves. 


Madbiasl 


[SlSom 


iKLEINi 

3200 BELMONT AVE., CHICAGO 


line of the methods of his company 
in training their sales people. 

Rivers Peterson made the closing 
address, expressing optimism on the 
outlook. 

There was a hig attendance at 
the Stag Night of the Hardware 
Associates, Wednesday evening, at 
the Hotel Bradford. The ladies' 
program included a luncheon bridge 
Wednesday, a bingo party in the 
evening, and a reunion Thursday. 
The Hardware Associates enter¬ 
tained Thursday evening with a buf¬ 
fet supper and bridge. An informal 
dinner dance Friday evening closed 
the program. 


Convention 

Calendar 

Louisiana Retail Hardware and Im¬ 
plement Association, Annual Conven¬ 
tion at New Orleans, La., June 15, 16 
and 17, 1936. A. H. Aucoin, executive 
secretary, 336 South Rampart St., New 
Orleans. 

National Retail Hardware Associa¬ 
tion Thirty-seventh Annual Congress, 
Hotel Qialfonte-Haddon Hall, Atlantic 
City, N. J., July 20 to 23 inclusive, 
19^. H. P. Sheets, managing director, 
130 East Washington Bldg., Indianap¬ 
olis, Ind. 

Southern Hardware Jobbers* Associa¬ 
tion Forty-sixth Annual Convention, 
jointly held with the American Hard¬ 
ware Manufacturers* Association Sev¬ 
enty-second Senii-Annual Convention, 
Memphis, Tenn., April 20 to 23 inclu¬ 
sive, 1936. Secretary Manufacturers* 
Association: Chas. F. Rockwell, 342 
Madison Ave., New York City. Secre¬ 
tary Jobbers* Association: T. W. Mc¬ 
Allister, 1020 Grant Bldg., Atlanta, Ga. 

Southeastern Retail Hardware and 
Implement Association 22nd Annual 
Convention and Exposition, City Audi¬ 
torium, Atlanta, Ga., May 19 to 21 in¬ 
clusive, 1936. H. M. Simmons, secre¬ 
tary, 317 Ten Forsyth Street Bldg., 
Atlanta, Ga. 

Triple Convention of the Southern 
Supply and Machinery Distributors* 
As^ the American Supply and Ma¬ 
chinery Manufacturers* Assn., and the 
National Supply and Machinery Dis¬ 
tributors* Assn., Hotel Ambassador, 
Atlantic City, N. J., May 11 to 13 in¬ 
clusive, 1936. Secretary, National As¬ 
sociation: H. R. Rinehart, 505 Arch 
St., Philadelphia, Pa. Secretary, Amer¬ 
ican Association: R. Kennedy Hanson, 
916 Gark St., Pittsburgh, Pa. Secre¬ 
tary, ' Southern Association: Alvin M. 
Smith, c/o Smith-Courtney Co., Rich¬ 
mond, Va. 

The Hardware Association of the 
Carolinas Annual Convention, Charles¬ 
ton, S. C., June 9 to 11 inclusive, 1936. 
Headquarters and sessions: Francis 
Marion Hotel. Arthur R. Craig, secre¬ 
tary, 803 Commercial Bank Bldg., Char¬ 
lotte, N. C. 

The Retail Hardware Association of 
Alabama, Inc., Annual Convention and 
Exhibit, Mobile, Ala., May 5 to 7 in¬ 
clusive, 1936. Headquarters, sessions, 
and exhibits: Battle House. J. H. 
Gowe, secretary, 410 N. Twenty-first 
St., Birmingham, Ala. 
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DIAMOND-DART 

^'Full Floating^'Action 

Th« most important development in ball 
bearing furniture caster construction in 
many years. 

The easiest swiveling caster ever made 
to retail at less than $1.00 per set of 4. 

Two popular sizes for use on wood fur¬ 
niture or with Bossick detachoble metal 
bed sockets for metal beds. 



Attractively packaged 
one set of four per box 

Ask your jobber for these new Bossick 
''Diamond-Dart*' casters. They will give 
your customers the lasting satisfoction 
that builds good will for your store. 


THE BASSICK COMPANY 

Bridgeport Connecticut 

( 'aujdi tu 
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The same high quality 
standard of T R & S 
Rivets we have main¬ 
tained thru the years holds just as true 


today as always. Careful craftsmanship, j 
long engineering experience, modern 
equipment—these factors guarantee thej 
continuous, unfailing service of our prod-1 
ucts. Every T R & S Rivet is guaranteed 
perfect, is accurately drilled—drives 
easily, clinches smoothly and is not 

1 

brittle. Remember when you sell T R & S | 

Rivets you’re selling the best I 
TUBULAR RIVET & STUD COMPANY 


BOSTON, MASS. 


The largest factory in the 
world devoted to the man¬ 
ufacture of Tubular and 
Clinch Rivets. 


rXs 

(o! 


MARCH 26, 1926 


MCKINNEY SETS THE PACE 
IN RUST-PROOF HARDWARE 

Beautiful tarnish-proof hardware of last¬ 
ing non-rusting metal plated with shining 
chrome .. . there is McKinney’s contribu¬ 
tion to modern hardware. Smartly de¬ 
signed . . . handsomely fashioned, it is a 
natural for the kitchen, breakfast nook, 
bathroom or laundry ... any place in the 
home where cabinet work is installed. 

Now ia the time to “push” Modern 
Chrome Hardware and the handsome dis¬ 
play rack illustrated above will help you 
do a real selling job. Get the details from 
your jobber salesmen’s catalog page or 
write us. 

McKinney manufacturing co. 

General Offices and Factories 
PITTSBURGH. PA. 


NEW YORK 


CHICAGO 


SAN FRANCISCO 


CHROME 

HARDWARE 

hy McKinney 
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in 1931 was enlarged to three 
times its original size in 1934. 

Travis-Murray Co., Inc., the 
second associate store is at Ow^o, 
Tioga County, N. Y. It is an in¬ 
dividual corporation, organized in 
1933. Associated in this venture 
with the Murray Co. is Howard S. 
Travis, formerly of the Patton- 
Travis - Stanton Co., Inc., of 
Owego. The many lines of mer¬ 
chandise stocked at Honesdale 
may also be found in this store 
and, in addition, it has a large 



**All Set** ready for the Big Spring Opening at Murray*$. At this counter 
lunches are serv^ to hundreds. 


The Murrays 
of Honesdale 

(Continued from page 41) 

“Everything for the Farm,” a 
motto still used by the firm. 

Quantity buying soon necessi¬ 
tated more floor space and a large 
building was planned and erected 
where the Murray Co. store now 
stands. In 1914, the adjoining 
Wefferling Building was pur¬ 
chased and these two buildings 
today form the main store. 

P. R. Murray’s sons brought 
into the business a new zeal and 
enthusiasm but until his death in 
1916, back of every advancement 
was the careful, guiding hand and 
brain of the senior member. 

Although essentially a whole¬ 
sale and retail business, new fields 
of expansion were sought and the 
manufacture of Maple City Silos 
was begun in 1921. Lumber for 
these silos is shipped to Hones¬ 
dale and stored in large sheds to 
season. The manufacture of every 
silo is treated as a special or sep¬ 
arate operation and all mechani¬ 
cal work is carefully done by ex¬ 
perienced men. When all parts 
are assembled and properly 
marked, the silo is delivered or 
shipped, by trucks, with a capac¬ 
ity of from one to four silos, to 
the customer. They can then be 
erected in a few hours without 
cutting or fitting. 

To further extend the scope of 
business, the first associate store, 
Gay-Murray, Inc., was acquired 
in 1927 at Tunckhannock as a sep¬ 
arate corporation composed of 


M. C. Gay, Sr., M. C Jr., Charles 
and George Gay of that city and 
the Murray Co. Up to that time 
the Gays had confined their activ¬ 
ities to selling paint and farm sup¬ 
plies. With the advent of the 
Murrays, a larger building was 
leased; sample bathrooms, mod¬ 
ern shelving and equipment were 
installed, and a complete line of 
hardware, harness, plumbing fix¬ 
tures, furnaces and other mer¬ 
chandise carried at Honesdale was 
at once shipped to the new busi¬ 
ness. It also included a plumb¬ 
ing shop and the entire building 
and organization was patterned 
after the Honesdale store. 

The Murray Co. does the pur¬ 
chasing for both stores and all 
records which can be handled 
there are taken care of at the 
Honesdale office. M. C. Gay, Sr., 
is president and has charge of out¬ 
side sales, while M. C. Jr., is sec¬ 
retary and superintendent of all 
departments. Eight years ago the 
personnel of the Gay-Murray Co. 
consisted of six men and an office 
girl. Today 17 persons are em¬ 
ployed. The new warehouse built 


furniture department. The plumb¬ 
ing shop is located in the store 
basement, permitting the other 
floors to be used for display and 
sales purposes. Farm machinery 
is demonstrated in the first floor 
of the warehouse while the base¬ 
ment and two other floors take 
care of surplus stock. Here, too, 
the sales force has been increased 
in two years’ time until today it 
is composed of 14 persons. 

The two associate stores, like 
their parent store, the Murray Co., 
have a similar plan of advertising. 
Each publishes its “Farm News” 
in the daily papers; “specials” 
for Home Heating Week and the 
holidays. Many thousands of cata¬ 
logs are also sent out each year. 

As in business operations, Mur¬ 
ray advertising is not confined to 
any one medium. The radio has 
been utilized on occasion as have 
special papers and display ads, 
and demonstrations. The annual 
spring opening is considered an 
event and has attracted as many 
as 6000 people to the store in 
three days. 

The Murray Co. today repre- 
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Griffin 

HINGES 

AND WROUGHT STEU 

HARDWARE 


Griffin 

(^^anufacturinci Qompany 


ERIE, PENNSYLVANIA 


AGENTS: 

NEW YORK: 45 Warren 8t. BOSTON: 113 Purthasa St 

CHICAGO: 162 N. Clinton St SAN FRANCISCO: 70S Mwtet St 


TbeOrPORniNlIYoflheTUR 

with 5 Special Deals 


LA 


BAST 


A 


Door Butts 

Strap and 
Tec Hinjics 

Pressed Steel 
Slicif Brackets 

Ornamental 

Hinjjes 

Safety Hasps 

Hinge Hasps 

Door Handles 

Garage 

Hardware 

Corner Irons 
Corner Braces 

Barre]_ Bolts 
Cellar 

VV^indow Sets 

Back Flaps 
Chest Hinges 

Screen Door 


MAN 


U 


FAC 


T 


U 


R 


E 


R 


that will assure you 
the Greatest Paint 
Profits In years 

The 1936 merchandising program back of 
ALABASTINE’S great new line of oil paints, 
enamels and varnish, is definitely and specific 
cally designed to do a LOCALIZED business¬ 
building job for the individual agent. 

It includes 5 special deals that are fresh and 
powerful in their sales-producing appeal, and 
that are at the same time thoroughly sound 
and exhaustively tested. 

If you want your paint department to make 
more money, with less effort, and with lower 
inventory; if you want to establish your store 
as paint headquarters in your community; if 
you want a strong promotional program 
tailor-made to fit your needs and ready to 
start work for you IMMEDIATELY — a 
program that will enable you to cash in 
handsomely on the most promising paint 
season in years — then fill in and mail the 
coupon below. 

ALABASTINE COMPANY 

GRAND RAPIDS • MICHIGAN 

USE THIS COUPON 
FOR INFORMATION 
REGARDING "Tlw 

Opportunity of the Year 























Spring time is time. 

Plumbers and pipe fitters need 
new tools to handle seasonal re¬ 
pairs, alterations and new build¬ 
ing. 

Now is the time to push pipe tools. 
Push especially these reliable 
“Creen/ieiiT’ Adjustable Stock 
and Die sets. There are assort¬ 
ments with cutting sizes ranging 
from pipe to 2"" pipe. You 
can supply these sets with either 
plain or adjustable guide stocks. 
A particularly good seller is the 
ratchet stock illustrated below. 

All dies in ^^Creen/idiT’ Adjust¬ 
able Sets are of highest quality— 
easy cutting—^fuUy guaranteed. 

Push them, display them, sell 
them. 

GREENFIELD TAP & DIE CORP. 
Greenfield^ Massachnsettg 


New York: 15 Warren St. Chleaco: 
611 W. Washington Blvd. Detroit: 
228 Congress St. W. 



GREENFIELD 
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sents a combined merchandise 
value at the three stores and ware¬ 
houses of $218,930.50, and the 
staff numbers 65 persons. The 
Honesdale warehouse alone con¬ 
tains 40,000 square feet of floor 
space, supplemented by 20,000 
square feet of open storage for 
lumber, etc. Six hundred feet of 
Erie Railroad siding facilitate the 
unloading of many carloads of 
lime, fertilizer, lumber, boilers, 
radiators, roofing, etc., which ar¬ 
rive daily. 

Associated in the Murray or¬ 
ganization today are: Robert J. 
Murray, Philip R. Murray, Quin- 
tin J. Murray, Edward L. Murray, 
Maude Murray Demer, Jacob A. 
Demer, Vera Murray Keen, and 
Eben P. Keen. Each member of 
the family is personally and ac¬ 
tively interested in the organiza¬ 
tion and no one is too old or too 
young to be included in the family 
conference, Individually and com¬ 
bined, the Murrays are clear- 
visioned, public-spirited and en¬ 
thusiastic workers for civil order 
and public happiness. 

Freed-Eisemann Radio 



1936 Superheterodyne Model FE-56 
—5 tubes; large airplane dial; variable 
tone control and slow motion tuning 
drive; new type dynamic speaker; and 
“stepped-up” chassis to facilitate re¬ 
moval of tubes. Available in either 
solid Walnut, Mahogany or Maple cab¬ 
inets. Freed Mfg, Co., Inc., 44 W. 18 
St., New York City. 


New Packaging 



Aloxite Brand Goth now comes in 
economy rolls (illustrated) as well as 
in reams, sheets and rolls. Cloth cut in 
I, IV 2 and 3 in. widths, wound on wood 
spools. Rolls are 50 yds. long and in dif¬ 
ferent grits. Handipac box (not shown) 
for flint paper is of sturdy cardboard. 
Insures clean, unwrinkled sheets. The 
Carborundum Co., Niagara Falls, N. Y. 



HEXAGON-MESH 
NETTING 
U.S.HEXLOKPouU 
try Netting creates en¬ 
tirely new standards for 
hexagon-mesh fabric. 
More uniform, more 
rigid, neater in appear¬ 
ance, superior in serv¬ 
ice, this improved net¬ 
ting is easier to handle 
and sell. 

It is available in all 
popular standard widths 
and weights. Galvan¬ 
ized Before or After 
Weaving; heights 12 to 
72 inches. The one- 
inch mesh Is made in 
three weights: No. 16, 
19 and 20 gauge; the 
two-inch mesh in No. 
16, 19 and 20 gauge; 
the one and one-half 
Inch mesh, in No. 16 
gauge. All wires are 
Copper-bearing Steel. 

Ask your Jobber or 
write us for further 
information! 


INDIANA 
STEEL & WIRE CO. 

MUNCIE, INDIANA 


THE 

PERFECT 
STRAIGHT-UNE 
NETTING 

You can reJuce in¬ 
ventory, speed op turn¬ 
over, increase prof^,b 7 
concentrating on these 
trade-marked poultry 
nettings from one de¬ 
pendable source. 

U. S. STRAITLOK 

Netting—the original 
straight-line fabric— 
is first choice every¬ 
where for building poul¬ 
try runs. It stretches 
perfectly to wood or 
steel posts; requires no 
top-rail, no baseboard; 
saves time, labor and 
expense. 

AAade of Copper¬ 
bearing Steel Wire in 
one and two-inch mesh. 
Galvanised Before or 
Atter Weaving. Heights 
12 to 72 .nches. 


THE 


PERFECT 
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Money-making discovery No. 2 


1. IS ALL UPSET AT FINDINCr AISLE CARPET UTTERED 
WITH ASHES, LINT AND PAPER SCRAPS. 


5. DEC\DE$ MORAL OF IwaOENT IS'.'kEEP BISSELLS OUT WHERE 
WOMEN CAN HANDLE THEM,,. AND THEYLL SELL THEMSELVES/ 


6. Smart dealers everywhere know that Bissell displays and 
the use of a few simple sales-helps will increase Bissell 
turnover. The Bissell nnds universal housewife acceptance 
due to consistent national advertising. Unusual customer 
satisfaction springs from its proved worth. There’s unu¬ 
sual dealer satisfaction, too... due to assured mark-up 
with no offsetting mark-down. Write for complete Bissell 
story. It will pay you ...as it has others! 

BISSELL CARPET SWEEPER CO. 

Grand Rapida, Mich. 

Ne«v York Office and Export Dept., 46 West Broadway, New York. 


AT BOTH ENDS 

S ELLING low-price, poor-quality merchan¬ 
dise bums the Profit candle at both ends. 
Low price makes profit small. Poor quality 
creates dissatisfied customers. Eventually, both 
profit and customer are lost. 

Samson Spot Sash Cord is the finest you can 
handle. Made in one grade only, of the best 
quality uniform yarn, spun in our own mills. 
Firmly braided, smoothly finished, carefully in¬ 
spected and guaranteed free from imperfections 
which cause inferior sash cord to wear out 
quickly. Identified by the colored spots, our 
trade-mark. 

Sell Phoenix Sash Cord when clothesline is 
asked for. A little higher priced, but will outlast 
three or more ordinary lines. An all yarn cord. 
Its firmly braided construction prevents stretch 
or break that will drop a washing in the dirt. Its 
smooth glazed surface is kept clean easily and 
runs smoothly through pulleys. Also excellent 
for hanging windows where a moderate priced 
cord is wanted. Send for samples. 

SAMSON CORDAGE WORKS 

BOSTON, MASS. 


MARCH S6t 1986 
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HOW’S the 

HARDWARE Business? 



ADVANCES BECOMING EFFECTIVE 

Machine & Carriage Bolts, Etc. 

Galv. Smooth Wire Bright Wire 

Furnace Pipe & Fittings 

Bell-ringing Transformers 

Outlet & Switch Boxes 

Mayhew Chisels, Etc. 22 Rifles 

Double Barrel Shotguns 

Annealed Fence Wire 

Electric Water Systems 

DECLINES BECOMING EFFECTIVE 

Some Items of Community Plate 

Billets, Slabs & Sheet Bars 

Galv. Barb Wire & Fence Staples 

Feather Dusters Steel Pipe 

Lead Headed Roofing Nails 

Rigid Iron Conduit Wire Nails 

Woven Wire Fence Turpentine 

Certain Irwin Screw Drivers 

Automatic & Repeating Shotguns 


March 

26th 

1936 


rent delivery. Carload prices, 
Chicago, include annealed fence vrire 
at $2.70 and galvanized wire at 
$3.00 per 100 lbs., both figures rep¬ 
resenting advances of 20 cents. Gal¬ 
vanized barb wire is $2.65 or 20 
cents lower, pobshed staples $2.85 
or 30 cents lower, and galvanized 
staples $3.10—^with the same de¬ 
cline. Woven wire fence is reduced 
$3.00 per net ton. Bright wire for 
manufacturing use is set at $2.45 
Chicago and $2.40 Pittsburgh, two 
dollars per ton advance. Wire nails 
are quoted in carloads at $2.15 per 
keg, less than carloads at $2.35 per 
keg, f.o.b. Chicago—dovm 30 cents 
compared with preceding (nominal) 
prices. The deduction for jobbers’ 
carload orders is lessened to ten 
cents per 100 pounds. As reported 
at intervals for some weeks pre¬ 
vious, old “oflScial” prices of wire 
products had not been generally 
maintained. All makers have now 
announced the new uniform prices 
to their customers and it is lik^ 
that all will adhere to the new sched¬ 
ules. 

* * * 

Boh prices were advmcei 
March 5 by several leading maken* 
and others will probably follow. The 
general increase is ten per cent, and 


Sheet steel prices^ including 
galvanized flat and corrugated sheets, 
were reaffirmed on March 11 by the 
American Sheet and Tin Plate Com¬ 
pany, covering current and second 
quarter orders. This action, when 
concurred in by other mills, means 
the withdrawal of some substantial 
concessions which had arisen during 
the competitive weeks just preced¬ 
ing. Prices on billets, slabs and 
sheet bars have been reduced $2.00 
per ton—thus taking off the advance 
announced early in November. The 
advance then made did not prevail 
except on small lots, tonnage at old 
prices being extended from time to 
time. 

» » » 

Further details are at hand as 
to changes in wire and nail prices 
for the second quarter and for cur- 
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No. 4171 

"UNION" Solid Sfoel Costing Rod 


No. S5-2I5 

"UNION" Split Bomboo Fly Rod 


No. 4526 

"UNION" Steel Telescopic Beit Rod 


Good Fislung Rods and Reels, Reastmably Priced 

‘‘UNION’* Fishing Rods and Reels are sold by the leading Jobbers and Retailers becaost* they .ire | 
thoronghly dependable, well liked by fishermen and reasonably priced. 

The New “UNION” Line comprises 44 types of Split Bamboo Rods, including pattemh for both 
fresh and salt water fishing and 24 types of Steel Rods. Also “UNION” Reels in 14 popular mod¬ 
els. Note brief description of a few outstanding sellers. 

Fishing Rods ‘‘UNION” Fishing Reels 



No. 4171—one Joint solid chrome molyb¬ 
denum steel casting rod with square tap¬ 
ered tip. 1 in a partitioned khaki bag. 
Lengths 3 to 5 ft. 

No. 65-215—three piece tempered split 
bamboo rod with extra tip.’ Beautifully 
wound, mounted and finished. In a par¬ 
titioned khaki bag and screw capped 
aluminum rod case. Lengths 8^, 9 and 
9% ft. 

No. 4526—new four Joint steel telescopic 
bait or fly rod with reversible handle. In 
a partitioned cloth bag. Lengths 9 
and 9^ ft. 

No. 55-606—sturdy split bamboo weak- 
fish rod with detachable shaped cork 
grip. Distinctive appearance. In a par¬ 
titioned khaki bag. Lengths 5 ft. 2 in. or 
5 ft. 6 in. overall. 


No. 7166—light weight fly reel. Made of 
Duralumin—extra sturdy. Has hardened 
steel ring line guide; permanent click 
with three adjustable wearing points. 
Removable spool. Black finish. Cap. 
75 yds., also in 50 yds. cap. 1 in box. 

No. 7266 — quadruple multiplying reel 
with large round end plates, bright nickel 
flnish, adjustable Jewel bearings, double 
balanced crank with white handles and 
adjustable click. Cap. 60-80 yds. 1 in 
box. 

No. 7550 — quadruple multiplying reel 
with large round bakelite end plates, 
.adjustable Jewel bearings, balanced 
fancy crank with double handles, and 
adjustable click. Exposed parts nickel 
plated. Cap. 60-80 yds. 1 In box. 


No. 7169 

'UNION" Fly Rool 



No. 7266 "UNION" 
Level Winding Reel 


No. 55—905 
"UNION" 
Split Bamboo 
Weakfish 
Rod 


Ask your Jobber, Send for Cat, No, 17, 


HARDWARE COMPANY 


**•-•** tstAakiSMflD ••S4 

TORRINGTON. CONN. 

NEW yORK 0«riCf 151 CHAMBERS STREET 


No. 7550 
"UNION" 
Level 
Winding 

Reel 
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"PHOENIX MEANS QUALITY 




/ SPORT 



4 SHOES !• 


• 

\ 

/ 


\ 

_ 
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SHOES 


and 

HflEJLE 


IRON and STEEL 


Our products are manufactured in the 
United States of America bv Union Labor. 

Sold on an established policy through 
regular trade channefs. 

PHOENIX MANUFACTURING CO. 

Chicago, 111. Catasauqua, Pa. 

Succ«»gora to Phomnix Horte Shoe Co. 

LARGEST MANUFACTURERS OF 
HORSE AND MULE SHOES AND CALKS 
IN THE WORLD 


'THE SHOE WITH THE REPUTATION" 




march 26, 1936 


Digitized by LjOOQle 


89 







all former concessions have been 
withdrawn. 

« « « 

Steel pipe prices^ following a 
February drop of about ten per cent 
to retailers and five per cent to job¬ 
bers have been refigured, with a new 
discount card dated March 6, which 
includes the “extras” previously con¬ 
ceded. Old and new card carload 
discounts, f.o.b. Pittsburgh, compare 
as follows on standard back pipe: 


April 27, March 6. 
1984, 1986, 


Size 

Type 

Per Cent Per Cent 

% in. 

... B. W. 

61% 

67 

and % in. 

... B. W. 

58% 

60 

Vz in. 

... B. W. 

68% 

64% 

in. 

... B. W. 

62 

67% 

1 to 8 in. (base) B. W. 

64 

69% 

2 in. 

.. L. W. 

60 

62 

2^ and 3 in. 

.. L. W. 

68 

66 

3^ to 6 in.. 

.. L. W. 

66 

67 

7 and 8 in... 

.. L. W. 

64 

66 

8 and 10 in.. 

.. L. W. 

68% 

66% 

11 and 12 in. 

.. L. W. 

62% 

64% 

The low 

price mark, in 

April, 


1933, was only slightly lower than 
the present reduced, schedules. 

* « « 

Quotations on lead headed 
roofing nails were reduced early this 
month, about 25 cents per keg, off¬ 
setting an advance of the same 
amount which went into effect Oc¬ 
tober 1, 1935. Screw shank (lead 
headed) nails are now selling at 
II .50 advance (wholesale) over the 
plain shank nails—a drop from the 
$2.00 extra heretofore charged. 

« * « 

The new 1936 discount sched- 
ule on furnace pipe and fittings, is¬ 
sued last month, applies to the re¬ 
vised list prices of January 1, 1936, 
and represents a substantial advance 
above the competitive levels reached 
during last season. New discount to 
dealers on all tin and galvanized 
pipe, elbows and fittings, is 75 per 
cent, except on 24 and 26 gauge 
7 to 9-inch galvanized smoke-pipe 
and elbows. These sizes and gauges 
only, in full packages, are priced 
at 75-10 per cent discount. 

* * « 

Gardiner Metal Company on 
March 10 reaffirmed quotations of 
last August on their Gardiner flux- 
filled wire solder. Prices* to the 
trade on both acid core and rosin 
core, are, in pound spools, 56 cents 
per pound, in five-pound spools 52 
cents, and in 20-pound spools 49 
cents. Household size cans are con¬ 
firmed at $1.20 per carton of ten. 

» * * 

Makers of asphalt prepared 
roofing and shingles have again is¬ 
sued one of their frequent price 
changes. Quotation sheets issued 
February 15 included two separate 
sets of prices, the lower prices cover¬ 


ing northern and eastern mill points, 
with schedules about five per cent 
higher, to cover southern and west¬ 
ern mill points. The latest move, 
about March 14, raises the lower 
schedule to match the higher, level¬ 
ing prices to all leading roofing man¬ 
ufacturing centers. 

« « « 

Mayhew Steel Products^ Inc,, 
recently mailed new quotation sheets, 
effective March 25, including ad¬ 
vances on their mechanics’ hand 
tools — chisels, punches, reamers, 
screw-drivers, etc. Mark-ups aver¬ 
age about ten per cent. Other mak¬ 
ers of small tools are pointing to 
their advancing costs of fuel, pack¬ 
ing materials, taxes and labor, as 
likely to force higher quotations 
soon on several lines. 

« « « 

Among recent price changes 
in electrical lines are noted a sharp 
drop (about 25 per cent) in rigid 
iron conduit—an advance of 12% 
per cent on bell-ringing transform¬ 
ers, which had been priced very low 
—and a restoration (upward) on 
outlets and switchboxes, to the prices 
effective last October. The current 
recovery, if maintained, reaches ten 
to 25 per cent, or more, above the 
recent low marks on various styles. 

» « * 

Sales of electric refrigerators, 
in 1936 to date, are still running 
well ahead of early 1935. February 
totals have not yet been reported, 
but the year opened with a very 
sharp increase in orders. Domestic 
sales reached in January 108^985 
units with a value to the manufac¬ 
turers of $8,523,114, according to 
reports to the National Electrical 
Manufacturers’ Association. In Jan- 
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uary, 1935, domestic sales were 82,- 
103 units, with a value of $7,175,059. 

« « * 

Quotations on feather dusters 
have been reduced five to ten per 
cent, due, the makers say, not to 
lower material costs, but to improved 
factory methods. For several years 
the demand for feather dusters has 
been declining, and the current price 
change may represent a bid for re¬ 
newed interest on the part of buyers. 
A contrary change has been made 
on wool wall dusters, which have 
advanced about twenty per cent 
Government and export demand for 
woolens has bid up the material 
costs sharply. 

» « * 

Manufacturers of electric wa¬ 
ter systems, both shallow and deep 
weU, have advanced their prices ap¬ 
proximately $3.00 to $5.00 per sys¬ 
tem. This is the second advance 
—following a mark-up on shallow 
well systems on November 1. 

* « « 

Oneida Community, Limited, 
reduced their prices, March 15, on 
most items of Community Plate 13 
to 22 per cent—only a few specialty 
items remaining unchanged. The 
company has based this radical de¬ 
cline, they say, not on the drop in 

quotations on silver so much as on 

a long survey of production costs 
and popular consumer price levels. 
They have sought a price basis which 
would at once tempt liberal con¬ 
sumer buying of ^ahty plated ware, 
and insure factory economies 'by 
largely increased output. 

* # * 

The Irwin Auger Bit Co,, 
Wilmington, Ohio, on March 10 an¬ 
nounced a price reduction on its 
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NEW Profits with NEW Oiler 

EAGLE ‘^Handy Oder” 


TWO MODELS 



RIGID SPOUT 
MODEL 

particularly for 
the home owner 
to use in his 
workshop, around 
the car, etc. 



FLEXIBLE SPOUT 
MODEL 

for refrigerator 
servicemen and 
automobile me¬ 
chanics. 


Exactly what the name implies. Eagle Handy 
Oilers have been a popular item for dealers 
since their introduction. The strong positive 
pump discharges oil % inch or 25 feet with re¬ 
volver accuracy. All-hrass re-enforced hody; 
precision mechanism. Your johher can supply 
them at new low prices. Act today. 

EAGLE MANUFACTURING CO. 

WELLSBURG W. VA. 


HOSE REEIsS 

OTHER SPRING AND SUMMER ITEMS 

A moderate priced Nx 

line ofiiifchent \\ 

quality reel*. All J\ 

fast Mellem. Model 
lllufitrated Is of |'i 

rolled channel N T' 

steel frame w i t li I 

steel wheels. Gal- ici 

vanfxed drum » In. ^ 

diameter, It 4 I n. 'jA \ 

hlfch, 16 In. wide. 

Frame icreen T' 

enamel. AV h e e 1 s 

and cross arms , 

red. Capacity, 1<H> :1 | " 

ft. of hose. We |! , 

also manufacture 

pruning shears. 

hedge shears, camp 

stools, post hole * 

diggers, etc. No. 1600 

SEND FOU FOLDER AND PRICES 


TheC.K.R.Co. f) 

SCOCE 880 RS TO l 1 Jl 

OBONK A CABBISB MFO. OO. -* W j 

r. B. KOBLBB OOMPANT 
J. r. BITTBNHOU 8 B MFO. 00 . 

1836 Euclid Ave., Cleveland, Ohio 



to greater profits through more repeat sales. 
HOLTITE Products never disappoint — never let the 
user down — never make the dealer lose a customer's 
confidence. You can sell this profitable line of assem¬ 
bly units with every assurance of customer satisfaction 
— every assurance that no finer products are manu¬ 
factured — every assurance of full support by this 
old established company in your endorsement of 
its products. Stock the complete line of HOLTITE 
Products for steady, profitable turnover. 

So/J through Hardware Jobbers 


Continental Screw Co. 

SOUTHERN BRANCH Officc Factory western branch 
1421 Fort Street NEW BEDFORD 6529 Russell Street 
Chattanooga. Tenn. M a SSa ch U set f S Detroit. Michigan 


ABRASIVE PRODUCTS, inc. 

SOUTH IRAINTRK MASS. 




0 ’ 


GENUINE JEWEL ABRASIVES 

EMERY — FLINT — JEWELOX 

Paeli.d la th. TIME-ANO-WASTE-SAVING 
JEWEL DISPENSING BOX 


THIS MARK 
GUARANTEES 



BRILLIANT 

PERFORMANCE 





i4)j 

/®J 





Abraiiv. Prodaets, lac. 

Soafh Broiatr.*, Mass. 

$Md m. o copy of ifoar NEW cofafeg IH.A.SI 
NAME . 


ADDRESS 


MABCB 26, 19S6 
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sold only through 

er^BklcMc JOBBERS AND DEALERS 


T here is a world of meaning in the 
fact that nearly 90% of all chums 
sold in retail stores are DAZEY Chums. 

It means for one thing, a superiority so 
outstanding that among 3 million users 
you will find the same number of Dazey 
boosters because of Dazey's fine per¬ 
formance. If you sell chums at all, 
therefore, it is plain that the (me to. 
feature is the one already a 9 to 1 * 
favorite among chum buyers. Above 
all, get behind DAZEY Electric Churns 
if rural power lines are available in 
your trade area. 

DAZEY CHURN &MFG.C0.r£irV7: 


“HOSPRAY” 

Adjustable Sprinkler 

Every lawn hose user is a prospective cus¬ 
tomer for “HOSPRAY.” Its distinctive fea¬ 
tures make sales soon as shown. No other 
sprinkler like it. User simply attaches reg¬ 
ular hose and spray nozzle and 



Directs Any Spray At Any Angle 

desired. Permits 
wide variation of 
sprays not ob¬ 
tained with other 
sprinklers. Sloping 
terraces are 
sprayed easily. 

Water can be con¬ 
centrated on any 
bush or shrub. 

Ideal for either 
lawn or garden 
use. **HOSPRAY" 
can be quickly and 

Easily Moved From Place To Place— 
WiHiout Shutting Off Water 

Nozzle is always in place—no danger of be¬ 
ing misplaced or lost when needed for other 
purposes. “HOSPRAY” is built to last. Bo 
first to supply this new, practical sprinkler 
in your town. The profit is as good as the 
sprinkler. 


1 / Yomr Johhmr Cannot Supply YoU' •"W ritm to Vt 


WRIGHT PRODUCTS MF6. CO 

2101 Kennedy Street, N.E. 

' Minneapolis Minnesota 


SRF, SRC and SRP lines of screw¬ 
drivers, with the new dealer dis¬ 
count being 33 1/3 per cent. At the 
same time, the company advanced 
retail prices on its FX24 auger bits 
in assortment, sets, and open stock, 
with the new dealer discount on the 
latter line also being 33 1/3 per cent. 

« « * 

Makers of pump leathers re¬ 
port that, due to shortage of good 
leather, valve and cup leather prices 
are very firm, with an advance likely 
for the coming quarter. 

« « « 

Many manufacturers of sport¬ 
ing firearms have held' back this 
year’s prices to a later date than 
ever before, but prices on all lines 
now have been released. While 
double-barrel guns and .22 calibre 
rifles generally have been advanced, 
a number of sharp reductions have 
been made. The most notable, per¬ 
haps, are the price changes on auto¬ 
matic and repeating shotguns. Win¬ 
chester’s model 12 repeater, which 
retailed at $46.95, now retails at 
$39.50; dealers will pay $29.60. 
Remington’s pump gun also will cost 
retailers $29.60. The Remington 
autoloading shotgun will retail at 
$42.50, instead of $53.40; the deal¬ 
er’s cost has declined from $40.00 
to $31.90. The Savage automatic 
shotgun will retail at $37.50 knd will 
cost dealers $28.15. Stevens’ pump 
gun retails at $29.75, with a dealer 
cost of $22.50. 

« * « 

Prices have been steady re¬ 
cently on white cotton sash cords 
and clothes lines, with only occa¬ 
sional small concessions on very at¬ 
tractive tonnage. Small declines in 
price are reported by a few makers 
of aluminous oxide cabinet and fin¬ 
ishing paper and cloth, but the 
published (fuotations of the leading 
manufacturers are unchanged. A de¬ 
cline of four cents per gallon was 
announced March 13 on gum tur¬ 
pentine. 

« « « 

The hardware industry is put¬ 
ting up a hard fight—and one which 
promises success — to recover the 
losses in sales it suffered during the 
“big freeze.” Some kinds of busi¬ 
ness which the hardware retailer 
missed during those weeks can never 
be made up, but this loss has been 
offset largely by the extra volume 
of emergency supplies during the 
period and since. Many important 
sales were due directly to the ravages 
of the storms, and to their aftermath 
of floods—still a serious problem 
in many states. But the present 
trade reaction from the tie-up is seen 
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SHIELD BRAND 

TOOLS 
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TheSxandardTool 

CLEVELAND OHIO 

BRANCHES: ^ ’ 

NEW YORK — DETROIT — CHICMO 


NOW ■ POPULAR PRICES 
"SPEEDY CLEAN" 
COOKING UTENSILS 
FOR GREATER PROFITS! 



Evercdy’s “SPEEDY CLEAN” Chrome 
Plated Chicken Fryer. The All-Purpose 
Fry Pan. Self basting cover. Diameter 10". 



Bveredy “SPEEDY CLEAN” SklUeta 
are perfect fryers. Heavy steel. Chro¬ 
mium plated for protection in cooking. 
Four sizes. NETS^ER NEED SCOURING. 

SOLD BY JOBBERS EVERYWHERE 
WRITE US DIRECT FOR SAMPLE 

THE EVEREDY COMPANY 

FREDERICK, MD. 
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Make Volunte Busine»8 — Profits—and 
Customer Satisfaction 

When desired to break up the streain, the 
PREMAX Floating Head Sprinkler adjusts the 
speed only, which does not reduce the volume. 
Most competitive sprinklers resort to an ad- 
i. justment of the nozzle opening which reduces i 
the amount of water discharged. M 

A PREMAX gives a written guarantee that m 
K this is one sprinkler that just won’t wear U 
out. It meets all needs—and that means 
ready sales everywhere. 

Get Bulletin IIS«36 and prieen. 

Your Jobber can supply 


A Priming Coat 

That Prevents 

Ret/ Decay and Termites 

Here is a priming coaf, costing no more than paint, 
and yet gives (by 20 years actual experience in 
Europe) complete protection against rot, decay,, 
fungus growth, and insects, including termites. 

CUPKINOL 

REG. U. S. PAT. OFF. 

If is applied like paint, with brush, spray 
gun, or by dipping, end is a wood pre¬ 
servative of proven value easily and 
effectively used by the home owner, 
painter, or carpenter. It Is harmless to i 
plants and animals. ^ 

Made in two grades, "Cuprinol for Wood” and '^Cuprinol for 
Canvas.” In pint cans at 75 cts. 12 in display cartons. $9.00 
less 33 1/3%; quart cans at $1.15, 6 to a carton. $6.90 less 
33 1/3%. Information and prices on larger 
units on request. 

Through Tour Wholotolor 


Q^ph'ihS V cuprinol, Inc. 

m.1190 Adams St. Boston, Mass. 


PRENAX® SPRINKLERS 

^^ususumAulsussS^u 


FLOATING 

HEAD 


NO 
FRICTION 


PREMAY SALES DIVISION, Chisholm-RyderG.,lnc..Niaqarafells,N.Y. 


WARNING-. 

It s Time (or Dealers 


to Check Their Stocks 


of'BLACK LEAF 40" 


Pearl 

Screen Wire 


DREFERENCE- wilfc eiFTWcd ktytn cwywWre. ad the wreasiv mkr 

l^nLrLIILntL ^ ^ aumm, InlilT to At wmhm 4 m wkamt to Ik dsMi 4 qUAlITY 
* rniSamMhn ts4U4iUtmm4%ir uttantj 4 

The Gilbert & Bennett Mfg. Co. 

Amtncm t OUtst Wo^ Wm FtKtory- 

WIRE CLOTH, NETTING and FENCING 

Galvaniied Steel Wire Clotk is all Meskes aad Gaagea 

T..t CH , c... MMUlBaAOL Kam*. City. M*. Saa Fr«.«lK« 


_ HE most active selling-seasoci on ”Black Leaf 
40** is rapidly approaching. Almost every family 
is a prospea for ”Black Leaf 40** during the Spring 
and Summer season. 

”Black Leaf 40** kills aphis, leaf hopper, thrips, 
red bugs, etc., in the garden. It aids in the control 
of damaging insects on fruit—is economical and 
effective for poultry delousing, killing lice on live¬ 
stock, etc. A little sprayed on shrubs and ever¬ 
greens keeps dogs away—^ey dislike its odor, 

SELLS THE YEAR ’ROUND—because it has so 
many uses ”Black Leaf 40*^ never becomes dead 
stock. A newspaper campaign breaking soon in 
nearly 4,000 communities Will bring customers to 
your store. Ask your jobber or write for our at¬ 
tractive new display material. 
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U stuws 
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DO THIS every time you 
sell an “Eveready” Battery. 
It takes only a second — 
but shows the customer 
that she can rely on the 
products in your store. 



A Profitable 


Line to Handle— 

Becauae— 

1. ‘‘Gome-backs’^ are practically 
unheard of. 

2. The line is complete—you can 
fill every requirement. 

3. The line is well known and in 
demand. 

4. Modemly packaged in neat, 
sturdy boxes. 

Write for catalog. 



in redoubled sales effort, increased 
advertising, and a general quicken¬ 
ing of service, and these are showing 
results. The first two weeks of March 
have run probably not less than 12 
to 15 per cent ahead of the same 
1935 period, in the retail stores. 

« « « 

Expecting betterment, it is 
remarkable that to so large an extent 
the sudden pick-up has exceeded the 
provisions made for it by jobbers 
and dealers. More than for several 
months, shortages and delayed ship¬ 
ments are causing complaint. Evi¬ 
dently buying toward spring needs 
had been over-conservative in many 
lines, and it is now none too easy 
to obtain rush shipments from most 
manufacturers. They, too, seem to 
have figured rather too moderately 
in building up stocks of materials 
and finished goods. Undoubtedly the 
flurry of weakness in some steel 
prices—of several weeks’ duration 
until the recent settling of the mar¬ 
ket—created the waiting attitude 
which now finds its result in a cer¬ 
tain amount of unpreparedness. 
Roller skates are cited as an ex¬ 
ample of shortage. The better 
weather has caught many dealers 
without stock, and the demand has 
been exceedingly heavy as it has 
come on with a rush. Many manu¬ 
facturers are considerably behind in 
deliveries. An unusually good sale.s 
record, however, is in sight for the 
season as a whole. 

« « « 

The better selling in all 
sports supplies is most gratifying, 
and is due not alone to a generally 
improved buying power. Sports 
equipment has made such rapid 
gains in the durable quality and 
attractive appearance offered at 
moderate prices, that it has gained 
acceptance and popularity for ex¬ 
actly the same reasons that have 
prospered the automobile industry. 
Baseball interest is stimulated at 
present by the news from the major 
league teams at their training 
camps. With the approach of Na¬ 
tional Baseball Week, April 4 to 11. 
dealers are finding it very important 
to have window displays and stock 
on hand to take care of a busy de¬ 
mand. 

« « « 

The €tverage general increase 
in sales of all sporting goods this 
spring is estimated at 10 to 20 per 
cent over last year, golf clubs and 
balls showing an unusual rate of 
gain. Some of this ordering is un¬ 
doubtedly due to hedging against 
expected price advances. Already 



DRIP COFFEE MAKER 

LOW PRICE • EXCELLENT MARGIN 


Wonm flock in 
to four atoro to 


hmf tkis groat 
oalno. Ao&klo 
alao in 2. 4, and 
a cup aisea. 


PORCELIER MFG 


MnNSMme 

PA. 



AT YOUR service/ 


The -Who Hake* It" 
Editor will bo glad to 
help yon in your searcli 
for the name it the manii- 
factnrer of that product 
yon are interested in. 

If yon do not find it or 
its trade name listed in 
the current Directory 
Nnmher, in all probabil¬ 
ity it has been incorpo¬ 
rated in the revised list¬ 
ings that are being im-o- 
pared for the next iasoe 
of the Directory Nnmher. 
Many such changes are 
being made daily and the 
listings brought op to 
date. 

If yoor cnrrent Direc¬ 
tory does not give yon 
the information yon aedk. 
write the **Who Makes 
h” Editor. He’s ai your 
service! 


Hardware Age 

239 Well 39th Street New Yr*- « v 

\ n I 1 


HARDWARE AGE 


94 


1 


Digitized by ^ooQle 







#- ^Ve 


No. 70 


THREADS UP TO %' 


HANDY 

PIPE THREADER 

irs A DANDY /d 


Only threader with genuine 
ARMSTRONG “Kalorized” 
Solid Dies for pipe, bolt or 
rod. Dies are self-starting 
over meanest burr. Inte¬ 
gral bandies. j 


THE 

LOW PRICE 
SET , 


—-- / 




ARMSTRONO ■££ BRIDGEPORT, 


CONNh 

U.SJL 
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No Wonder They’re Selling . . . 


Armtfrong 

Qualify 

Product 


Your Customers Know What They Wont 

And In Trump Hand Garden Tools they find 
... to please the eye—the smart chrome green 
color; to assure durability—the new NO-MAR 
finish; and the strength of 18-gauge steel, 
heat treated. 

Order Trump Hand Garden Tools today. 

Either individually or In three-piece set illus¬ 
trated above. Your jobber can supply you. 

ANIMAL TRAP COMPANY OF AMERICA 


iirirz, PA. 


NUOARA FALU, ONT. 


TWO BIG PROFIT-MAKING 

FREE DEALS 


2 

free - 

Full ret a ? i , Tot^ 


THIS OFFER GOOD FOR DELIVERY 
March 1st to April 30th, 1936 

Every alert hardware dealer should take advantage of these 
CYANOGAS FREE DEALS. 

CYANOGAS—a gas-producing powder—INSTANTLY KILLS 
rats, moles, gophers, prairie dogs, ground squirrels—wood¬ 
chucks (groundhogs) and other burrowing pests, also ants 
and many insects. 

ORDER FROM YOUR WHOLESALER TODAY 

AMERICAN CYANAMID & CHEMICAL CORPORATION 

30 ROCKEFELLER PLAZA NEW YORK, N. Y. 


.VC TWE 'f'US 
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PAT OFF 
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THE UNIVERSAL PEST DESTROYER 
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ASK YOUR 

JOBBER TO SHOW YOU HIS 
LATEST INTRODUCTORY OFFE 

You’ll wane it the minute you sec it 
All popular items--small investment 
And how it will sell when displayed 

STAINLESS STEEL PRODUCTS CO 
LaGrange, Illinois 



This Display Sells Tape 

^HE New Slipknot AU-Metal 
^ Automatic Salesman, with 
Stock Bin, holds 48 rolls assorted 
of /osf telling Friction Tape, to 
retail at 5, 10, 20 and 35 cts. per 
roll. This tape is extra adhedTe 
—can’t di7 out—^has greater ten¬ 
sile strength—edges can’t raTel. 
Will doable and treble jour tape 
sales. 

Also SLIPKNOT Doable Wear 
RUBBER SOLES on Colored 
Cards with Cement. Finest qual¬ 
ity rubber. All sizes. Sold through 
Jobbers. Write for details to— 

Plymouth Rubkr Company. Im. 

Largest Rabhmrisers of Cloth In the World 

Rtvsrs St OANTOII. MASS. 


Customer 
Takes a 
Package— 
Another 
Slides 
Into 
IH 

Place 


leather golf bag prices have risen 
sharply over those effective a year 
ago, in some cases as much as 25 
per cent. Sales of tennis equipment 
are very active, while in the larger 
cities bathing suits and accessories 
are offered and sold far in advance 
of the normal season, being included 
in the outfitting of winter travelers. 
« « « 

Mention is made, in the latest 
Dun and Bradstreet survey, that the 
March 13 week was the best, so far, 
of 1936 in wholesale activity. Mail 
orders from country districts were 
nearly double those received the 
week before, and road salesmen con¬ 
tributed the largest volume of busi¬ 
ness since last fall. In plumbing 
supplies, building materials, and 

hardware, wholesalers reported 
gains of 15 to 30 per cent over 

1935, with substantial bookings for 
future delivery. Housefurnishings 
in all branches, from kitchen gad¬ 
gets to furniture, electric refrigera¬ 
tors and stoves, comprise at present 
the big sales volume producer in 
the city stores, while farm and gar¬ 
den tools, dairy equipment, netting 
and poultry supplies are the back¬ 
bone of country ordering. 



HMf d^Monds quality ood boys oa prict. 
AUITH "SO-SO**—''PMb-Ov«r*'—h ooty to to 
stall, avoa oa old doors whoa ia good t Dod Wi si 
. . . aoHdog to got oat of ordor oo sprioqs. m 
troobto, oo MMMtooaoeo . . . p orfo c t oettoo ... 
ALLITH qoa li ty lo ovory doM • . . ood fto 
lowost pneo oo rocord. 

Writo or WIRE for dotoNs ood pricos TODAY. 


« « « 

Department store sales for 
February were 13 per cent ahead 
of a year ago, in dollar value, helped 
somewhat by the extra day. Febru¬ 
ary sales of 27 chain store com¬ 
panies, including two mail order 
concerns, totaled 170 million dollars, 
as against 158% million in Febru¬ 
ary, 1935, an increase of 7.34 per 
cent. The American public spent 
1690,319,000 — the highest volume 
since 1931—for general merchandise 
in the first two months this year 
despite the most severe winter in 
years, according to the International 
Statistical Bureau. In the corre¬ 
sponding period last year such sales 
reached about 634 million dollars. 

« « « 

The latest week's survey of 
the country’s manufacturing activi¬ 
ties—by Dun’s—^finds the best rec¬ 
ords now reported are on farm 
equipment, steel, machinery, electric 
refrigerators, paints, and some 
grades of furniture. While the re¬ 
newed upturn in automobile produc¬ 
tion was continued, the number of 
units assembled still failed to reach 
the 1935 comparative total. Manu¬ 
facturers of automobile bodies and 
parts are substantially busier. Ma¬ 
chine tool makers report new orders 
have been plentiful, and deliveries 
running behind. With output of 
electrical appliances running 15 to 


ALUTH-PtOUTY MF8. CO., OMflt. R 




BENJAMIN 

FRANKLIN 

UAWT PHILADELPHIA | 

JlMRy R RiJij SamuelEarlaTf tigr. ^ 


• Expressing Philadelphia's 
ultimate in mcxlem appoint¬ 
ments and guest comfort. 

1200 OUTSIDE ROOMS 
1200 MODERN BATHS 
RATES BEGIN AT $3.50 * 
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Pneumatic 

Tires 

$7.50 extra 

Four other 
models, 18" 
to 27" cut. 


Don t past up this money-malcer. It will pay you to 
investisate our dealer proposition now. Ask your 
Jobber or write us direct. 

E. C. STEARNS & CO. SYRACUSE, N. Y. 


Pardon mo for butting in: I’m looking 
for some additional Knot to roprosont. 
Know whoro I can find any good 
ones? 




Certainly I You’ll find many good 
accounts advertising under the 
heading of “Sales Representatives 
Wanti^ in the Classified Sec¬ 
tion of HARDWARE ACE. Read 
the ads in every issue and you 
will be reasonably sure to find 
the kind of a line you want. 




Profitable 
. . . Easy to Sell 

A demonstration fascinates 
every one who sees it and 
makes sales. This marvelous 
tool is a great window and 
store attraction. Our adver¬ 
tising in nation- 
al publications volt A.C. oi 

with 5,000,000 “ '*»“*• “ 

monthly circu- „„„ 

lation directs saws, shari 

buyers to you. 


TOOL OF 
1001 

USES! 



ptafl is Aay 
Llibt SMfcsl 


Does away with slow hand work, llo 
volt A.C. or D.C. 13,000 r.p.m. For use 
at home, in shop or take to job. Uses 
200 different accessories—grinds, pol¬ 
ishes, routs, drills, cuts, carves, sands, 
saws, sharpens, engraves. Retail price 
110.75 and up. 3 Accessories FREE 



SEND 

BOOKLET 


mODEL! 

25,000 r.p.m. For constant service, nothing 
else like this easy-to-handle tool for saving 
time end labor. The fastest, smoothest, most 
powerful tool for its type and weight, 12 os. 
Length, 6*^; diam. IH • Retail price $18.50. 
6 Accessories FREE 

Write for discounts mud our speeiml offer to 
place in your hands a Demonstrator Outfft. 

CHICAGO WHEEL & MFQ. CO. 

1102 W. Monroe Street 

CHICAQO, ILL. 
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30 per cent ahead of last year’s, 
activity of manufacturers has been 
speeded up. In keeping with the 
steady rise in orders for building 
materials, production of window 
glass is being increased from week 
to week. Plate glass output also 
continued larger than a year ago, 
and plumbing equipment plants 
operated at a rate 15 to 20 per cent 
above last year’s. Building opera¬ 
tions fell off in February, about 6 y 2 
per cent below January, but were 
estimated at 86 per cent ahead of 
February, 1935. 

« « * 

Steel mill operations last week 
were estimated at the highest rate 
since September, 1930, by the Amer¬ 
ican Iron and Steel Institute. Opera¬ 
tions were at 60 per cent of capacity, 
a gain of 7.5 per cent over the rate 
a week previous. A month ago the 
operating rate was 51.7 per cent. In 
the corresponding 1935 week opera¬ 
tions were at 46.8 per cent of capac¬ 
ity. Prices on major steel lines have 
been formally announced, and buy¬ 
ing for current and second quarter 
needs is proceeding on a confident 
basis. 

* « « 

Sales of Fairbanks - Morse 
home appliances in February were 25 
per cent greater than for any previ¬ 
ous month in the company’s history. 
In commenting on prospects for the 
balance of the year, W. Paul Jones, 
general manager of the company’s 
Home Appliance Division, Chicago, 
said: “Increased production facili¬ 
ties made possible by the occupancy 
of the new factory at Indianapolis, 
together with a large number of dis¬ 
tributor and dealer appointments in 
the last few months point to a break¬ 
ing of all previous Home Appliance 
Division sales records. There is 
already abundant evidence that the 
first quarter will show a large in¬ 
crease.” 

« « * 

Sargent & Co,, New Haven, 
Conn,, through its president, P. E. 
Barth, reports sales for 1935 as show¬ 
ing an increase of about 16 per cent 
above those for the preceding year. 
Mr. Barth points out that the build¬ 
ing industry, on which the company 
largely depends, was far below 
normal in 1935, being only one-third 
of the building done in 1926. He 
said, however, that building opera¬ 
tions are now showing improvement. 

« « « 

Sales of household water con¬ 
ditioning equipment by The Permutit 
Co., New York City, in January and 
February were 150 per cent ahead 


WHOLESALE HARDWARE 
COLLECTIONS 

NEW YORK — The per cent of 
wholesale hardware charge ac¬ 
counts outstanding Dec. 31, 1935, 
collected in January, was 44.7 per 
cent in 1935, and 43.6 per cent in 
1936. 


RICHMOND—^The percentage of 
Jan. 1, 1936, wholesale hardware 
receivables collected during the 
month was 46.1 per cent. 

KANSAS CITY—Wholesale hard¬ 
ware outstandings on Jan. 31, 1936, 
were minus 3.3 per cent as com¬ 
pared with Dec. 31, 1935, and plus 

2.3 per cent as compared to Jan. 31, 
1935. The amounts collected in 
January, 1936, were plus 10.0 per 
cent as compared to January, 
1935, and minus 22.6 per cent as 
compared to December, 1935. 

PHILADELPHIA — The ratio of 
collections to receivables in Janu¬ 
ary, 1936, was 40; in December, 
1935, was 39, and in January, 1935, 
was 39. 


CLEVELAND — The Federal Re¬ 
serve Bank of Cleveland does not 
collate information on either gen¬ 
eral wholesale or wholesale hard¬ 
ware collections. 


ATLANTA—The collection ratio in 
wholesale hardware was 41.2 in 
January, 1936; 41.7 in January, 
1935, and 41.7 in December, 1935. 

CHICAGO—^The per cent of change 
from January, 1935, in wholesale 
hardware accounts outstanding was 
plus 11.7 per cent; collections were 
plus 25.2 and the ratio of accounts 
outstanding to net sales was 217.5 
per cent. 

ST. LOUIS — General collections 
during January reflected a slowing 
down in the high record of efficiency 
which has prevailed during the past 
eighteen months. Representative 
interests reported on January col¬ 
lections as follows: fair, 41.3 per 
cent; good, 45 per cent; excellent, 

1.3 per cent, and poor, 12.4 per cent. 

SAN FRANCISCO—The percent¬ 
age of wholesale hardware collec¬ 
tions during January to the total 
amount due from customers (out¬ 
standing) on first of month was 

46.3 per cent in January, 1936, and 
40.1 per cent in January, 1935. 

DALLAS——The ratio of wholesale 
hardware collections during Janu¬ 
ary to accounts and notes outstand¬ 
ing on Dec. 31, 1935, was 44.6 per 
cent. 


Digitized 


of the same months in 1935, accord¬ 
ing to Oliver P. Harris, manager of 
domestic sales. As sales for 1935 
were nearly double those for 1934, 
Mr. Harris says this fact makes the 
1936 increase all the more signifi¬ 
cant. 

« « « 

The Chi’Namel Co,, Chicago, 
reports that its January sales were 
54 per cent above those for the 
same month last year, with the com¬ 
pany’s new merchandising plans for 
the current year meeting with grati¬ 
fying dealer acceptance. 

« « « 

February shipments of John¬ 
son Motors by the Johnson Motor 
Co., Waukegan, Ill., were 123.5 per 
cent ahead of the same month last 
year. From the start of the season 
October 1 to date total domestic 
shipments reflect an increase of 105 
per cent over the corresponding 
period of last season, according to 
P. A. Tanner, vice-president, who 
believes that there is some likeli¬ 
hood of the large volume continuing 
right through the spring and sum¬ 
mer. 

# ♦ ♦ 

Rapid recovery of the paint indus¬ 
try in 1935 is reflected in figures 
recently released by the United 
States Census Bureau, which show 
sales of paint, varnish and lacquer 
products by 579 establishments at 
$334,277,609 for the year against 
$276,206,117 for 1934 and $220303,- 
893 for 1934. 

« « * 

IT armer weather brought a 
sharp drop in coal shipments during 
the March 7 week, and freight car 
loadings declined to 634328 cars. 
This was, however, the largest total 
in five years for the first week in 
March. The figures showed a de¬ 
cline of 5.7 per cent from the preced¬ 
ing week, but a rise of 8.1 per cent 
over a year ago, and 3.4 per cent 
above 1934. The total loadings since 
January 1 were 6,123,057 cars, com¬ 
pared with 5,683,789 cars in the rela¬ 
tive period of 1935. 

« « « 

Electric power production de¬ 
clined more than seasonably from 
the preceding week, due also to bet¬ 
ter weather. However, the total for 
the country was still the highest on 
record for the opening March we^. 
The total of 1,893,311,000 kilowatt 
hours was 9.8 per cent ahead of the 
same week of 1935. This year the 
power and light industry has shown 
a continuous advance over last year’s 
production figures, with the range of 
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NO. 860 
LIST PRICE 


COMPLETE 
Ltis moro» 


RUDD’S NEW IMPROVED 
SCREEN DOOR BRACES 

Here is a screen door brace that is a quality item. Strong. 
Carefully finished. The new point on the ends and ad¬ 
justable bolts hold it in an abMiutely rigid position. Brass 
Turnbuckle. Cadmium plated to resist weather. 

Wlr/te for dtscriptivt catalogue 

CAR PRODUCTS COMPANY 

1 t 13 W«ft 3 rd StrMt - - G«v«land, Ohio 


PAINT 
SPRAYE RS 


Fastp efficient "professional type" DEALERI 
electric spray outfits for all general Write for cor 

painting, etc. List at only $5.00, of^mode'r 

$14.00, $20.00. Auto power sprayers $2.60 prices ai 

and up. Splash feed oil system, new type discounts. Sc 

diaphragm compressor, steady pressure, no Speed 

cylinders, pistons or rings to wear out. ott*^^u”cou 
Quality at low cost. ter. 

W. R. BROWN CO. 2014 N. Major Ave. CHICA6 


CAP SCREWS <®) 

Screws—Wood. Drive, Coach. Ma¬ 
chine. Set, Thumb, Lock Cap, 
Knob. 

Bolts—Stove, Tire, Sink. 

Nuts—Semi'finished. Machine Screw, 
Acorn Cap. 

Chain—Sash. Jack. Safety, Ladder. 

Furnace, Register. 

Escutcheon Pins. 


THE CORBIN SCREW CORP. 

THE AMERICAN HARDWARE CORPORATION. SUCCESSOR 

NEW BRITAIN, CONN. 
Warehouses: 

New York Chicago Philadelphia 


"EASY-AID” KITCHEN TOOLS 
Always Sail! 

BEAN-X 

AND STRINGER 
58c Retail 

Resaavas tha strings and avtamatiaany 
Strings and dleas baans tba bast way. 

A praetleal 8-ln-l tfana and labar-saving 
daviaa. 

Write ta yanr jabber ar dbraet ta ns regarding 
ar any atbar *«Easy.Aid** KItehan Teals, Inelnding Umb 
B ean and Pea Sballar, Snpar-Edga Sliaing Knife, HMvy 
Dnty Stainless Steal Kitaban Sbaars, Heavy Dnty Klteban 
Needles, Dntebasan’s Disb Raek, ate. 

G. N. COUGHLAN CO.. Orange. N. J. 
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lasHr# yonr wir« goods toios 
with o stock of 

HINDLEY WIRE GOODS 



WfkE SPECIALTIES 
MIGHT WIRE GOODS 
COTTER PINS EYE DOLTS 

UliJIhLBY MFG. CO. 
nini/LEf VALLfY FALLS. R. I. 


The Original 
^HORSESHOE MAGNET^ 
HAMMERS 

Steel Forcings, Perina* 
nent Magnets. Tbe best 
magnet hammers on the 
market Give long and 
satisfactory service. Tbe 
Hammer holds the taok. 

ARTHUR R. ROBERTSON 

dele Mmnufaeturer 
S96 Atlantic Ava., Boston. Maaa. 


BURDEN 


Horse & Mule 
Shoes 

Hand puddled 
bar iron and 
iron rivets 



BURDEN 


IRON COMPANY 

TROY, N. Y. 


PROFITS 


are made possible with the handy household 
package of Gardiner Repair-All Solder. It re¬ 
tails for 18 cents—a price that meets chain store 
competition and yet allows you a full margin of 
profit. 

At the same time Gardiner Solder is better solder 
—does neater and cleaner work. 

Packed in attractivo tins—10 tins in a counter 
display box. Your Jobber can supply yeu. 



Good 

Managomont 

^ is merely the trensmissioii of 
^ the intentiont end purposes 
^ of the menegement through 
^ the staff to the customers 


weekly gains running from 9.6 to 
12.3 per cent. 

« « « 

Administration officials are 
gratified at the large increase this 
season in income-tax collections. 
Preliminary estimates showed the 
income-tax yield for the first 16 days 
of March was $281,758,032—a 46.4 
per cent gain over the comparable 
period of last year. For 1936 to 
date income levies have produced 
45.6 per cent more than last year. 
There is hope that these gains may 
serve to modify other lax programs 
now under consideration by Con¬ 
gress. 

« * « 

Bank clearings in 22 leading 
cities, as reported by Dun & Brad- 
street, for the week ended March 11, 
showed a gain of 7 pen cent over last 
year. The total was $6,015,502,000, 
a shade under the previous week. 
Business failures in the same week 
totaled 222, against 201 in the pre¬ 
ceding week, but held below the 
level of 224 in the corresponding 

week of last year. 

« « « 

Lumber manufacturers report¬ 
ed a welcome business upturn this 
month. New business in the March 
7 week was the heaviest since Jan¬ 
uary and w.as 3 per cent larger than 
the average of the previous weeks 
of the year. Production stood at 57 
per cent of the 1929 weekly produc¬ 
tion average and shipments-were 59 
per cent of 1929. Softwood produc¬ 
tion during the first Wo months of 
1936 was 35 per cent more than 
for the corresponding jmonths of last 
year. Shipments were 22 per cent 
larger and new business 19 per cent 
higher. 



Wringer with self-adjustable, thick 
rubber rollers, is located at top of the 
board, which bas a large zinc-coated 
surface; rubber suction cups to pre¬ 
vent slipping. Folds completely away 
when not in use. Suggested retail sell¬ 
ing price, $1.59. Wood Tex, Inc^ 162 
Imlay St., Brooklyn, New York City. 


Gibson Gripper Clips 



A patented clip of 
oil-tempered, nickel 
plated spring^ steel 
that will hold objects 
securely. Hundreds 
of uses in homes, 
factories, offices, 
stores, and for dis¬ 
plays. Retail for 10<. 
Packed with attrac¬ 
tive display card. 
Samples on request. 

EibiM Qmd Twit, Ik. 

Orange Mass. 


KEY BLANKS 


OF ALL KINDS 



Catahfu* on Ktquttt 

GRAHAM MFG. CO. 


Dept. W. 

Derby, Conn., U. S. A. 



The “Gem Junior’* 

An eye-pleasing streamline 
clipper with keen, hardened 
cutting jaws and efBcient 
file and cleaner. Colorful 
counter card display one. 
»tor<^ eleven. Retail, 2Se. 
At jobbers*. Send for cata¬ 
log price sheet. 

The H. C. Cook Co. 

Ansonia. Conn. 




Don’t Let It ' . 

'* .'Run Aftvay From You , 

.You’ll Bnd,pa»fky good accounts 
advortuing for saint mpresentadvns 
in thn Qaisifiod Opporcunicins Sec¬ 
tion. 

Many of these side lines may be 
just what you need to increase your 
commissions. 

If you don’t find the kind of 
line you want, why not adver¬ 
tise for it? Many manufacturers 
look through the Sales Accounts 
Wanted adverdsements before they 
advertise for salesmen. 

Take advantage of the oppor¬ 
tunity the Oassined Section otters 
you CO keep in couch with the sales 
positions that are open. Read the 
classified section of each issue. 

• 
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SUPER APEX 

haa a zinc coating almost twice as heavy as some other width mad 
more or less carelessly advertised Hnj«. 

On top at this zinc coating there is baked a coat of high qnality 
enamel thus redadng corrosion almost to the vanishing point. 

THE LIFE OF SUPER APEX 

®F climates is almost double 

the life of cloth made bj the old proceas. 

STEEL — COPPER — GOLDEN BRONZE — SPECIAL ALLOTS 
ANTIQUE BRONZE - ALUMINUM ^*^*"*» 

HANOVER WIRE CLOTH CO. 

HANOVER, PENNSYLVANIA 


Who Invented The 
“MONKEY WRENCH”? 

“Believe-Il-or-Not” Ripley says; Charles 
Moncky. W. F. Schaphorst, M. E., of New- 
ark, N. says: S. Merrick of Springfield, 
Mass. 

While authorities differ over the inven¬ 
tor, millions of wrench users agree and 
swear by the COES Adjustable Screw 
Wrench first produced in 1841. Known, 
sold and recommended wherever tools 
are used. Seven sizes: 6 to 21 ins., incl. 
Aah wur ^mbber 

BEMIS & CALL CO. 

Springfield Mass. 



Repairs Unsightly Chipped Porcelain 


When borne owners hit and chip 
porcelain or enamel fixtures— 
Tilctte Liquid Porcelain Glaze 
will quickly repair them like 
new. Ideal for Porcelain and 
Enamel Sinks. Bath Tubs. 
Lavatories. Befrigerators, etc. 
Ready for use. wate^roof, 
dries quickly with a perma¬ 
nent porcelain gloss. In 1 os. 
jars, packed 12 to attractive 
counter display. Quick 25 
cent seller. Lib^ profit Ask 
your Jobber to supply you. 

If be cannot, write to us. 


TILEHE 

CEMENT CO., INC. 

401 Lafayette St., 
N. Y. C. 

1115 Temple St., 
Los Angeles, Calif. 



a ALWAYS NEEDED! 

A Limt mf 

WBOLESALE 
HARDWARE 
HOUSES GMmg 

Names and Addresses; Capltslin- 
dons; Lines Handled; Territories 
Cowered; Number of Men Travelled; 
Namee of Officers and Buyers. 

VmefwU for 

PERSONAL BALES CONTACTS 
fry jf CREDIT DEPARTMENT 

CliMk wlik Ormer DIRECT MAIL WORK 

BABDWABE ACE VEBIFIED LIST 

as» W. 3Mi 8T„ NEW TORE. N. Y. 


ChMk with hrAMr 


SPONGES 

(Greatest Value of All 






genuine SeaWool OSTa 
reenforced. 

Sponges retail at 35^ ea. 
Box of 10 costs you $2.10. 

\ Order from yomr makolmuder. If he 
cmemat Mupply yom write me mt nemr- 
eat offiee, 

SOHROEDER I TREMsYNE, INC. 

New Terk St. Looia 

San Franelsce Mentreal 


ir -k if -k 
STAR 
HEEL 
PLATES 




|VAl«ddin|| 



QUALITY 

One reason why Star Heel Pbtes 
sell so well and bring such steady 
TURNOVER is their QUALITY 
never varies. Your customers 
know they are made right and 
wear right. Nine popular sizes to 
fit all sizes of shoes. Packed ^ 
gross pairs in box. Also three 
pairs assorted on cards. Sold by 
Leading Jobbers. Send for Sam¬ 
ples and Prices. 

STAR HEEL PLATE CO. 

NEWARK, N. J. 


Aladdin 

SANl-SEALD 

Vacuimi Bottles 

Pints • Quarts 

The first and only Vacuum Bot¬ 
tle to which the word durability 
could be justly applied. Quality 
throughout. Sold only tl^ough 
legitimate independent dealers 
under a new dealer profit-protect¬ 
ing policy. 

Write at once for iUustrated circular, prices, 
discounts and details of profit-protecting policy. 

ALADDIN INDUSTRIES, Inc. 

BOO W. Lake St., Chlcaico, Ill. 

721 E. Yamktll, Portland, Ore. 
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Who Makes It? 

I nfornuitloB resardtas sovrees •f Mpply as prortded readers 
of ITar d toare Aqb by the Who Makes Itt editor Is here pre¬ 
sented as an aid to others in the trade who may he seeklnir the 
same articles. The Ineniries reprodnced hare been selected be¬ 
en nse of their general Interest to hardware merchants and bny* 
ers. This editorial featnre in imch issne snpplements the ser- 
▼tce rendered by the <n¥ho Makes It?’’ Issne pnbllshed on Sept. 

26, 198S. When writing to the firms mentioned, state that yon 
saw the prodnet listed in Msrdtosrc Aae <<Who Makes It?” sec¬ 
tion or Issne. 


Waterbury, Conn.: Provide 
names and address of manufactur¬ 
ers who make indoor, ceiling, clothes 
dryers?—Strauss Hardware Co. 

ANSWER: Royal Mfg. Co., 704 
E. 141 St., New York City; Majes¬ 
tic Can Corp., 115 S. 5 St., Brook¬ 
lyn, New York City; M. Singer, 2525 
3rd Ave., New York City. 

« « « 

Bronx, N. Y.: Where is the Ber- 
sted Mfg. Co., manufacturer of elec¬ 
trical appliances, located?—Ben’s 
Hardware. 

ANSWER: Bersted Mfg. Co., Eos- 
toria, Ohio. 

« « « 

Imperial, Pa.: Who makes a 
double barrel hammer shot gun 
marked. New York Arms Co. No. 
306992?—John A. Hamilton Hard¬ 
ware. 

ANSWER: H. & D. Folsom Arms 
Co., 314 Broadway, New York City. 

« « « 

Schenectady, N. Y.; Who makes 
the Gaynor Line Switch?—^David 
Mahoney Co., Inc. 

ANSWER: Gaynor Electric Co., 
1468 Stratford Ave., Bridgeport, 
Conn. 

« « « 

St. Louis, Mo.: Furnish name 
and address of manufacturer of a 
Sawhorse assembled with Handy 
Brackets?—Schroetcr Bros. 

ANSWER; Morse Mfg. Co., Inc., 
Syracuse, N. Y. 

« « « 

Newark, N. J.; Provide name of 
manufacturer who makes a Spintite 
screw driver type socket wrench to 
fit 10-24 Hex nuts.—H. Goldstein 
Hardware. 

102 


ANSWER: Steven, Walden, Inc., 
Worcester, Mass. 

« « « 

Roselle, N. J.: Who makes the 
round wooden clothes pin that has a 
wire band around it to keep it from 
splitting easily?—^Roselle Hardware 
Co. 

ANSWER; Berst-Foster Dixfield 
Co., 420 Lexington Ave., New York 
City. 

« « « 

Grants Pass, Ore.: Provide 
names of several manufacturers of 
miner’s hats with attachment for 
holding lamp.—^Rogue River Hard¬ 
ware Co. 

ANSWER: Wilkes-Barre Cap 
Mfg. Co., Wilkes-Barre, Pa.; Penna. 
Mfg. & Supply Co., Wilkes-Barre, 
Pa.; Mine Safety Appliance Co., 239 
N. Braddock Ave., Pittsburgh, Pa., 
and E. D. Bullard Co., 275 Eighth 
St., Los Angeles, Cal. 

« « « 

Dickinson, N. D.; Please advise * 
where the M & M Co., manufacturer 
of Bates Sponge Rubber Mop, is lo¬ 
cated.—Schilla Hardware Co. 

ANSWER: Merchants & Manu¬ 
facturers Co., 1653 Main St., Spring- 
field, Mass. 

« « « 

Brooksville, Fla.: Where is The 
Cronin China Co. located?—^The 

Russell Hardware Co. 

ANSWER: Minerva, Ohio. 

* * * 

Kennett Square, Pa., Who makes 
Kow-Kare?—Square Hardware Co. 

ANSWER: Dairy Association Co., 
Lyndonville, Vt. 

« « « 

Dunbarton, N. C.; Who makes 
the Martin King cook stove?—B. F. 
Anderson. 


ANSWER; King Stove & Range 
Co., Sheffield, Ala. 

« « « 

Columbus, Ohio: Provide cor¬ 
rect name and address of the F. D. 
Smith Wire & Iron Co. of Chicago. 
—Columbus Hardware Supplies, 
Inc. 

ANSWER: F. P. Smith Wire & 
Iron Works, Inc., 2342 Clyboum 
Ave., Chicago, HI. 

« « « 

Oakland, Cal.: Where can Un¬ 
derhill lath hatchets be purchased? 
—Maxwell Wholesale Hardware Co. 

ANSWER: Kelly Axe & Tool 
Works of the American Fork & Hoe 
Co., Charleston, W. Va. 

« « « 

WiLLiMANTic, Conn.: Who makes 
Minnwax, a wax preparation used 
for waterproofing external structural 
crevices, etc.?—^The Hurley-Grant 
Co. 

ANSWER: Minnwax Co., 11 W. 
42nd St., New York City. 

« « « 

Summerside, Prince Edward Is¬ 
land: Where can we purchase cop¬ 
per oleate, as used for dyeing or 
preserving nets and rope?—^Brace, 
MacKay & Co., Ltd. 

ANSWER: American Cyanamid 
& Chemical Corp., Rockefeller 
Plaza, New York City, and Harshaw 
Chemical Co., 1933 E. 97th St., 
Cleveland, Ohio. 

« « « 

Bennington, Vt.: Who makes the 
Vixen cabinet file, which has a de¬ 
tachable handle?— K. H. Winslow, 
Inc. 

ANSWER; HeUer Bros., 880 Ml 
P rospect Ave., Newark, N. J. 
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SURE-GRIP 





"Sur«-Grips" hav* no row odgoi 
to corrodo bocouso thoy or# gal* 
voniiod oftor oil machining opor* 
ationi oro complotod. "Snro- 
Gript" fit tightly—and porfoctly 
—on ovory hoso. Clompi for tpo* 
cial ntot mado to yonr own tpo* 
cificotions. 

Ask your jobber — or write 
us direct for price list. 

J. R. CLANCY, Inc. 

Syracuse N. Y. 


GRA.F’TtNG 


TROWBRIDGE 
GRAFTING WAX 

**Beet since 1850.” The leed- 

Ing Hand or Bmah Wax for x 

grafting, budding and trimming y ^ 

all fruit, ornamental trees. 

shrubs and Tines. Also for painting tree cuts and bruises. Nev> 
H 1 lb. pkgs., also 5 and 10 lb. 
t-ontalners. Ready, profitable seller. 

ItfL. ■ : rm u s 

—Treekote Emmsioii 

The new and efficient tree wound dressing. 
* v kdByBwk- ^ pruning and gra/ting compound for all 

V types of tree wounds. Also protects trees 

from Insects and fungi. Applied cold. lA)t 
aifected by hottest weather. Economical. 

lanctweMFnucuM ‘ ’’*• •* ® *••• 

**^^" 1 . 50 ^^!? *”" I Walter E. Clark & Son 

‘ Milford Box E Conn. 


iianctweMFniiecuM 

APPUtD COtO 

•AlTfR C. CLARK * SOS 

I . S«ltAO«a COWN. 




VAUGHAN’S Famoas line of new Catalin 

handle utility items is selling 
fast now. All metal parts are heavily nickel plated. 
Each item guaranteed. Red and Green Catalin Handles. 
Send for Prices and Details on this Complete Line. 

VAUGHAN NOVELTY MFC. CO., INC. 

8111-15 CARROLL AVE. CHICAGO, ILL., U.SJt. 


DOUBLE YOU'***®""’' 


BACK 



If 3 rou do not honestly think that RAPID cutters 
are made of finer material and have sharper and 
better knives than any other alicers on the market, 
and you return your stock of them to us within 
30 days of date of purchase, we will gladly re¬ 
fund you “Double Your Money Back” on your 
order. 

Tempered steel knives guaranteed to remain sharp 
and rust free for 10 years. A fast mover. Gives 
generous profit. Not sold in chain stores. Tested 
and endorsed by Good Housekeeping Institute. 
See your jobber today or write direct. 


No 6 WITHOUT GUARD 25< No. • WITH GUARD 3S< 

No 31. WITH GUARD AND WOODEN HANDLE . 50c 

No 10 THREE KECE SALAD Sn 75c 

BLUFFTON S L A Vlf CUTTER CO. 
main ST. BlUffTON. OHIO 


AMERICAN TOY FAIR 

APRIL 20—MAY 2 

NEW YORK 

Exhibits at Hotel McAlpin 
and all Permanent Showrooms 

For informafion wrif# 

TOY MANUFACTURERS OF THE U. $. A., lie. 

200 Fifrti Avenue, New York, N. Y. 


Quick Sales 

Quick Profits 

• The size is known by the color 

• Shock and vent proof top 

• Cadmium Plated Metal Parts — 
prevent corrosion 

make better contact 

• Packed in neat S-unit carton — 
10 cartons in attractive display 
box 

% Each fuse bears Underwriters’ 
Label 

• A million in a million show 
when they blow 

If your Jobber cannot supply 
you write us. 

TRICO FUSE MFG. CO. 

MILWAUKEE Dept. H WISCONSIN 



COLORTOP 



SHOCKPROOF 



SILENCE IS GOLDEN 



. . . and selling the Silent Yard-Man 
means golden profits for you. It’s 
the most advanced of all ioAn 
mowers. Write for details of the Si¬ 
lent Yard-Man Demonstrator Plan. 

YARD-MAN, INC., 
JACKSON, MICHIGAN 


■ 


THE SILENT 


vnRD-m^ 


Amazing Action Display FREE 


1 


with sniH atttrtiCNl $f Mw m« 

CLOTH-APPLIED 

R VARNISH 


Net a palish aor wax. but 
UMIUIaK a fins auality varaish 

MPliad with a 
slath. Its bakellte caataat 
r phrat It laapar waarlap 

fualltiaa. Raslsts aleahal. 
asld. watar, stranp saap 
ar hat llfulds. Dries la 2 
baurs with a hard flaaty 
surfaaa. Faur sixes: 20e. 
- 35a. 85c aid $1.20. 

Order from Your Jobber Now! 


Shottiof^ 

0OOOUCT 


THE SHEFP IIID RRONZE POWDER S STENCIL CO. 

WeoOhHI Rd., CteralMd, OMoOHBHI^H 


MARCH 26, 19S6 
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Classified Opportunities Section 


Us6 this section to roach Hardware Manufacturersy Manufacturers* AgentSy 
Jobbersy Jobbers* StdesmeUy Retailers and Retail Salesmen 


• classified advertising rates • 


Positions Wanted Advertisements 

■t special rate of one cent a word* mini* 
mum 50 cents per insertion. 

All Othor Clatsifications 

Set Solidf Maximum of 50 words. ... .S3.00 

Each additional word.06 

All Capitals, Maximum of 50 words. . 4.00 

Each additional word.06 

Allow Seven Words for Keyed Address 

Boxad Display Ratos 

1 inch .$5.00 

Each additional inch. ..4.00 


Discounts for Consocuthro Insertions 

4 insertions, 10% off | 8 insertions 15% off. 
Due to the special rate, these discounts do 
not apply on Positions Wanted AdTcrtise* 


REMITTANCE MUST ACCOMPANY ORDER 
Send check or monej order, 
not currency, 

— a — 

HARDWARE ACE is published every other 
Thursday. Qassified forms close 13 days 
previous to date of publication. 


Sales Representatives Wanted || Sales R'^'^hesentatives Wanted 


representatives 

NOW CALLING on the retail hardware trade in 
York, Pennsylvania, Indiana 
and Wisconsin to represent a reliable nianufac* 
turer of hickory tool handles. Address Box F, 
Puxico, Mo. 


ell-KNOWN MANUFACTURER 
WITH an attractive line of modern kitchenware 
wan^ an active, experienced salesman for north¬ 
ern Ohio and northern Indiana. References. Ad¬ 
dress Box B-990, care of Hardwake Age, 239 
W. 39th St.. N. Y. City. 


WANTED — HARDWARE SIDELINE 
SALESMAN — EXPERIENCED and well ac¬ 
quainted in department stores, retail, hardware 
and garden supply houses for selling fast moving 
Item. Address Box B-975, care of Hardware 
Age, 239 W. 39th St., N. Y. City. 


SALESMAN NOW CALLING ON MILLS 
' factories to represent reliable manufacturer 
of bap fibre brooms on a commission basis. Give 
experience and state territory covered. Address 
Box C-44, care of Hardware Age, 239 W. 39th 
St., N. Y. City. 


SALESMEN DESIRING PERMANENT 
CONNECTION WITH reliable corporation man¬ 
ufacturing finest fastest sellers, call on furniture, 
hardware, department stores, also jobbers, either 
whole or part time. Address—Dustmaster Coro., 
Dept. H-3, 600 First Avenue North, Minneapolis, 
Minnesota. 


HIGH-GRADE SALESMEN WANTED. 
START a business of your own. Eecome State 
distributor for our low-cost, bench-type, lawn- 
mower grinder; first of its Trind. Sells to hard¬ 
ware stores, golf clubs, key shops, cities, private 
estates, cemeteries, etc. Write for details. Ad¬ 
dress The Savage Company, Greenville, Tenn. 


TEN ITEMS (PAT.) FOR THE hardware- 
house furnishing jobbers. Successfully merchan¬ 
dised in the East for four years. West of Missis¬ 
sippi is virgin territory. (Jutstanding quality and 
lowest prices assure volume. Write lor details 
and circulars. Address Safety Cedar Products, 
subsidiary of Storage Chest & Closets Corp., 1265 
Broadway, N. Y. City. 


^NATIONALLY KNOWN MANUFACTURER 
OF FAST-SELLING household gadgets is looking 
for side-line salesmen calling regularly on depart¬ 
ment, hardware, grocery and furniture stores. 
Exclusive territory—permanent connection—ex¬ 
ceptional earning»---commission basis-^credit for 
repeat orders. Address Hygenic Products Corp., 
Dept. HA, 193 Middle St., Portland, Maine. 

WELL-KNOWN, ESTABLISHED MANU- 
FACTURER GALVANIZED ware specialties is 
looking for sales representatives acquainted with 
ha^vmre, mill, janitor and hotel supply trade in 
Illinois, eastern Iowa, St. Louis and Wisconsin 
territory. Aggressive and hard worker, (^m- 
mission basis. Close i^peration. Write fully 
own handwriting—experience, age, lines now han¬ 
dled, territory covered, references. Confidential. 
Address Box-025, care of Hardware Age, 239 
W. 39th St., N. Y. City. 


SALESMEN WANTED FOR ALL TERRI¬ 
TORIES in United States to sell hardware and 
electrical jobbers for well-known New York manu¬ 
facturer of popular-priced electrical lighting fix¬ 
tures. Product is or a type which is particularly 
suited^ for the hardware trade. Reply, giving 
experience. Address Box C-35 care of Hardware 
Age. 239 W. 39th St., N. Y. City. 




NOTE 

Samples of Literature, Mer¬ 
chandise, Catalogs, etc., will 
not be forwarded. 

— • — 

Address your correspondence and repllos to 

Hardware age 

Classified Opportunities Dept, 

239 West 39th St., New York City 


d Business Opportunities 



MANUFACTURERS’ REPRESENTATIVES 
—OPPORTUNITY TO ADD one of leading na¬ 
tionally advertised and romplete lines of popular 
bench woodworking machinery, selling to le^ing 
retail hardware, mill supply and machinery trade. 
Line well established—^you can check on that. 
IllincMs, Iowa, Tennessee, Florida, Dakotas, still 
open. Write fully first letter. Address ^x 
C-29. care of Hardware Ace, 239 W. 39th St., 
N. Y. City. 


SALESMEN TO REPRESENT OLD WELL- 
ESTABLISHED concern in following States: 
Minnesota, Wisconsin, Maine, New Hampshire, 
Vermont, Connecticut, Rhode Island, Massachu¬ 
setts and Pennsylvania. Splendid opportunity for 
live-wires to sell high-giade line of saws to hard¬ 
ware jobbers and to retail hardware stores through 
hardware jobbers. State references, line now 
carried, class of trade covered and how often. 
Address Box C-32, care of Hardware Age, 239 
W. 39th St.. N. Y. City. 


MANUFACTURING COMPANY, WHOSE 
PRODUCTT HAS been sold nationally for more 
than fifty years continuously, would be interested 
in hearing from manufacturers* agents covering 
wholesale and retail distributors of general hard¬ 
ware in the Middle West, Pennsylvania, New 
York and Connecticut. In replying, please give 
information which will be of definite value in 
nugin^ the kind of presentation your firm would 
be prepared to furnish. Address Box C-37, care 
of Hardware Age, 239 W. 39th St., N. Y. City. 


STATE REPRESENTATIVES WANTED— 
SPLENDID OPPORTUNITY for one desiring 
to devriop a future income by carrying side¬ 
line of mop beads. Preference given those now 
carrying kindred lines 2 >nd calling on the follow¬ 
ing: Hardware, housefurnishi^, grocery, paper 
and twine jobbers, hotel and janitors' suppliers, 
department, chain and general stores. Commis¬ 
sion basis. State exact territory you cover, your 
lines, and how long covering that trade. Address 
Box C-27, care of Hardwarx Acs, 239 W. 39th 
St., N. Y. City. 


MANUFACTURER OF HIGH-GRADE LINE, 
moderately priced ironing tables, step ladders 
and various other wooden specialties, desires 
experienced salesmen on commission basis, who 
call on hardware, furniture, variety and depart¬ 
ment store trade regularly every four to six 
weeks. Men for each of the following states: 
Illinois, Iowa. Wisconsin, Missouri, Indiana, 
Michigan, Nebraska, Ohio and West Virginia. 
Full protection repeat business. Reply, giving fuO 
details of yourself, other lines carried and tetri- 
torv covert regularly. Address Box C-18, care 
of Hardware Age, 239 W. 39th St., N. Y. City. 


An Established Factory Since 1850 ^ 

fully equlppwl and adapted for work In «- 

oeUukwe iiiat«risl«. desires new articles or » 

psrti of product* to manufseture. With s Sales Or- 
Es n lsstl o o eoverlns the U. 8. we an also Intnrnafeil 

HAMPDEN MFC. CO., INC 

17-A Warren St., N. Y. City 


FOR SALES 

WHOLESALES AND RETAIL 
Hardware Baainesa 

Long and successful operation. Good central 
territory. Clean complete stock. Beason for 
offering: death of ezecutive. Worth Investi¬ 
gation. Inrentory $55,000. Address 
MAC HARDWARES COMPANY, Imc. 
Port Plain. N. Y. 


FOR SALE—RETAIL HARDWARE STORE 
at Center Moriches, Long Island, New York. 
Invratory of stock $10,000, all clean, modem 
equipment, will sell for $10,000. Inspection in¬ 
vited. Address (jcorge Herrmann, Jr., Center 
Moriches, Long Island, N. Y. 

ESTABLISHING WAREHOUSE IN AT¬ 
LANTA, GEORGIA, by manufacturing agent, sr 
nianufacturer may obtain better dis^bntion b> 
immediate delivery to jobbers and dealers. In¬ 
vites correspondence from non-conflicting repu¬ 
table manufacturers of hardware, electrical, paint 
and specialties desiring warehouse space with or 
without represenUtion. Address Box C-Z6y care 
of HARDWAas Age, 239 W. 39th St., N. Y. City. 


WE HAVE A LARGE FINE hardware and 
housefurnishing store in a good town and need 
$5,000 to promote it in a way that it really de¬ 
serves. Location has been established for 35 
years in this line and after 18 months we are 
convinced a lot more business can be done with 
more money, stock, and advertising. Address 
Box C-34, care of Hardwaix Agr, 239 W. 39tb 
St., N. Y. City. 


Sales Accounts Wanted 


WELL-ESTABLISHED MANUFACTURER’S 
REPRESENTATIVE CAN do justice to one 
more good line for hardware jobbing and 
store syndicate trade in the Metrop^tan District 
of New York. Address Box C-38, care of 
Hardware Age, 239 W. 39th St., N. Y. (3ty. 

SALES ORGANIZATION WANTS UNES 
EXCLUSIVE for the States of Alabama, (Jeorgia, 
North Orolina and Florida. Trade c ov er e d — 
wholesale and retail hardware, drug, rJmm and 
department stores. Lines accepted must be worthy 
of real sales effort and pay small retainer and 
expenses with a bonus for volume. We have 
the ability to give you proper results. Address 
Taylor's Sales Service, Bmc 744, Lakeland, Ha. 



HARDWARE AGE 
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Sales Accounts Wanted 


Positions Wanted 


Positions Wanted 


ESTABUSHED SALES ORGANIZATION, 
CONTACTING WHOLESALE DISTRIBUT- 
ING MARKET AS WELL AS INDUSTRIAL 
AND MAINTENANCE ORGANIZATIONS 
FOR OVER 25 YEARS, CAN EFFECTIVELY 
TAKE CARE OF MARKETING MERITORI- 
OUS PRODUCTS IN THE NEW YORK 
METROPOLITAN TERRITORY. CORRE¬ 
SPONDENCE INVITED FROM RESPONSI¬ 
BLE OUT-OF-TOWN MANUFACTURERS 
WHO ARE NOT GETTING ADEQUATE DIS¬ 
TRIBUTION IN THIS FIELD. ADDRESS 
BOX C-28, CARE OF HARDWARE AGE, 239 
W. 39th street, N. Y. CITY. 


Positions Wantld 


YOUNG MAN, 23, SINGLE, THOROUGHLY 
EXPERIENCED hardware clerk—competent 
salesman, knowledge locksmithing and general 
repairs. Will travel. Address Isidore Polonsky, 
364 South First St., Brooklyn, N. Y. 


SITUATION WANTED BY YOUNG MAN, 
experienced in builders’ hardware business, knowl¬ 
edge of taking off plans, detailing and estimating. 
Some sales ability. Address Box C-20, care of 
Haedwaxe Age, 239 W. 39th St., N. Y. City. 


COMPETENT RADIO SERVICE MAN, 
WITH some past experience as hardware clerk, 
desires a more advantageous position anywhere in 
U. S. Have cimplete servicing equipment and 
can furnish good references. Address W9RZG, 
Verona, North Dakota. 


HARDWARE MAN, EXPERIENCED IN 
THE FOLLOWING LINES: Mill, factory, con¬ 
tractors’, builders’ hardware and cabinet makers’ 
supplies; transmission, paints, oils, varnishes, 
brushes, sporting goods, mechanics’ tools, etc. 
Address Box C-26, care of Harowaes Age, 239 
W. 39th St., N. Y. City. 


YOUNG MAN, 28 YEARS OF AGE. 10 years’ 
cxperietace as manager and buyer of large hard¬ 
ware^ Eousefurnishings store in Bronx—desires 
position with similar line in Metropolitan Area. 
Salary secondary to advancement. Address Box 
C-40, care of HAanwARE Age, 239 W. 39th St., 
N. Y. City. 


YOUNG MAN, 29, SUPERVISOR AND mer¬ 
chandise checker; complete line of hardware and 
housefurnishings; thoroughly familiar with mod¬ 
ern receiving room methods: formerly with large 
New York department store, desires similar posi¬ 
tion, Address Box C-24, care of Hardware Age. 
239 W. 39th St., N. Y. City. 


TO THE HARDWARE MAN WHO can use 
my services—41 years of age, 20 years of general 
experirace in hardware, tools, paints, cutlery, 
plumbing, electrical and housefurnishinn. selling 
or buying, in an up-to-date retail establishment, 
ready to start anywhere. Address Box C-39, care 
of Hardware Age, 239 W. 39th St., N. Y. City. 


THOROUGHLY EXPERIENCED RETAIL 
HARDWARE MAN desires position. Capable 
of managing store, excellent salesman, expert in 
display and store arrangement. Fifteen years’ 
experience in the retailing and buying of general 
hardware, paints, housefurnishings, etc. For fur¬ 
ther details, address Chas. L. Harder, 306 60th 
St., Kenosha, Wis. 


EXPERIENCED MAN IN RETAIL HARD¬ 
WARE and housefumishing business desires per¬ 
manent connection with progressive jobber of 
similar line in Metropolitan area. Thorough 
knowledge of line based on ten years of experi¬ 
ence. Either salary or commission. Address Box 
C-41, care of Hardware Age, 239 W. 39th St., 
N. Y. City. 


SALESMAN, 11 YEARS’ EXPERIENCE 
SELLING TO the wholesale hardware trade in 
Kentucky, Tennessee, West Virginia, Virginia, 
Carolinas and Georgia, seeks exclusive connec¬ 
tion with reliable manufacturer. Single, can make 
headquarters anywhere in territory. Salary or 
drawing account. Address Box No. 7 585-A, care 
of Hardware Age, 802 Otis Bldg., Chicago, HI. 


YOUNG LADY, 15 YEARS’ EXPERIENCE 
as price clerk with wholesale hardware, house¬ 
furnishings and electrical jobber in charge of 
billing department, issuing credits, comptometer 
operator—desires position of similar capacity with 
New York City firm where my ability can be 
utilized. Good education, honest, dependable. Ad¬ 
dress Box C-43, care of Hardware Age, 239 W. 
39th St.. N. Y. City. 


BOOKKEEPER, ACCOUNTANT, OFFICE 
AND CREDIT manager; systematizer, corre- 
spondrat; 10 years’ experience in hardware, 
plumbing, and real estate supplies; accustomed 
and capable to handle any vmume of business; 
highest credentials; residence conveniently situ¬ 
ated to reach any locality in New York City, or 
suburbs. Address Box C-19, care of Hardware 
Age, 239 W. 39th St., N. Y. City. 


MANUFACTURERS’ AGENT, 31, WITH 
FOLLOWING in Western Pennsylvania, Ohio 
territory, would like to carry fast-selling item 
to hardware, electrical, radio, furniture and de¬ 
partment trade on commission and overage basis. 
Past experience in electrical item, radio midgets, 
food mixers, fans, lamps, skates, etc. Address 
C-4, care of Hardware Ace, 239 W. 39th St., 
N. Y. City. 


SALESMAN 10 YEARS* EXPERIENCE 
SELLING factory equipment to industrial plants 
in BulTalo and western New York for nationally 
known tool manufacturer. Branch manner 5 
years. Past two years sold hardware jobbers 
in New York, Pennsylvania. West Virginia, Ohio, 
Michigan, and Indiana. Single. Excellent record 
and references. Address Box C-11. care of Hard¬ 
ware Age, 239 W. 39th St., N. Y. City. 


CAPABLE AND CONSCIENTIOUS HARD*. 
WARE MAN needs work. Experience covers 
cutlery buyer and department manager for large 
New England jobber; also fifteen years covering 
New England States for nationally-known hard¬ 
ware manufacturers. Would like job in sales 
department of manufacturer or jobber or New 
England sales representative. Address Box B-991, 
care of Hardware Ace, 239 W. 39th St., N. Y. 
City. 


SALESMAN, TWENTY YEARS* EXPERI- 
ENCE SELLING hardware and sporting goo^, 
nine years* retail, 11 years’ traveling Eastern 
territory, two years for Anns Company, wants 
permanent connection Southern California, inside 
or travel. Accustomed to responsibilities, knows 
hardware. Age 38. Married. Best references. 
Correspondence invited. Address Box C-31, care 
of Hardware Age, 239 W. 39th St., N. Y. City. 


HARDWARE MAN, FORTY-THREE YEARS 
of age, thoroughly experienced in retail and 
wholesale hardware, paints, sporting goods and 
kindred lines, both inside and outside, desires a 
position with responsible retail firm. Capable of 
buying, bookkeeping and store management. Sal¬ 
ary secondary. Free to go anywhere. Middle 
West or South preferred. Address Box C*30, care 
of Hardware Ace, 239 W. 39th St., N. Y. City. 


YOUNG MARRIED MAN DESIRES CON- 
NECTION with reputable manufacturer. Ten 
years’ contact with wholesale hardware and sport¬ 
ing goods jobbers in the fc^lowing territories-y- 
New York, Ohio, Indiana, Kentucky, Missouri, 
Iowa, Illinois, Michigan, and Wisconsin. Age 36^ 
excellent references. Present headquarters In 
New York City. Can be changed if desired. 
Address Box C-12, care of Hardware Age, 239 
W. 39th St., N. Y. City. 


SALES PROMOTION—SPORTING GOODS* 
DEPARTMENT manager—^foreign sales super¬ 
vision. Age 30. Unmarried. Experien^ in 
hardware jibing. Thoroughly versed in mill ^d 
factory supplies, air conditioning, guns, fishing 
tackle. Am also familiar with general hardware 
lines. We request that all firwrms* manufactur¬ 
ers who are in need of additioiml experienced 
men for designing or sales promotion to allow us 
to prove our ability through correspondence. Ad¬ 
dress Box C-.33, care of Hardware Age, 239 W. 
39th St.. N. Y. City. 


YOUNG MAN. 26 YEARS OF AGE, desires 
employment with hardware retail store located 
in Northwest, with opportunity for permanent 
connection. Have one year’s experience as man¬ 
ager of chain retail store. At present employed 
as department head of hardware, radios, washers, 
refrigerators, and paint in large mail order house 
retail store in southern Minnesota town. Have 
college education. Ambitious to make good if 
given opportunity. Can furnish the best of refer¬ 
ences. An interview with prospective employer 
desired. Address Box C-42. care of Hardware 
Age, 239 W. 39th St., N. Y. City. 


Hardware Personnol 

Our aiM eootaln appUesUoiis of semal hondred ei- 
iMrlenesd and wsU-trsined euDkymi In tbs hard- 
wan Indnstrisa. 

MO CHARaE TO^EWPLOYElia FOR THIS 
SERVICE 

If ws can be of any bslp to you. M 

ASSOCIATED PLACEMENT BUREAU 

152 Wart 42iid Strsst _ Mow York CHy 

WI8. 7-1502. I85S 


The Story of the 

WANT AD” 

A Business paper’s value as a vehicle for 
^ant Ads’* depends upon how widely and 
thoroughly U i$ read in iti field, 4 .Every 
classified advertiser in placing his adver¬ 
tisement in HARDWARE AGE offers spon¬ 
taneous evidence of his conviction that this 
paper U moet widely and thoroughly read 
in the hardware trade. 


Year after year HARDWARE AGE has led iu field 
in the volume of classified as well as display adver¬ 
tising published. 4 Its classified columns have proven 
a valuable aid in bringing together buyer and seller, 
employer and employee. Those who contact the 
hardware trade most closely hnoto, from observation 
and experience, that HARDWARE AGE i$ mo$t 
widely and thoroughly read by live hardware men. 

• • - HARDWARE AGE • • • 
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• INDEX TO ADVERTISERS • 


Tk% Dash (—J Indicafs that tka Adaarthmatant £>o«s Not Appear In This luua 


Abrasive Products, Inc. 91 

AJabastine Co. 85 

Aladdin Industries, Inc. 101 

Albion Mfg. Co. — 

Alien Mfg. Co. — 

All^ Mfg. Co., W. D. — 

Allith-Prouty Mfg. Co. 96 

Aluminum Goods Mf^ Co. — 

American Brass Co., The. — 

American Can Co. — 

American Chain Co., Inc. 61 

American Cyanamid & Chemical 

Corp. 95 

American Fork & Hoe Co. — 

American Safety Razor Corp... — 

American Sheet & Tin Plate Co. 

(U. S. Steel Corp. Subsidiary) 15 
American Sponge & Chamois 

Co., Inc. 51 

American Steel & Wire Co. 

(U. S. Steel Corp. Subsidiary), 

11, 15 

American Weekly, The . — 

American Wire Fabrics Co. — 

Ames Baldwin Wyoming Co... — 

Ahimal Trap Co. of America.. 95 

Arcade Mfg. Co. — 

Archer, Daniels, Midland Co... — 

Armstrong-Bray & Co. — 

Armstrong Bros. Tool Co. — 

Armstrong Mfg. Co. 95 

Atkins & Co., E. C. — 

Atlas Tack Corp. — 

Auditorium Hotel . — 


Babcock Co., W. W. — 

Baker Brush Co. — 

Barrett Company, The. — 

Bassick Company, The. 82 

Behr-Manning Corp. .— 

Bellevue-Stratford Hotel . — 

Bemis & Call Co. 101 

Benjamin Franklin Hotel . 96 

Bethlehem Steel Company.... 19, 20 

Bissell Carpet Sweeper Co. 87 

Blair Mfg. Co. — 

Blaisdell Pencil Co. — 

Bluflton Slaw Cutter Co. 103 

Bommer Spring Hinge Co. — 

Boston Varnish Co. — 

Boston Woven Hose & Rubber 

Co. 108 

Boyle Co., A. S. — 

Briggs & Stratton Corp. 75 

Bristol-Myers Co. 22 

Brown Co., The E. C. — 

Brown Co., W. R. 99 

Brush-Nu Co. — 

Buckeye Aluminum Co., The... 77 

Bunting System, The . — 

Burden Iron Co. 100 


C-K-R Co., The . 91 

Car Products Co. 99 

Carborundum Co. — 

Chain Products Co., The. — 

Cheney Hammer Corp., Henry.. — 

Chicago Rawhide Mfg. Co. — 

Chicago Roller Skate Co. — 

Chicago Spring Hinge Co. — 

Chicago Wheel & Mfg. Co. 97 

Chisholm-Ryder Co., Inc. 93 

Clancy, Inc., J. R. 103 

Clark Bros. ^It Co. 94 

Clark & Son, Walter E. 103 

Clarke Sanding Machine Co.... — 

Qayton & Lambert Mfg. Co.... — 

Clemson Bros., Inc. 74 

Cleveland Welding Co., 'fhe... — 
Cleveland Wire Spring Co., The — 

Clover Mfg. Co . — 

Cobum Trdley Track Co. — 

Coleman Lamp & Stove Co., The — 

Collins Co., llie . 81 

Colson Com., The. — 

Columbia St^ Co. (U. S. Steel 

Corp. Subsidia^) .11, 15 

C(^umbian Rope Co. 10 

Commercial Factors Corp. — 

Continental Screen Co. — 

Continental Screw Co. 91 

Continental Steel Corp. — 

Cook Co., The H. C. 100 

Corbin Cabinet Lock Co. — 

Corbin Screw Corp., The . 99 

Coughlan Co., G. N. 99 

Cross & Co., Inc., W. W. 108 

Cuprinol, Inc. 93 

Cyclone Fence Co. (U. S. Steel 
Corp. Subsidiary) . — 


Dazey Churn A Mfg. Co., The, 

13, 92 

De Laval Separator Co., The... — 

Dietz Co., R. E. — 

Disston & Sons, Inc., Henry... — 

Domes of Silence . 108 

Dreadnaught Sanders .. — 

Du Pont de Nemours & Co., 

Inc., E. I. — 


Eagle Lock Co. — 

Eagle Mfg. Co. 91 

Easy Washing Mach. Corp. — 

Edlund Co. — 

Elastic Tip Co. — 

Electric Soldering Iron Co., Inc. — 
Enterprise Aluminum Co., The. — 
Evansville Tool Works, Inc.... — 

EvCTcdy Co., The . 92 

Evinrude Lawn-Boy . — 


Faultless Caster Corp. •— 

Flexible Steel Lacing Co. — 

Florence Stove Co.8-9 

Fowler & Union Horsenail Co.. — 

Frantz Mfg. Co. — 

Frigidaire Corp. — 


Gardex, Inc. — 

Gardiner Metal Co. 100 

Gardner-Denvcr Co. — 

Gem Safety Razor Corp. — 

General Electric Co., Bridgeport, 

Conn. — 

General Electric Co., G. E. Re¬ 
frigerator Div. 63 

General Electric Co., Hotpoint 

Refrigerator Div. — 

General Electric Co., Nel.'b Park, 

Cleveland. Ohio . 23 

Gibson Electric Refrigerator 

Corp. — 

Gibson Good Tools, Inc.100 

Gilbert & Bennett Mfg. Co., The 93 

Gillette Rubber Co. — 

Glidden Company. The . 71 

Goodyear Tire & Rubber Co_ 53 

Graham Mfg. Co. 100 

Gras Shaver Co. — 

Gray & Dudley Co. — 

Greenfield Tap & Die Corp. 86 

Greenlee Tool Co. 80 

Griffin Mfg. Co. 85 

Griswold Mfg. Co. — 

Gulf Refining Company . — 


Hamilton Beach Co. — 

Hanover Wire Cloth Co.101 

Hanson Scale Co. — 

Harris Hdw. & Mfg. Co., Inc., 

D. P. — 

Hazard Insulated Wire Works. 7 

Heinn Co., The . — 

Hindley Mfg. Co. 100 

Hoppe, Inc., Frank A. — 

Hotel Auditorium . — 

Hotel Bellevue-Stratford . — 

Hotel Benjamin Franklin . 96 

Hotel Peal>ody . — 

Hoyt & Worthen Tanning Corp. — 
Hustler Corporation . —^ 


Independent Lock Co. — 

Indiana Steel & Wire Co. 86 

Ingersoll Steel & Disc Co. — 

International Harvester Co. of 

America. Inc. — 

Irwin Auger Bit Company, The 108 


Keystone Steel & Wire Co.. 
Klein & Sons, M.. 


l..owe Bros. Co., The 
Lufkin Rule Co., The. 
Lux-Visel, Inc. . 


McKinney Mfg. Co. 83 

Malleable Iron Range Co. — 

Marble Arms & Mfg. Co. — 

Marshalltown Trowm Co. — 

Master Lock Co. 69 

Maydole Tool Corp., David .... — 

Metal Sponge Sales Corp. — 

Mid-States Steel & Wire Co.... — 

Midway Chemical Co. — 

Milcor Steel Co. 107 

Miller, Inc., Robert E. 108 

Millers Falls Co. — 

Minnesota Mining & Mfg. Co.. — 

Monarch Silver King, Inc. — 

Moore Push Pin Co. 108 

Morse Twist Drill ft Machine 

Co. — 

Moulton Ladder Mfg. Co., The. 108 

Muralo Co., Inc., The... — 

Murphy’s Sons Co., Robert.... ■— 
Musselman Products Co., The.. — 
Myers ft Bro. Co., The F. E... 4 


National Carbon Co., Inc. 94 

National Cash Register Co., The — 
National Enameling ft Stamping 

Co. — 

National Lead Company . — 

National Mfg. Co. 12 

National Screen Co. — 

New York Wire Cloth Co. — 

Nicholson File Co. 14 

North American Press, The.... — 

Nojlbwestern Barb Wire Co... 109 

Norton Abrasives . •— 

Norton Door Closer Co. 6 


O-Cedar Corp. — 

Ohlen-Bishop Co., The. 67 

Okonite Co., The . 7 

Osborn Mfg. Co.. The. 108 

Outboard Motors Corp. — 


Padoc, Inc. — 

Patent Cereals Co. 73 

Patent Novelty Co., The. — 

Peabody Hotel . — 

Peck, Stow & Wilcox Co., The. — 

Pecora Paint Co., Inc. — 

Perfection Mfg. Co. — 

Perfection Stove Co.64-65 

Peters Cartridge Division, Rem- 


ington Arms Co., 

Inc. 


18 

Phoenix Mfg. Co. 



89 

Pirich Garden Tool 

Co., Geo... 

99 

Pittsburgh Plate 

Glass 

Co. 


(Brush Div.) ... 



— 

Pittsburgh Plate 

ciass 

Co. 


(Paint Div.) .., 



17 

Pittsburgh Plate 

ciass 

Co. 



Libbey-Owens-Ford Glass Co... — 

Lincoln-Schlueter Floor Machine 

Co. 77 

Link-Belt Co. — 

Lockwood Hdwe. Mfg. Co. — 


(Pennvemon Div.) . — 

Pittsburgh Steel Co. — 

Plymouth Cordage Co. — • 

Plymouth Rubber Co., Inc. 96 

Porcelier Mfg. Co. 94 

Premax Sales Div. 93 

Progressive Mfg. Co., The. — 

Protection Products Mfg. Co- — 


Raybestos-Manhattan, Inc. 

(Raybestos Div.) . —' 

Ray-O-Vac Co. 55 

Red Jacket Mfg. Co. — 

Reeves Mfg. Co., The. — 

Remington Arms Co., Inc. 18 

Republic Steel Corp. 16 

Republic Steel Corp. (Upson 

Nut Div.) . — 

Rex-Hide, Inc. — 

Reynolds Wire Co. — 

Rich Pump ft Ladder O)., The. — 

Richards-Wilcox Mfg. Co. — 

Ridge Tool Co., The. — 

Rixson Co., The Oscar C. — 

Robertson, Arthur R.100 

Rochester Sash Balance Co., Inc. — 
Rubberset Co. 22 


Ruby Chemical Co. 

Rttssell, BurdsaU ft Ward Bok 

ft Nut Co. 

Russia Cement Co... 


Samson Cordage Works. 

Sandvik Saw ft Tod Corp..... 

Sapolin, Inc. . 

Savage Arms Corp. .. 

Schacht Rubber Mfg. Co.. 

Schaible Foundry ft Brass Wodm 

Co., Inc., The .. 

Schalk Chemical Co. 

^hatz Mfg. ^. 

Schroeder ft Tremayne, Inc.... 

Shapleigh Hardware . 

Sheffield Bronze Powder ft Sten- 

Cil Co., Inc. 

Sherman Mfg. Co., H. B. 

Sherwin-Williams Co., The... • 
Signal Electric Mfg. Co...,r,.. 

Silver Lake O.J... ^ 

Sloane, W. ft J., Selling Ageatta 

Div.. 

Smith, Inc., Landmi P. —.... 

So-Lo Works . 

South Bend Lathe Works. 

Stainless Steel Products Co—. 

Stanco Distributors, Inc. 

Standard Safety Razor Corp.... 

Standard Tool Co., The. 

Stanley Rule ft Level Plant.... 

.Stanley Works, The . 

Star Heel Plate Co. ] 

Steams ft C)., E. C. 

Stevens Arms Co., J. 

Stewart Iron Works Co., Inc., 

The .. 

Superior Door (^tch Cx. 

Superior Fastener Co. 

Sure Grip Rope Clamp Co,.... 

Swartzbaugh Mfg. Co. 

Swift ft Co. (Vigoro) . 


Taylor Instrument Companies.. — 

Tennessee Coal, Iron ft R.R. Co. 

(U. S. Steel Corp. Subsidiary. 

11. 15 

Three-in-One Oil (The A. S. 

Boyle Co.) . — 

Tilette Cement Co., Inc. 101 

Tobacco By-Products ft Chemical 

Corp. 93 

Toy Manufacturers of the 

U.S.A., Inc.10.^ 

Trico Fuse Mfg. . 10.3 

Tubular Rivet ft Stud Co. 83 

Turner Brass Works, The. — 


Union Fork and Hoe 0>. 1 

Union Hardware Co. 89 

United States Electric Mfg. 

Corp. — 

U. S. Rubber Co. — 

U. S. Steel Corp. Subsidiaries, 

11. 15 

United States Steel Products 0>. 

(U. S. Steel Corp. Subsidiary), 

11, 15 

Universal Cooler Corp. 57 

Utica Drop Forge ft Tool Co... — 


Vaughan Novelty Mfg. Co., Inc. 103 
Victor Electric Products, Inc.. — 
Vlchck Tool Co., The . — 


West Bend Aluminum Co. .... 7<> 

Western (Cartridge Co. — 

Western (Hock Co. — 

Westfield Mfg. Co. — 

Westinghonse Elec, ft Mfg. Co.. — 

Wbiting-Adams Co. — 

Wickwire Brothers . 59 

Wickwirc Spencer Steel Co. — 

Winchester Repeating Arms Co. — 

Wiss ft Sons, J. 26 

Wooster Brush Co. 2 

Worthington Co., Geo. . — 

Wright Products Mfg. Co. 92 

Wright Steel ft Wire Co.. G. F. — 


Yale ft Towne Mfg. Co.. 
Yard-man. Inc. 
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MILCOR STEEL COMPANY 

MILWAUKEE, WISCONSIN CANTON, OHIO 

CHICAGO, ILL. KANSAS CITY, MO. LA CROSSE, WIS. 
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DISPLAY RACK 

PRACTICALLY^/WZfl'i 'em 

lOCK. iniNT 

STOVE PIPE 


First people SEE, then they BUY. That is why 
sales will be increased enormously with the 
new MILCOR STOVE PIPE DISPLAY RACK. 
This sturdy rack displays three joints of 
stove pipe and corrugated and adjustable 
elbows. It is made of 100 point Bristol Board, 
lined with Buff covering and printed in five 
colors. Let it sell Stove Pipe for you! Ship¬ 
ped free with Stove Pipe Orders. » * * 


... ► , 

The MILCOH Stova has a lar^e. 
good lookinq feed door, design- 
«d to operate perfectly under ail, 
conditions. Hinges are integral ' 
with doors. • m 


LOCKJOINT is the finest lock¬ 
ing Stove Pipe on the market, 
bar none. This claim is back¬ 
ed by a real "show-me" test 
which you can make yourself. 
The exclusive new FADE¬ 
AWAY Crimp, the positive yet 
simple locking device, and 
Milcor precision fabrication 
combine to make every joint 
a piece of QUALITY MER¬ 
CHANDISE. 


If you are not familiar with 
LOCKJOINT Stove Pipe, write 
us for a sample joint so you 
may examine it in the privacy 
of your own office. » » » 


A Positive Sensation in the Wood Heater Field! 


Ths Airilo Circulating Hsater has vents at top and bottom which iacil-. 
itate th« circulation of warm air throughout the room. It has two separate 
tops and bottoms, also an timer body plus an inner lining. Tops and bot¬ 
toms are separately seamed. Approximately 7000 cu. in. of firing space. 














HYGRADE BALCONY DRYER 


Simplest and strong- 
est Balcony Dryer on 
the market. Easily 
adjusted. Made from 
clear Eastern Spruce 
with steel frame 
and galvanized reel 
castings. Entire dryer 
attractively enameled. 

Long arms Yellow-short 
arms Red — crane a rich 
Green. Withstands sev 
weather. No. 5 with 4 lines 
75 ft. of good cotton 
No. 6 with 5 lines. 100 ft. cot 
ton rope. Profitable sellers. 

THE MOULTON LADDER MFG. CO. 

Somerville 

New York Distributor: 



BRUSHES 

mean more profit from your brasli 

Ask yonr jobber. • . 

THEOSBORMMAt/UfACWMt/eCOMflSI^ 

5401 Hsadlton ATenne 

■ SWm Ofi^emst Now T«rk-DelrRit-ChleRg«.iSa& Fr—h ji 


lANY EXTRA DIMES FROM THIS 

Seur AlL'MetaL Reiwlinnif DUftkuf Cahist^ 


r aHdt& FREE! 

1 creates a steady demand 

^ Moore Push-Pins, aluminum or 


, Our new Revolving Display Cabinet given 
absolutely/ree with 72 window front pack¬ 
ets ... occupies only 6*^ square inches 
I of counter space ... makes sale after sale. 
Get one from your jobber today ... ^ 
then watch the extra dimes build A 
your daily volume. ^ 

MOORE PUSH-PIN C0.^,„ 

513-12S Berkley St., Phila. .^^111 



Silver Lake Sash Cord 

GUARANTEED FOR 20 YEARS 

Identified by the name SILVER L.^KE 
stamped on every foot of cord. ’ 

000 

EDDYSTONE —a superior sash cord 
long wearing and of high quality. 

000 

PELH.Wl—guarantees satisfaction. 

NuCORD—a medium priced sash cord. 

000 

BENGAL—a good competitive cord. 


S<-if 

Display Car?on 


I UBEHAN KS 
our exclusive Pur-Up 

Silver Lake Co. 

99 Chauncy Street. 
Boston. Mass 


FASTEST SELLER 


vA BOSlOX 

nozzle 





Most imitated nozzle on f 
ihe market — that’s the 
Boston Nozzle, Never 
equalled in quality. 
Simple. Substantial. 
Fastest seller anywhere. 
Each Nozzle packed in 
separate carton. 12 car- 
tons in full color 
lithographed dis- 
play packages. 

THE 

BOSTON 
N OZ Z LE I 


0ST0N_W0y^H0SE & RUBBER COyCambridgeyMoss. 



mf 

IF. 


W. W. CROSS ft CO. INC., EAST JAFFREY. It M. 



Cenui^^DOMESo/SILENCE 

SLIDE SILENTLY-SOFTLY-SMOOTHLY 


Look for woitls-00Aff5«/'5/ffMff ^ 

WE^'^INSULATED-NOISELESS FOR TILE 
CEMENT OR MARBLE FLOORS IN 
BATH ROOMS, RESTAU RANTS, ETC 


LARGE SIZE FOR METAL & WOOD BEDS 
LARGE CHAIRS & ALL FURNITURE.. 

A sk your Jobber — 

If he is not supplied, write to 

lOMES (f SILENCE, hw., 35 Ptari St, N. Y. C. 


REMEMBER! 


THE IRWIN AUGER BIT CO. 


HABDWARE ACE 
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BUYING ACTIVITY 


Recently conducted surveys show that 1936 will be a top-notch year for 
fence, barb wire and steel posts sales. Our fanners are going to buy these 
long-needed products and you will want your share of these profitable 
sales. Don't wait, write your jobber — or direct today for complete infor¬ 
mation on Sterling DUALIZED Products and how you can cash in on the 
universal popularity of these products. Dept. 10 


Dependable product value still remains 
to be the strongest incentive for any type 
of buying. Brute force of advertising in 
ottrocting the attention of the consumer 
is well, providing the quality of the prod¬ 
uct is there and the value of the product 
will stand competitive comparison. 

The reason for the sales success in 
Sterling DUALIZED Products is no secret! 
A combination of products designed for 
modern selling and built with such in¬ 
herent quality that they are the best buy 
on the market . . . that's the answer and 
the reason thousands of successful deal¬ 
ers are making more money with the 
Sterling Line. 

Users of Wire Products know they can 
depend upon Sterling . . . they know 
every Sterling Product represents sound 
value in actual dollars and economy over 
a long period of years. 
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MARfr 


TRADE 


MARK 


Made for 
Fishermen 
Who 
Know 




No.F- ERIN ^ 
FISHING LINES 


SH A»LfH.HS dijmfiD 


N0.340A FLY ASSORTMENT 


Universally PriredBy 
Fishermen Everywhe re 
For Original Patterns 
and 

Exclusive Features 


ASK OUR SALESMAN TO SHOW YOU 
OUR FULL LINE 


DijAmojsTd Edge is Quality Pledge 


apleigh National Se-'-a No. 2013 
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